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TRADE 


Mending 
and  Knitting 
Worsteds 
Cashmere 
Mending 


Darning 
Mending 
Marking 
Knitting 
Embroidery 
and  Crochet 
Cottons  in 
Various  Styles 


NONE  BETTER 


S.  E.  HOWARD'S  SON  &  CO. 


1150  Broadway 
230  5th  Avenue 


New  York 
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"  Sanford's  " 
Reel  Bias  Seam  Tape 

Put  up  on  Reels  in  Transparent  Sealed 
Envelopes,  Dust  and  Wrinkle  Proof 

Made  in  the  Standard  qualities  of  Lawn  and  Cambric, 

Solid  or  Assorted  Sizes 


"It  unwinds  like  a  Ribbon" 


Convenient — Economical — Practical 


We  also  have  in  stock  a  complete  line  of 

Middy  Laces,  Soutache  Braid,  Embroidered  Emblems,  Rick  Rac  Braid 

Elastic,  Braids,  Cords,  Ovals  and  Flats 

Edgette—Flutte— Sticker ei 
TRIMMINGS 

SANFORD  NARROW  FABRIC  CO. 

351  Fourth  Avenue,  New  York 


January,  1917 


■  i 


THIRTY  MILLION  women  will  see  the  Kleinert  1917  advertising-. 
This  illustration  is  one  of  a  series  of  attractive  page  ads  that  will  exploit 
the  new  invisible,  flesh -colored  Kleinert  Dress  Shields  in  the  Ladies* 
Home  Journal,  Butterick  Trio,  McCall's  Magazine,  Pictorial  Review. 
Woman's  Home  Companion,  Harper's  Bazar,  Theatre,  Vogue,  Le  Bon  Ton, 
Le  Costume  Royal  and  Elite  Styles.  We  urge  that  you  be  prepared  to 
supply  the  inevitable  demand  for  Kleinert  Flesh-colored  Dress  Shields. 

I  .    B  .    KLEINERT     RUBBER    CO.,    725     BROADWAY,    NEW  YORK 

Makers  of  Kleinert  Rubber  Sheetings,  Baby  Pants.  Bathing  Caps,  etc. 
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Announcing 
the  Greatest 
Campaign 


for  the 
Greatest  of 
Hair  Nets 


npHE  advertising  is  all  placed  —  and  will  appear  next  March,  April  and 
May  in  the  three  greatest  women's  publications  — 

Ladies9  Home  Journal,  Vogue,  Delineator 

reaching  over  2,700,000  women,  a  fair  percentage  of  whom  are  your  cus- 
tomers. Our  men  will  visit  you  in  February.  This  is  Advance  Notice  of 
big  things  ahead  for  the  early  merchants  who  want  the  bulk  of  the  HAIR 
NET  BUSINESS  next  Spring.    Act  now.    Write  us  today  for  details. 


Samstag  &  Hilder  Bros.,  Broadway  and  29th  St.,  New  York 


Notions  and  Fancy 


At  Last 

A  Spring  Dress  Fastener 
Perfect  in  All  Particulars 

I I I I I III If I I I I I III I I II I ft II III ■ ■ 111 I I I I II 

MADE  IN  AMERICA 

and  superior  to  any  other  made  in 

America 

Germany 
Austria 
France 

Spain  or 
Italy 

Watch  this  space  for  illustration  and  all  particulars 
of  the  new  fastener  which  will  appear  next  month 

Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 

Illllllllllllllllllllllllllllllilllllllllllllilllllll 

DIECKERHOFF,  RAFFLOER  &  CO. 

560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 


January,  1917  7 
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THE  MEN  WHO  HAVE  MADE 

"WRIGHT'S"   PRODUCTS  FAMOUS 


Each  one 
taking  a 
part  of 
the  work 
under  his 
personal 
supervi- 
sion, and 
taking  a 
pardonable 
pride  in  the 
quality  and 
popularity 
of  the 
goods. 


The 

Products 
of  this  firm 
are  known 
from  coast 
to  coast. 
They  are 
famous  for 
their 
uniform 
excellence 
and 

recognized 
as 

Standard 
in  their 
lines. 


WM.  E.  WRIGHT  AND  HIS  FIVE  SONS 
Makers  of 


Send  For 

New 
Price  Lists 


"W  &N"  MONARCH  and  METEOR  BRANDS 
Bias  Trimmings,  Buttons  and  Bias  Vesting 


Sample  Cards 

Sent 
Upon'  Request 


For  the  convenience  of  the  trade,  all  widths,  both  white  and  colors,  are  now  put  up  in 
6  yard  pieces,  on  which  a  liberal  profit  can  be  secured. 

WM.  E.  WRIGHT  &  SONS  CO.,  Mfrs. 

40  Lispenard  Street,  New  York 

Stock  carried  at  all  agencies 

PHILADELPHIA— Jas.  F.  McCarriar,  1011  Chestnut  Street 
CHICAGO— E.  S-  Ransom,  325  W.  Adams  St.  ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Ave. 
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Notion?  and  Fancy  Goods 


A  New  Standard 
of  Style 

for  the  Notion  Department 


HUMP  Hair  Pin  advertising,  to  thirty  million 

women,  is  bringing  a  new  atmosphere  of  Style 
and  Beauty  to  the  Notion  counter.  The  large 
number  of  window  displays  in  which  HUMP 
Hair  Pins  take  a  prominent  part  show  how 
ready  Notion  buyers  are  to  identify  their  de- 
partments with  the  first  advertised  notion  that 
has  set  a  Style  Standard  as  genuine  as  that  of 
the  regular  Style  Leaders.  For  the  smooth, 
faultless  coiffure  beneath  the  new  close-fitting 
brims  HUMP  Hair  Pins  are  indispensable. 

HUMP  Hair  Pins 

In  Demand  for  the 

New  Spring  Modes 
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Five  Extensively  Advertised  Sizes,  5  and  10c 


Keep  OPEN  Packages  on  Display 


Invisible  Sizes 

No.  1.    Short.  No.  2.  Long. 

Tho    only    invisibles    that  stay 
in  the  Hair. 


Standard  Sizes 

Nos.  3,  4,  5.    These  three  sizes,  long,  short  and  medium,  with  the  two 
invisibles  are  the  minimum  number  of  sizes  required  to  meet  the 
demand. 


5c.  Packages — Nos.  1,  2.  3.  4.  5 — are  put  up.  one  size  in  a  package.    12  packages,  banded  in  a  bundle, 

12  bundles  to  a  gross.     Per  gross  packages   $4.50 

Keep  a  complete  line  of  these  five  NECESSARY  ADVERTISED  sizes  In  stock  at  all  times. 


Assorted  Sizes 

No.  6.  10c.  Packages — five  sizes  as- 
sorted in  a  package.  Most  attractive 
10c.  package  on  the  market.  Meets 
the  needs  of  all  the  family  for  long, 
short,  heavy  and  thin  hair.  Per  gross 
packages   $9.00 


Finest  quality  steel.      Non-rust  Satin  Enamel  Finish.       Extra  Strong.     Flexible  and  Light  Weight. 


Display  Stand  Free  to  Dealers 

Handsome  15-inch  Steel  Display  Stand  for  Counter  and  Win- 
dow display.  Free  with  initial  orders  for  not  less  than  one 
gross  packages.  Lithographed  in  many  colors.  Supplied  with 
tray  to  hold  packages  in  all  sizes.  And  two  hangers  at  top 
of  camel  to  display  two  OPEN  Packages. 

Order  Through  Your  Jobber 


HUMP  HAIR  PIN  MFG.  CO. s"  H£,dber*>  Chicago,  111.,  u.  S.  A. 


January,  1917 
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|  Joseph  L  Porter  Company,  inc.  | 

I      Yankee  Notion  House  i 


61-63  Leonard  Street 
NEW  YORK 


FOR 
THE 
JOBBING 
TRADE 
ONLY 


Leading  Merchandise 
For  Immediate  Delivery 

STICKEREI  TRIMMING 


Thomas 
Harpers 
PRO  BONO 

BURNISHED 

COLD  EYED 
SHARP5 

N9  5/10 


Trimming 


3*3 


Children's  = 
Hair  Bow  EE 
Retainers  = 


FOR 

THE 
JOBBING 
TRADE 
ONLY 


12  pieces  to  the  box.    4  yards  to  the  piece. 


=      Our  5c.  Dress  Fasteners 


Our  10c.  Dress  Fasteners  = 


Tip  SPRING  TflP 
1"    FASTENER   *  vJl 


nriD  spring  T  C\Y)  TIP  spring  tad 
1  lr    fastener    1  Ur      1  lr    fastener    1  KJr 


RUS1 

< 

D 

DRESS  FASTENER 

"0 

z 

DRESS  FASTENER 

m  ®  ® 

KOOF 

MADE 

PATENT  APPUED  FOR 

PATENT  APPLIED  FOIX 

jS'SNAP  FASTENE 


1  v  x  WaIL^ 


^4wJ  Other  Desirable  Merchandise 

Joseph  L.  Porter  Company,  inc. 

Yankee  Notions 
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Notions  and  Fancy  Goods 


Empress 


Crochet  Ball 
Holder 

A  NECESSITY  WHEN  CROCHETING 

Assures  smooth  even  work  as  the  cotton  or 
silk  unwinds  freely.  No  more  tangles  and 
snarls.  No  more  soiled  balls  from  fall- 
ing on  the  floor,  work  anywhere.  It's 
always  convenient.  Sells  on  sight. 
$2.00  per  dozen.  Retails  for  25c. 

TRY  A  SAMPLE  DOZEN. 


FIBRE  LETTER  FORMS 


Ever  Ready,  Washable,  Indestructible        For  All  Embroidery  Requirements 

Roeti-Hunt  Push  Pins  and  Hangers 

The  Best  Method  of  Hanging  Pictures  and  Bric-a-Brac. 

We  Are  Sole  Selling  Agents  for  These  Popular  Goods 

Just  A  Few  Necessities 

Machine  Needles  Gold  Plated  Safety  Pins 

English  Triple  Enameled  Hairpins       Hooks  and  Eyes 

Cm    H.  CtOWley        Established  in  America  1833 

339  Broadway,  New  York       215  So.  Market  St.  (Corner  °*  Q™*y)»  Chicago 


PATE  NT 


OLD  EYED 


1  MjJn»OM»UN 


Large-eyed  Needles 


SHARPS 


XAPt  III  KWOLAIIP 


January,  1917 


11 


EAGLE  CROCHET  COTTON 


SIX  CORD  MERCERIZED 


Eagle 
(prdonnet 


MERCERIZED 
SIX  CORD- HARDTWiST 

1 


CORDONNET  SPECIAL" 


10  Balls  in  a  box 
White  and  Ecru 

Sizes 

1  to  100  White 
1  to  50  Ecru  and  Linen  Shades 
5-30-50  and  70  all  colors 


ALL  SIZES  CAN  BE  JOBBED  AT  ONE  PRICE 
Made  in  U.  S.  A. 


A  six-cord  hard-twist  highly  mercerized  Crochet  Cotton  made  from  the  very  best  long  staple  Sea 
Island  Cotton  which  insures  for  it  strength  and  brilliancy  of  lustre,  a  superior  article  for  all  crochet 
purposes. 

We  positively  guarantee  the  quality,  finish,  etc.,  to  be  equal  to  that  of  any  other  similar  article  now 
on  this  market,  and  the  price  is  better. 

PRATT  &  FARMER  CO.,     48-52  E.  21st  St.,  New  York 
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CONSISTENTLY  RELIABLE 

Russell  Elastic  Webs  are  distinguished  by  a  standard  of  quality  that  is 
maintained  season  after  season. 

The  merchant  knows  the  quality  of  Russell  Webs.  He  doesn't  have  to 
"take  a  chance''  that  the  goods  will  be  all  right.  His  customers,  in  turn, 
have  learned  to  ask  for  Russell  Webs  by  name.  They,  too,  know  the  quality 
of  Russell  goods  and  the  merchant  gains  in  their  esteem  because  the  goods 
measure  up  to  the  customer's  expectations  every  time. 

Thus  the  advantages  are  apparent  of  selling  only  a  line  of  elastic  webs 
bought  and  sold  under  a  trade  mark  name  that  stands  four  square  for 
quality  and  serviceability. 

Russell  Elastic  Webs  always  make  good.  Feature  them  in  your  Notion 
Department. 

Russell's  "Panama  Girl"  and  "Camel's  Hair"  put  up  on  the  handy  reel 
will  increase  your  profits. 

We  are  also  large  manufacturers  of  braids 
of  all  kinds.   Write  for  samples  and  prices 

THE  RUSSELL  MANUFACTURING  COMPANY 

New  York  Office:   349  Broadway 

Factory:    Middletown,  Conn. 
Established  1834.  Capital,  $900,000.00 


JnsiiE  Elastic, 
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Notions  and  Fancy  Goods 


Sole  Agents 

for  the 


De  Graff  &  Palmer 

World  Renowned  Stag  Combs      881  toN88w7YiTdway 


Made  in  BINGHAMTON,  N.  Y.,  U.  S.  A.,  by  NOYES  COMB  CO.,  Established  1759 


Tried  and  Proven  Quality 

From  one  end  of  the  country  to  the  other 


RISCH  TOILET 


ARE  ACCEPTED  AS  THE 

STANDARD  OF  QUALITY 

SPRING  SAMPLES  NOW  READY 

Full  Lines  of  Hand,  Stand  and  Triplicate  Mirrors 

In  both  genuine  and  imitation  ebony  and  other  hard  woods 

EBONY  TOILET  SETS 

At  exceptionally  attractive  prices 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

157-61  WEST  29th  STREET,  NEW  YORK 

San  Francisco  Office:  717  Market  Street  Chicago  Office:  218  South  Wabash  Avenue 

Alfred  H.  Bullion  James  A.  Campbell 


since  the:  war 

We  have  taken  care  of  our  customers.  We  shall  continue  to  do  so,  but  advise  early  ordering.  WTe  are 
now  taking  orders  for  fall  with  guaranteed  delivery  on 

"DAISY"  BRAND  FLAT  CENTERED  PROTECTED  CROCHET  NEEDLES 

OPEN 


Complete  Stock  of  all  sizes.    Can  be  had  in  any  assortment. 


NOS.  I   2  3  4  5  6  78  91011121314 


JOSEPH  L.  PORTER  COMPANY,  Inc. 


The   Yankee   Notion  House 


61-63  Leonard  St.,  New  York 


January,  1917 
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TRADE  MARK 
Registered 


SPECIALTIES  IN  NOTIONS  @ 

Poirier  &  Lindeman  Co. 


TRADE  MARK 
Registered 


TRADE  MARK 
Registered 


IMPORTERS 

373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRADE  MARK 
Registered 


HORR AX 

(A  Buy  Word  for  Notions) 

HEADQUARTERS  FOR 

NOTIONS 

AND  SMALL  WARES 

Agents  for  William  H.  Cole  &  Co.'s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 

Edwin  Horrax,  Inc. 


35-37  East  20th  St 
NEW  YORK 

A  Few  Doors  East  of  Broadway 


Toilet 
Brushes 

SAKABE  &  CO. 

Jiro  Sakabe,  Prop. 

OSAKA,  -  -  JAPAN 


Largest  Manufacturers 

and 

Exporters  of  the  Kind. 


DIRECT  TRANSACTIONS 
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Notions  and  Fancy  Goods 


$  rend)  %bwcy 

mm  brushes, 

ETC. 


IMMEDIATE  DELIVERIES  fWM- 


Cfje  Venetian  j8tofaeltj>  Company 

"AT  YOUR  SERVICE" 

312  SEVENTH  AVENUE      (At  28th  St.)      NEW  YORK 


•iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii'. 


We  Babies  Demand 

t5TEWART'5, 
JUPLEX 
SAFETY  PIN5^ 

ASK  TO  SEE  THEM  AN  D  LEARN  WHY 


1.    The  double  head  alio 
point  to  fasten  from  either  sid 


2.    The  tongue  prevents  the  fabric  \ 
from  catching  in  the  head  and  prevents  \ 
the  points  slipping  through. 

3.    The  long,  sharp  bevelled  point  passes  \ 
easily  through  any  cloth,  but  cannot  bend. 

4.    The  guard    covers  _the  coil  spring  at  side 
vhich  comes  next  to  cloth,  no  possible  chance  of 
catching  in  spring. 

re.  cannot  rust,  extra. stiff  and  strong,  does  not  bend 


The  Sign  of  the 

"Safest  Safety  Pins 

This  striking,  colorful  sign  is  being  displayed  by 
dealers  everywhere — reminding  millions  of  mothers 
of  the  fact  that 


99  = 


15 

fa 


STEWARTS, 

UPLEX 

"SAFETY  PINS 

TRADE  MARK  REOiSTERCO 

"CONSAPICO" 

are  best  for  baby,  and  marking  the  stores  showing- 
it  as  good  stores  to  patronize — stores  that  carry 
quality  merchandise  even  in  the  little  things. 

If  you  haven't  a  copy,  write  for  one  today. 

Prompt  shipment  of  immediate  orders  for  Stew- 
art's Duplex  Safety  Pins. 

Best  Made — Best  Known — Best  Advertised. 

Consolidated  Safety  Pin  Company 


Dept.  L. 


BLOOMFIELD,  N.  J. 


II ITIll II lllll IIIIIll  III  II lllllllllllllllf IT= 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


BOSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  38  Sansome  Street 


January,  1917 
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UP-TO-DATE  NOTION  DEPARTMENTS 

ARE  BUSY  SELLING 


if  F 


ORM-FITTING 

INSIDE  DRESS  BELTING 

GIRDLE  AND    BODICE  FOUNDATIONS 


36  Yards  in  a  Piece 
Made  in  black  and  white,  \y2,  2,  2J/2  and  3  inches 
 cotton  and  silk,  soft  and  stiff  finish.  


"GREANADIN 

(Patent  Applied  For) 
A      combination  of 
KON-KAVE     belting  and 
square  mesh  cotton  grenadin. 
Reinforced     with  Feather- 
bone  or  Reed-Bone. 
Shaped  and  Fitted 
Beautifully  Tailored 
An  ideal  girdle  foundation, 
a  bodice  and  dress  lining,  or 
a  low  Brassiere. 

Black  and  White 
4,  5  and  6  inches  wide. 
Shaped  and  Fitted — Ready 
 12  yards  to  a  piece. 


BRASINET" 

(Patent  Applied  For) 
A  combination  of 
KON-KAVE  belting  with 
white  cable  net  Reinforced 
with  Featherbone,  Finished 
with  fine,  narrow  Valen- 
cienne  Lace  Edging. 

Shaped  and  Fitted 
Beautifully  Tailored 
Makes    an    excellent  light 
weight  bodice  or  dress  lin- 
ing or  a  low  Brassiere. 
White  only 
4  and  6  inches  wide, 
for  Use— Sold  by  the  Yard. 
Send  for  sample  piece  


GREAN  DRESSMAKING  SPECIALTIES 

32  W.  18th  Street,  New  York,  U.  S.  A. 


They  Sell! 

They  Please! 
They  Repeat! 

i  J  ,,m"  f 

85%  Profit 
When  Bought  in 
ha^es^/  Quantities 

LIST 

Nadinola  Cream  (22  drachms)  per  doz.  $8.00 

Nadinola  Cream  (10  drachms)  per  doz.  4.00 

Egyptian  Cream   (2  ounces)  per  doz.  4.00 

Nadi  ne   Face   Powder,   White,   Flesh,  Pink, 

Brunette   per  doz.  4.00 

Nadinola    (Rose   Tint)    Rouge  per  doz.  2.00 

Nadine   Flesh    Soap  per  doz.  1.75 

Nadinola    Talcum    Powder  per  doz.  1.50 

TERMS— 2  per  cent,  off  for  cash  in  ten  days;  or  net  60  days.  Orders 
for  $12.00  or  more  freight  or  express  prepaid  to  shipping  points  in  the 
United  States. 

FREE  GOODS 

With  orders  of  $15.00  Free  at  list  price  $1.75 

With  orders  of     25.00  Free  at  list  price  3.50 

With  orders  of    50.00  Free  at  list  price  8.00 

With  orders  of  100.00  Free  at  list  price  20.00 

ADVERTISING  National  magazines  with  a  circulation  aggregating 
about  twenty  millions.    The  leading  daily  press  of  each  locality. 

Nadinola,  Egyptian  Cream,  Nadine  Flesh  Soap  and  Nadine  Face 
Powder  are  all  called  for  in  directions  for  the  Nadinola  treatment. 

No  better  merchandise  can  be  placed 
in  your  store 

Order  from  your  Jobber  or  from  factory  and  you  will  not  regret  it. 

PREPARED  BY 

NATIONAL  TOILET  COMPANY 

PARIS,  TENN.,  U.  S.  A. 


Just  Out! 

The  Society  Comb 

Another  Winner 

A  novelty  comb  that  will  harmonize 
with  Spring  and  Summer  Fashions. 
The  most  practical  hair  ornament  yet 
devised. 

Can  Be  Worn  With  Sport  Hats 

Made  up  in  Qualities  to  Retail  from 

50c.  to  $5.00 

Don't  fail  to  see  these  when  in  New 
York  or  write  for  Samples 


3  &5  West  19ti'  Street,       New  York 

(COR.  5Ii!AVE.) 


(» 


Quality  Counts" 


-  '2301*  -      YT  V 
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24  53  ^yj-.iMjg^. 


Hand  Painted  Art 
Novelties  for 
BABY. 


Mothers  Everywhere 
Are  Eager  for  These 
Individual  and  Fas- 
cinating Gifts. 


0> 


VISIT  OUR 
SHOWROOM 
WHEN  IN 
NEW    YORK  OR 
WRITE  FREELY 
FOR 
INSPECTION 
SHIPMENT. 


HOB   MANUFACTURING  CO. 

40  East  22nd  Street,  N.  Y. 
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Notions  and  Fancy  Goods 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 

ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 

315-32 1  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 


— 


SEASON  1917 

OUR  LINE  WILL  BE  READY 


FEBRUARY  FIRST 


ONE  OF  OUR  GOODJINUMBERS 


AS  ILLUSTRATED 

$7.50  per  doz.up 


TOURIST  CASES 
MANICURE  SETS 
COLLAR  POUCHES 
MUSIC  ROLLS  and  BAGS 
MILITARY  BRUSH  SETS 
FLASKS  LEATHER  COVERED, 
ETC. 

THE  BODINGER  MFG.  CO. 

3  AND  5  WEST  19TH  STREET  NEW  YORK 


HOYTS  FAST  SELLERS" 

HOYT'S 

GENUINE  GERMAN  COLOGNE 

HOYT'S 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

F.  HOYT  &  CO.,  Ltd.,  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER  CO.,  Inc.,  Selling  Agents 
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I  Do 
I  You 
|  Handle 

1     5,10  and  25c, Goods? 

Do  You  Want  To  Know 

=  where  these  goods  can  be  purchased  from  first 

hands,  the  same  as  the  large  5,  10  and  25c.  syn- 
=  dicate  stores  do? 

Do  You  Want  To  Learn 

of  the  selling  methods  employed  by  these 
S  stores,  which  have  built  up  such  tremendous 

5  businesses? 

|  Send  for  Sample  Copy 

1      5  and  10c.  Store  Magazine 
and  Variety  Review 

E  A  consolidation  of  two  trade  journals  devoted  to  5, 

E  10  and  25c.  stores,  variety,  department  stores,  etc. 
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301-308  Gerke  Building, 


Cincinnati,  Ohio 
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INK,  RUST,  FRUIT,  MEDICINE,  WINE,  VEGETABLE, 

and  many  other  stains,  removed  from  the  most  deli- 
cately colored  silk,  linen,  madras  and  other  fabrics 
without  the  slightest  injury  to  color  or  texture,  by  the 
use  of 


6C 


9  9 


The  Only  Preparation  in  the  World  that  can  be  used  with 
Perfect  Safety  on  Colored  Fabrics,  Fine  Rugs,  Carpets,  Etc. 

Sold  in  over  600  Stores  in  New  York  alone 

"COLFAB"  retails  readily  at  25c.  and  single  dozens,  dis- 
played on  a  most  beautiful  easel  card,  cost  $2.00.  With  or- 
ders for  three  dozen,  one  dozen  free. 

Special  discount  in  V2  or        gross  quantity  that  will 
give  you  a  profit  of  100%. 

With  order  for  three  dozen  or  more  "COLFAB"  will  be 
shipped  one  of  the  most  realistic  and  original  show  cards 
ever  conceived.  Attached  to  the  card  is  a  real  glass 
bottle  in  the  act  of  spilling  an  ink  stain  on  a  real  embroid- 
ered neck  piece  and  other  unique  features.  Makes  a  most 
attractive    counter  display. 

The  notion  departments  of  the  following  stores  sell  our 
product  in  New  York: 


Lord  &  Taylor 
John  Wanamaker 
R.  H.  Macy  &  Co. 
James  A.  Hearn  &  Son 
H.  C.  F.  Koch  &  Co. 


Rothenberg  &  Co. 
Bloomingdale  Bros. 
Gimbel  Bros. 
J.  B.  Greenhut  Co. 
and  many  others. 


WHY  NOT  "YOU"? 

Salesmen  calling  on  department  stores  can  earn  lucrative 
income  selling  "COLFAB"  as  a  side  line.  (No  bulk  samples.) 
Photographs  are  all  that  is  necessary  to  show. 

LAPIN  SPECIALTY  MFG.  CO. 

563  West  191st  Street,  New  York 


Trade 


Mark 


NAGAI  &  CO. 

18  Mae-Machi 

KOBE,  JAPAN 
EXPORTERS  OF 

GENERAL 
MERCHANDISE 

We  most  cordially  invite  you  when 
in  Japan  to  visit  our  show  rooms 
and  inspect  our  lines  of  NOTIONS, 
TOYS  and  DOLLS. 


NOTION 
DEPARTMENT 


FACTORIES: 
OSAKA 
HYOGO 
ZEZE 
TATSUNO 


You  Want  What  You  Want 
When  You  Want  It 


If  you  want  to  keep 
in  close  touch  with 
the  Notion  and  Fancy 
Goods  trade 


Subscribe  for 


Notions  and  Fancy  Goods 


Only  a  Dollar  a  Year 
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Notions  and  Fancy  Goods 


this  is  the  Turtle  that 
Makes  Women  Remember 

It  makes  a  splendid  trade  mark  because  of  its 
uniqueness  and,  more  than  that,  the  back  of  the 
So-E-Z  resembles  the  curve  of  the  turtle's  back. 
A  snapping  turtle  holds  no  more  securely  than  the 
So-E-Z;  and  as  one  of  the  longest  lived  of  all 
living  things,  the  turtle  stands  as  a  grand  ex- 
ample for  the  So-E-Z,  which  is  sure  of  giving 
real  service. 


this  is  the  Box 
that  Contains 

the  spring  snap  fastener  that  is  taking  America  by  storm;  that  in  less  than  two 
months  has  already  made  its  place  as  the  foremost  spring  snap  that  has 
ever  been  presented  to  American  women  —  that  not  only  is  better  made 
and  surely  more  satisfying,  but  has  an  infinitely  greater  appeal  behind  its 
promotion  plans. 


This  is  the  Card 


on  which  this  great  little  snap  fastener 
is  presented  to  the  public.  It  is  in  dash- 
ing colors  and  an  unforgettable  design. 


Spring  Snap  Fastener 
with  the  Turtle  Back 


Briefly,  the  whole  story  builds  around  the  construction  of  this 

tiny  device  which  has  been  made  with  such  painstaking  care. 

So-E-Z  to  open,  because  the  finger  nail  has  a  chance  to  get  in 

under  the  curve.    By  this  curve,  also,  the  thread  is  relieved  of 

friction.    The  little  knobs  do  not  protrude  beyond  the  top  of 

the  rim,  all  of  which  means  that  the  So-E-Z 

LIES  FLAT.    Probably  no  organization  has 

ever  received  so  tremendous  a  response  to  its 

mail  sales  matter,  as  has  come  to  this  office 

for  So-E-Z  Spring  Snap  Fasteners.  Hun- 
dreds of  thousands  of  gross  have  been  or- 
dered by  dealers  and  jobbers,  within  the 
last  thirty  days.  Have  you  been  stocked  up 
yet? 


This  is  the 
Feature 


Made  by  AUTOYRE  COMPANY 


A.  L.  CLARK  &  CO.,  Inc. 

652  BROADWAY,  NEW  YORK 


Sole 
Distributors 


NO 


S3 

as 


Notion^ 

MN^yIjOO^ 
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NOTION  TRADE" 
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IS? 


Invisible  Eyes 
and  Spring  Hooks 


The  Hook  With  An  Eye  for  Business 


-that's  the  business  of  a 


because  the  triangle 


WON'T  RUST 


To  please  women-folks 
hook-and-eye. 

Peet's  Eyes  have  made  a  hit 
makes  them  easy  to  sew  on.  Makes  them  stay  on  and 
stay  hooked.  Because  they  lie  flat  and  make  a  neat 
seam. 

"It's  in  the  Triangle" 

They've  educated  women  away  from  just  "hooks-and-eyes"  to 
"PEET'S  Hooks  and  Eyes"  and  they  pile  up  the  repeat  sales. 

PEET  BROTHERS, 


Philadelphia,  Pa. 
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Notions  and  Fancy  Goods 


Just  Between  Ourselves 


A  NEW  YEAR'S  GREETING. 

XM  presenting  this,  our  first  number  of 
volume  51  of  NOTIONS  AND 
FANCY  GOODS,  we  take  the  oppor- 
tunity of  thanking  our  friends  and 
subscribers  for  their  co-operation  and 
good  win,  of  which  our  success  is  the  strongest  evi- 
dence, and  extending  to  them  our  most  cordial  greet- 
ings and  best  wishes  for  the  coming  year.  We  also 
at  this  time  wish  particularly  to  thank  those  of  our 
friends  who  have  so  ably  assisted  us  by  furnishing 
news  items  and  fruitful  suggestions.  These  have 
materially  assisted  us  in  the  production  of  a  paper 
which  is  generally  acknowledged  to  be  thoroughly 
representative  of  the  various  interests  whose  move- 
ments it  reflects. 

This  assistance  has  been  warmly  welcomed  and 
highly  appreciated.  It  has  helped  to  largely  in- 
crease our  circulation  and  incidentally  our  adver- 
tising. We  feel,  however,  that  it  exerts  a  much 
stronger  influence  than  merely  adding  to  our  list 
of  subscribers  or  increasing  the  number  of  our  adver- 
tising pages.  We  feel  that  it  imposes  upon  us  an 
obligation  to  continue  to  hold  fast  to  those  policies 
of  fidelity  and  disinterestedness  which  have  met 
with  the  approval  of  the  trade  and  has  secured  for 
us  a  wider  and  stronger  influence  as  a  representative 
journal  than  ever  before.  Still,  we  are  far  from  be- 
ing satisfied,  we  are  determined  to  make  NOTIONS 
AND  FANCY  GOODS  more  efficient  and  useful  to 
those  whose  interests  it  represents,  and  shall  spare 
no  efforts  to  accomplish  this  result. 

With  this  obligation  in  mind  we  have  made  ar- 
rangements to  still  further  improve  our  service  in 
order  that  all  information  of  value  to  those  engaged 
in  the  Notions  and  Fancy  Goods  fields  may  be  spread 
upon  our  pages  in  greater  detail.  In  fact,  we  promise 
an  undivided  devotion  to  the  interests  of  subscribers, 
advertisers  and  the  trade  in  general. 

We  are  pleased  to  be  able  to  state  that  the  year 
which  has  just  passed  has  been  one  of  constant  im- 
provement which  has  brought  returns  in  both  pleas- 
ure and  profit.  We  have  made  our  paper  larger  and 
more  attractive  and  have  added  largely  to  our  list  of 
subscribers — in  fact,  the  past  year  has  been  so  pro- 
lific of  newly  formed  friendships  and  a  further  ce- 
menting of  old  ones,  that  we  feel  that  cold  type  fails 
to  indicate  our  gratification  to  the  extent  we  desire 
to  express  it.  Once  more  to  all,  old  friends  and  new, 
we  extend  our  best  wishes  for  a  Happy  and  Pros- 
perous New  Year. 


ARE  YOU  A  SUBSCRIBER? 

WITH  this  number  Notions  and  Fancy  Goods 
enters  upon  its  forty-second  year.  It  will 
probably  be  read  by  hundreds  of  people  who  are 
not  regular  subscribers.  If  you  are  among  the  num- 
ber we  extend  to  you  a  cordial  invitation  to  sub- 
scribe, and  ask  you  to  faithfully  compare  it  with 
any  similar  journal. 

Measured  by  any  standard,  it  is  a  bargain  at  a 
dollar  a  year,  and  no  retailer  or  buyer  interested  in 


the  line  of  merchandise  covered  by  this  journal,  can 
afford  to  be  without  it,  as  each  issue  contains  ex- 
clusive information  and  sound  business  suggestions 
that  cannot  be  secured  in  any  other  way. 

Notions  and  Fancy  Goods  is  the  only  journal  pub- 
lished today  which  is  devoted  exclusively  to  the 
various  lines  embraced  in  its  title,  and  its  readers 
are  supplied  with  trade  news,  selling  helps  and  other 
valuable  information  by  trained  writers  whose  repu- 
tations, experience,  and  judgment  in  business  mat- 
ters entitle  their  opinions  to  most  careful  considera- 
tion. Their  constant  aim  is  to  steadily  enlarge  the 
sphere  of  usefulness  and  increase  the  excellence  of 
the  paper  they  represent. 


THE  YEAR  OF  THE  GOLDEN  SPOON. 

FIRST  impressions  of  the  newcomer,  young 
Nineteen-Seventeen,  are  such  as  promise  every 
condition  favorable  to  prosperity  for  buyers  in  our 
lines.  Because  first  impressions  are  best  let  us  put 
them  down  while  they  stand  out  clearly  in  our  minds. 
This  is  the  year  of  the  golden  spoon.  World  cir- 
cumstances have  combined  to  send  us  the  gold  of 
many  a  treasure  house  abroad. 

Gradually  the  shopping  public  has  been  learning 
to  buy  what  it  wants  strictly  on  the  merits  of  the 
goods.  So  there  is  almost  an  end  to  that  pernicious 
habit  of  expecting  everything  to  be  imported.  Mil- 
lions of  dollars  spent  in  advertising  to  the  public 
that  domestic  goods  are  in  every  way  desirable  could 
not  have  produced  this  present-day  appreciation  of 
the  domestic  article  in  half  the  time  that  it  came 
about  as  the  result  of  no  goods  coming  from  abroad. 
Thus  we  see  that  one  of  the  great  opportunities 
ushered  in  with  Nineteen-Seventeen  is  to  solidly  bind 
the  shopping  public  in  the  habit  of  preferring  well 
made  domestic  goods. 


THINK  THIS  OVER. 

THE  news  contained  in  the  present  issue  is  of 
particular  interest  at  this  season  of  the  year, 
when  new  ideas  and  new  merchandise  receives  from 
buyers  more  than  passing  attention.  The  topics  that 
are  touched  upon  and  the  merchandise  described 
should  prove  of  unusual  interest  to  a  very  large  pro- 
portion of  our  readers. 

While  the  news  matter  and  the  editorial  mention 
of  current  events  are  of  considerable  importance,  it 
is  to  the  trade  announcements  that  we  desire  to  call 
special  attention.  The  advertising  is  the  result  of 
much  thougnt  and  carevun  planning  on  the  part  of 
the  men  who  have  written  th«m,  and  each  contains 
a  vital  message  addressed  to  those  interested  in  the 
lines  featured.  By  studying  these  advertising  pages 
closely  the  reader  can  do  at  least  two  things.  First, 
he  can  get  in  touch  with  new  lines  and  recent  novel- 
ties that  he  may  not  be  carrying  in  stock,  many  of 
which  are  good  money  makers  and  are  worthy  of 
the  careful  consideration  of  retailers.  Secondly,  he 
can  study  the  advertisements  of  goods  he  already  has 
in  stock  and  glean  therefrom  many  arguments  that 
will  help  him  in  a  practical  way  in  the  selling. 
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THE  CHRISTMAS  BUSINESS. 

CCORDING  to  all  accounts  the  Christ- 
mas business  of  1916  far  eclipsed  the 
most  optimistic  expectations,  being 
the  largest  ever  enjoyed  in  the  history 
of  the  country.  Advices  received 
from  all  parts  of  the  country  are  to  the  effect  that 
without  exception  every  large  department  store  and 
specialty  shop,  and  practically  all  the  small  ones  as 
well,  have  broken  holiday  business  records. 

In  New  York  this  wonderful  business  was  espe- 
cially noticeable.  Not  only  was  the  season's  busi- 
ness larger  than  ever  enjoyed  before,  but  merchants 
assert  that  the  largest  single  day's  business  in  the 
history  of  the  retail  business,  Saturday,  December 
16th,  was  the  red  letter  day,  according  to  the  figures 
of  the  large  department  stores.  The  Monday  and 
Tuesday  following  were  also  big  days — some  stores 
characterizing  these  days  as  the  best  three  days' 
business  they  ever  had  enjoyed. 

Department  heads  and  store  managers  are  all  of 
the  opinion  that  the  last  few  days  of  Christmas 
shopping  has  never  been  equaled  in  intensity,  and 
the  wild  rush  of  buying  suggested  the  appearance 
the  industrial  exchanges  present  during  a  fast  mar- 
ket. But  the  stores  were  prepared  to  take  care  of 
the  business  in  a  manner  befitting  the  occasion  and 
rose  to  the  emergency  of  the  eleventh-hour  scramble 
for  Christmas  gifts  with  a  supreme  confidence  of 
their  ability  to  take  care  of  it. 

The  low  rumble  of  the  call  to  "shop  early"  which 
the  public  could  not  help  but  hear,  began  the  first 
day  of  the  month  and  gradually  rose  to  a  siren  call 
during  the  last  few  days  of  the  Christmas  buying. 
Still  it  found  the  stores  up  against  the  same  problems 
of  handling  a  crush  of  shoppers  at  the  last  minute, 
a  condition  which  comes  as  regularly  as  Christmas 
itself. 

It  may  be  interesting  to  note  that  none  of  the 
New  York  store  men  could  be  seen  the  last  week 
of  the  Christmas  rush  for  more  than  a  second  at  a 
time,  indicating,  perhaps,  that  the  store's  entire 
equipment  was  forced  to  its  greatest  activity.  The 
chief  executives  of  most  of  the  stores  had  to  worry 
along  on  but  a  few  hours  of  sleep  every  night,  espe- 
cially the  last  week,  and  the  superintendents  and 
merchandise  managers  had  their  eyes  just  visible 
above  the  multitudinous  things  which  had  to  be 
attended  to. 

A  noticeable  feature  of  this  unexampled  holiday 
business  was  that  it  showed  no  special  tendency  to 
any  particular  class  of  merchandise,  all  departments 
getting  their  full  share  of  the  business.  Naturally, 
the  practical  gifts  were  much  sought  after  for  two 
reasons :  the  lack  of  really  beautiful  novelties  due  to 
the  dearth  of  imports  in  these  lines,  and  the  lack  of 
ingenuity  on  the  part  of  American  manufacturers, 
and,  second,  to  the  natural  tendency  in  this  direction 
which  has  manifested  itself  for  the  past  few  years. 
All  lines  were  included  in  the  great  business,  even 
blankets  and  similar  articles  having  been  purchased 
in  large  quantities. 

Ready-to-wear  came  in  for  its  share  of  the  busi- 
ness, but  it  was  not  a  good  share  in  proportion  to 


the  great  business  done.  Smaller  articles  of  apparel, 
such  as  neckwear,  underwear  and  hosiery  and  gloves, 
were  greatly  favored,  and  handkerchiefs  maintained 
their  status  as  the  sine  qua  non  of  the  Christmas, 
trade.    Silk  underwear,  too,  was  especially  popular. 

"The  tendency  toward  better  merchandise  was 
especially  strong,"  said  the  advertising  manager  of 
one  of  the  large  stores,  "and  when  I  say  better  goods, 
I  do  not  mean  goods  of  the  same  quality  as  last  year, 
but  selling  at  higher  prices.  I  mean  better  goods — 
the  merchandise  itself.  People  spent  the  money, 
whether  economists  claim  they  have  it  or  not." 


PRICE-MAINTENANCE. 

IN  its  latest  issue  "Printers'  Ink"  comments  edi- 
torially under  the  above  caption  upon  the  inad- 
visability  of  supporters  of  the  Stephens-Ashurst 
price-maintenance  bill  attempting  to  push  the  bill 
at  this  time,  when  the  public  is  in  a  revolt  against 
high  prices.    It  says : 

"With  Congress  once  more  in  session,  it  is  an- 
nounced that  the  Stephens-Ashurst  standard-price 
bill  is  to  be  vigorously  pushed  for  passage,  and  there 
is  a  marked  revival  of  public  discussion  of  the  sub- 
ject. Much  as  we  sympathize  with  the  general  pur- 
pose of  the  bill,  we  cannot  but  regard  the  present 
activity  on  its  behalf  as  a  mistake.  Just  now,  when 
the  air  is  full  of  talk  about  embargoes  and  boycotts 
to  reduce  the  excessively  high  cost  of  living,  legis- 
lation to  maintain  prices  is  less  likely  to  be  under- 
stood than  ever.  The  opponents  of  the  measure 
could  scarcely  desire  a  more  favorable  set  of  circum- 
stances under  which  to  attack  it. 

"True,  the  arguments  for  price  maintenance  are 
just  as  good  as  they  ever  were;  perhaps  they  are 
better.  But  it  is  hard  enough  to  get  those  arguments 
understood  in  normal  times,  when  the  public  mind  is 
not  inflamed  with  loose  talk  about  high  prices  and 
conspiracies  to  raise  them  still  higher.  It  will  be 
doubly  hard  now,  when  every  professional  reformer 
is  airing  his  pet  panacea  to  reduce  prices,  and  the 
public  is  listening  to  him.  Will  the  public — will 
Congress — consider  soberly  and  without  passion  a 
measure  which,  superficially  considered,  is  an  at- 
tempt to  maintain  prices  at  their  present  levels  ?  We 
doubt  it. 

"Of  course,  we  all  know  that  such  a  representation 
of  the  bill  is  utterly  unfair.  But  the  opponents  of 
price  maintenance  may  be  trusted  to  grasp  every 
opportunity  to  discredit  it,  and  they  have  a  formid- 
able weapon  in  the  present  state  of  the  public  temper. 
Any  public  agitation  in  favor  of  the  bill  just  now 
will,  in  our  opinion,  inevitably  react  against  price 
maintenance,  and  put  its  attainment  farther  off  than 
ever.  The  people  are  in  no  mood  to  stop  and  con- 
sider arguments  which  at  best  are  more  easily  mis- 
understood than  comprehended.  The  work  of  edu- 
cating individual  Congressmen  may  well  go  on,  but 
a  publicity  propaganda  strikes  us  as  highly  danger- 
ous under  present  circumstances." 


Don't  forget  that  buyers  arc  looking  as  hard  for  places 
to  buy  as  sellers  for  opportunities  to  sell. 


22 


Notions  and  Fancy  Goods 


Design  Registration  Progress 

It  Has  Taken  Two  Years  to  Impress  the  Importance  of  the  Design  Registration  Bill  Upon  the  Patent  Committee 

of  the  House  of  Representatives. 


AFTER  two  years'  patient  labor,  sponsors  for 
the  Design  Registration  Bill  are  able  to  report 
emphatic  progress. 

Unless  a  bill  is  purely  a  political  bill,  River  and 
Harbor,  Irrigation,  Pension,  Appropriation,  Coast 
Defense,  Building  and  Improvement,  or  some  such 
local  interest,  it's  difficult  to  get  a  bill  through  Con- 
gress. A  plain  business  bill,  that  hasn't  any  "drag" 
to  it,  or  any  politics  in  it,  that  doesn't  arouse  the 
stump  orator  to  enthusiasm  or  create  any  newspaper 
talk,  is  a  hard  proposition  to  promote.  Twenty 
thousand  bills  that  were  up  last  year  were  "not 
reached"  at  the  end  of  the  session. 

It  has  taken  two  years  to  impress  the  importance 
of  the  Design  Registration  Bill  upon  the  Patent  Com- 
mittee of  the  House  of  Representatives. 

Now,  after  four  months'  careful  consideration  of 
the  bill,  and  after  hearing  hundreds  of  people  pro 
and  con,  this  committee  has  not  only  unanimously 
approved  the  bill,  but  in  their  message  to  Congress 
endorsing  the  bill  they  have  presented  more  argu- 
ments and  better  arguments  in  its  favor  than  its  most 
enthusiastic  advocate.  The  recommendation  was 
unanimous.  Martin  A.  Morrison,  of  Indiana,  Chair- 
man. 

The  committee  called  attention  to  the  fact  that 
"Many  foreign  countries  have  recognized  the  justice 
of  giving  to  the  designer  the  same  protection  that  is 
given  to  the  author  and  composer,  and  have  enacted 
statutes  covering  design  copyright  protection  easily 
and  quickly  obtained  at  small  cost." 

The  committee  observes,  as  follows : 

"The  present  process  of  procuring  protection  un- 
der our  design  patent  laws  is  necessarily  slow, 
tedious  and  expensive,  the  time  required  to  prosecute 
the  claim  in  many  cases  being  quite  as  long  as  the 
life  of  the  popularity  and  value  of  the  design  which 
they  have  sought  to  protect. 

"The  procedure  under  the  proposed  bill  is  short 
and  simple,  resembling  the  practice  in  copyright 
cases  rather  than  patent  cases." 

The  committee  after  going  very  carefully  into  this 
subject  conclude  with  the  following: 

"The  Commissioner  of  Patents  expresses  the  opin- 
ion that  this  proposed  statute  will  be  capable  of  easy 
and  effective  administration  and  will  be  very  helpful 
to  the  industries  and  commerce  of  the  country." 

Here,  at  great  length,  the  committee  calls  atten- 
tion to  the  fact  that  the  United  States  is  entering 
upon  a  period  of  unusual  art  development;  that  the 
universities  and  schools  are  educating  artisans  to  a 
high  standard  of  excellence  and  that  the  United 
States  should  encourage  these  artisans  in  the  good 
work  that  they  are  endeavoring  to  do. 

The  committee  explains  that  for  a  time  they  were 
inclined  to  fear  that  the  bill  might  lead  to  excessive 
litigation,  because  each  and  every  pattern  was  not 
to  be  investigated  thoroughly,  but  simply  registered. 


But  they  changed  their  views  entirely,  realizing  at 
length  that  registration  was  very  similar  to  copy- 
righting, and  that  the  copyright  law  has  not  pro- 
duced excessive  litigation. 

The  committee  believes  that  the  provisions  of  the 
new  bill  relating  to  remedies  and  practice  are  suffi- 
cient to  protect  the  rights  of  registrants  against  of- 
fenders, discourage  suits  for  technical  and  substan- 
tial invasion  of  one's  rights,  and  that  everybody  will 
be  protected,  even  the  unconscious  copyist,  because 
the  bill  makes  it  practically  impossible  to  bring  vexa- 
tious actions  or  to  intimidate  or  oppress  rival  enter- 
prises. / 

In  the  meeting  in  May  last  one  manufacturer 
urged  strongly  his  opposition  to  the  bill  on  the 
ground  that  it  would  involve  every  manufacturer  in 
chaotic  dispute  over  alleged  infringements.  The 
Patent  Committee,  on  the  contrary,  in  its  report  to 
Congress,  agreed  that  the  bill  would  make  it  prac- 
tically impossible  for  a  manufacturer  to  intimidate 
or  oppress  a  rival  enterprise;  that  the  bill  protects 
everybody,  the  owner  of  the  design,  the  owner  of 
the  goods,  buyer,  seller  and  even  the  infringer.  They 
recommend  the  bill  as  an  honest  business  measure 
that  should  be  passed. — Women's  and  Infants'  Fur- 
nisher. 


DRY  GOODS  AND  NOTIONS  IN  CHILE. 

THE  dry  goods  retail  houses  in  the  northern 
cities  of  Chile  make  the  principal  part  of  their 
purchases  in  the  two  large  cities  of  Valparaiso  and 
Santiago,  but  will  also  import  directly  part  of  their 
stock,  says  Consul  Thomas  W.  Voetter,  Anto- 
fagasta.  This  is  especially  true  of  small  articles 
that  can  be  imported  by  parcel  post.  In  this 
part  of  Chile  such  articles  as  notions,  dress  trim- 
mings, articles  of  children's  wear,  etc.,  are  handled 
in  separate  establishments  from  the  ones  that  sell 
piece  goods  for  dresses,  although  many  of  the  dry 
goods  stores,  but  not  all,  also  handle  notions,  etc. 
These  small  stores  handle  the  major  part  of  the 
retail  trade  in  their  lines,  and  are  constant  importers 
by  parcel  post.  For  such  articles  as  can  well  be 
sent  by  parcel  post  that  method  of  shipping  is  pre- 
ferred, as  losses  by  pilfering  are  less  than  with 
packages  sent  as  regular  cargo.  Parcel  post  ship- 
ments valued  at  £5  ($24.33)  or  over  should  be  cov- 
ered by  consular  invoices  as  are  regular  shipments. 

Some  American  lines  of  piece  goods  are  well  and 
favorably  known,  and  since  the  war  some  of  the 
smaller  articles  of  notions,  etc.,  have  found  sale, 
replacing  European  articles  not  now  obtainable. 

American  dealers  desiring  to  build  up  an  export 
trade  should  be  impressed  with  the  importance  of 
complying  to  the  letter  with  agreements  made  by 
their  representatives. 

[A  list  of  dealers  in  dry  goods  and  notions  m  Antofagasta  and 
Iquique  can  be  obtained  at  the  Bureau  of  Foreign  and  Domestic 
Commerce  or  its  district  or  co-operative  offices.  Refer  to  file  No. 
82238.] 
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The  Semi-Annual  Notion  Sale 

If  Properly  Prepared  With  Suitable  Merchandise  and  Modern  Mental  Equipment  Buyers  Can  Make  These 

Sales  Eminently  Successful. 


OME  time  during  the  present  month 
or  the  early  part  of  next  the  great  ma- 
jority of  department  stores  through- 
out the  country  will  be  busily  en- 
gaged in  conducting  their  annual  or 
semi-annual  notion  sales.  These  sales,  which,  if 
properly  conducted,  are  the  very  life  of  the  notion 
department,  are  held  at  this  time  of  the  year  for 
various  reasons.  Not  the  least  of  these  reasons  is 
the  fact  that  at  this  time  business  is  generally  slow 
and  more  time  can  be  given  to  the  launching  of  a 
sale  of  this  character  than  would  be  possible  at  any 
other  time.  Other  reasons  are  that  more  window 
and  advertising  space  can  be  secured  and  that  addi- 
tional help  can  be  more  readily  secured  from  other 
departments  to  assist  the  regular  sales  force. 

These  sales  have  come  to  be  a  recognized  feature 
of  the  trade  and  are  looked  forward  to  by  many 
customers  as  an  economical  way  in  which  to  secure 
their  spring  needs.  They  should  be,  and  in  most 
cases  really  are,  amongst  the  store's  most  successful 
sales.  Not  only  should  these  sales  be  made  profit- 
able from  a  financial  standpoint,  but  they  should  be 
the  means  of  popularizing  and  benefiting  the  entire 
establishment. 

Almost  everywhere  the  attention  of  the  notion 
buyer  rests  at  this  season  of  the  year  he  sees  great 
prominence  accorded  to  dress  goods,  white  goods, 
silks  and  frilleries  in  the  featured  advertising  with 
which  his  store  is  compelling  the  interest  of  the 
shopping  public.  Nearly  all  of  the  goods  which 
are  made  the  sale  features  of  the  hour  have  uses 
such  as  require  home  sewing.  In  this  way  the  de- 
mand for  notions  grows  with  every  passing  day. 
There  are  buyers  who  hold  firmly  to  the  belief  that 
it  is  not  good  business  to  run  the  notion  sale  too 
close  upon  the  heels  of  these  other  sales  of  goods 
that  create  the  need  of  pins,  needles  and  various 
sewing  requisites.  It  is  their  opinion  that  most 
women  put  piece  goods  aside  for  a  little  time  after 
purchasing,  the  time  being  given  to  deciding  just 
how  the  goods  can  best  be  made  up.  It  is  an  in- 
teresting point  and  good  reasoning  on  the  part  of 
the  buyers  who  use  it  in  calculating  the  time  of 
the  notion  sale,  as  it  is  evident  that  the  average 
woman  does  not  buy  the  little  things  she  needs  to 
work  with  until  she  has  decided  how  the  work  will 
be  done,  and  so  determines  what  will  be  required 
for  the  work. 

However,  there  is  another  side  to  the  question. 
In  most  large  cities  the  dress  goods  bought  today 
will  be  on  a  woman's  back  within  two  weeks.  Styles 
change  so  absurdly  often  that  she  must  have  the 
goods  made  up  in  quick  time  if  any  wear  is  to  be 
had  out  of  the  garment.  Outside  of  the  large  cities 
there  are  still  many  women  who  buy  piece  goods  and 
lay  them  away  for  an  indefinite  time,  but  the  habit 
is  dying  out  from  year  to  year.  Practically,  and  for 
the  average  conditions  that  govern  merchandising, 


it  is  well  to  hold  the  big  notion  sale  somewhere  with- 
in the  time  embraced  by  the  last  two  weeks  of 
January  and  the  first  two  weeks  of  February.  This 
brings  the  sale  along  when  a  few  big  piece  goods 
sales  are  over  and  while  others  are  going  on.  It 
is  safest  to  recognize  the  fact  that  a  shopping  spirit 
should  be  developed  in  advance  of  the  day  that 
brings  actual  need  of  the  items  to  be  made  the  sub- 
ject of  a  big  regular  sale. 

Of  course  there  are  stores  which  are  so  conducted 
that  a  notion  sale  can  be  held  at  times  when  the  great 
majority  of  department  stores  would  not  think  of 
holding  one.  Where  this  is  possible  the  main  reason 
is  to  be  found  in  the  wonderful  elasticity  of  their 
organization.  Departments  virtually  "swap"  goods 
with  each  other  and  it  is  a  bit  of  rank  heresy  for 
anyone  in  the  organization  to  say  that  anything  in 
stock  is  unsalable.  The  notion  buyer  frequently  has 
a  lot  of  things  on  his  counters  that  came  from  de- 
partments far  and  near.  A  sale  is  held  when  the 
buyer  has  special  reasons  of  his  own  for  thinking 
that  the  time  is  ripe,  which  is  a  story  in  itself,  one 
that  is  to  be  yours  with  the  coming  of  February's 
issue  of  Notions  and  Fancy  Goods. 

Meanwhile  it  is  worth  noting  that  notion  buyers, 
generally,  have  succeeded  in  filling  out  stocks  that 
would  have  shown  a  large  proportion  of  imported 
goods  in  other  years  but  this  year  are  nearly  all 
composed  of  domestic  merchandise.  The  old  feeling 
prevailing  during  the  first  year  and  a  half  of  the 
European  war,  that  without  imported  goods  the 
notion  buyer  is  irretrievably  lost,  has  been  replaced 
with  a  healthy  appreciation  of  the  merits  of  Amer- 
ican made  goods. 

American  Productions  Constantly  Improving. 

Until  the  European  war  was  well  under  way  and 
supplies  of  imported  notions  were  practically  cut 
off,  few  buyers  realized  how  much  we  were  buying 
from  foreign  countries,  and  to  what  a  large  extent 
we  were  dependent  upon  them  for  supplies  of  this 
character.  It  was  not  long,  however,  before  Amer- 
ican manufacturers  rose  to  the  occasion  and  pro- 
duced many  articles  formerly  imported  almost  ex- 
clusively. Take  snap  fasteners  for  instance,  while 
the  first  products  of  domestic  factories,  as  was  to 
be  expected,  were  decidedly  inferior  to  the  best  of 
Europe's  productions,  a  steady  and  rapid  improve- 
ment has  been  made,  until  today  there  are  snap 
fasteners  on  the  market  which  compare  very  favor- 
ably with  those  of  world  wide  reputation  and  un- 
doubted merit. 

In  many  other  lines  now  manufactured  in  this 
country  similar  improvements  have  been  made.  The 
various  trimming  braids,  stickerei  and  goods  of  a 
similar  character  while  as  yet  not  fully  up  to  the 
standard  of  the  best  known  European  brands  are 
nevertheless  of  very  creditable  quality  and  fill  the 
gap  caused  by  the  absence  of  imported  goods  very 
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satisfactorily.  As  time  goes  on  we  may  expect  to 
see  many  other  lines  made  here  that  have  heretofore 
been  produced  exclusively  abroad. 

Make  Your  Preparations  Beforehand. 

One  point  worthy  of  special  consideration  is  the 
fact  that  sales  of  this  character  cannot  succeed  unless 
carefully  planned  and  the  proper  preparations  made 
beforehand.  The  preparations  include  not  only  the 
securing  of  the  proper  merchandise,  etc.,  but  in- 
clude arrangements  for  the  necessary  increased 
space,  methods  of  handling  the  sale,  special  instruc- 
tions to  the  salespeople  and  every  possible  selling 
help  that  the  buyer  can  give  to  the  regular  clerks  in 
the  department  as  well  as  those  who  will  be  added  to 
his  force  from  other  departments  for  the  occasion. 
These  instructions  given  to  the  salespeople  before 
the  sale  regarding  the  methods  and  the  merchandise 
should  amount  to  a  real  lesson  in  the  methods  to 
be  adopted  to  secure  success. 

There  are  no  special  methods  which  can  be  used 
in  any  department  which  cannot  be  satisfactorily 
used  in  the  notion  department.  In  recounting  his 
experiences  in  the  handling  of  special  sales  one  very 
well  known  and  successful  buyer  states  that  he 
issued  to  his  selling  force  before  the  sale  a  list  of 
"Don'ts"  to  refresh  the  memory  of  some,  and  for 
the  actual  information  of  others.  The  result  was 
eminently  satisfactory. 

"We  are  living  in  a  different  era  from  that  we 
knew  several  years  ago.  Then  the  salespeople  knew 
little  about  an  impending  sale  until  they  had  seen 
the  advertisement  of  it,  and  then  it  was  too  late  to 
do  anything  which  would  be  of  real  value  to  them. 
Today  in  every  up-to-date  establishment  the  sales- 
people are  thoroughly  informed  as  to  the  merchan- 
dise to  be  featured  and  the  proper  method  of  dispos- 
ing of  it,  and  for  the  reason  that  the  feature  sales  are 
prepared  in  a  thorough  way,  and  nothing  is  taken 
for  granted.  Patrons  are  given  proper  service,  and 
the  selling  help  is  able  to  handle  successfully  every 
bit  of  business  which  comes  to  the  department. 

In  consideration  of  these  facts  our  advice  to 
buyers  is  this.  Prepare  in  time  and  carry  out  all 
your  plans  and  don't  pass  up  anything  you  have 
arranged  to  do  in  getting  ready  for  your  sale  be- 
cause you  think  that  perhaps  it  might  not  be  very 
important.  Bear  this  in  mind.  You  can't  do  too 
much  if  you  expect  satisfactory  results. 

Department  Should  Be  Well  Stocked. 

One  of  the  most  important  things  to  be  considered 
in  the  getting  up  of  these  sales  is  the  effect  produced 
upon  the  customers.  For  instance,  it  is  extremely 
important  that  the  department  should  have  the  ap- 
pearance of  being  well  stocked.  There  should  be  no 
appearance  of  a  lack  of  stock,  and  where  the  quan- 
tities of  goods  carried  do  not  admit  of  a  large  display 
of  merchandise,  the  effect  of  a  heavy  stock  can  be 
gained  by  piling  empty  cartons  on  the  top  of  the 
fixtures  in  an  attractive  manner. 

Those  buyers  who  make  the  most  signal  successes 
in  their  notion  sales  are  the  ones  that  not  only  have 
a  large  and  comprehensive  variety  of  goods  marked 
at  attractive  prices,  but  use  good  judgment  in  mak- 


ing a  proper  display,  and  show  customers  by  every 
possible  means  that  something  out  of  the  ordinary 
is  taking  place. 

Not  only  do  these  buyers  change  the  trim  in  the 
department  and  make  a  more  liberal  display  of  mer- 
chandise than  upon  ordinary  occasions,  but  use  all 
the  influence  at  their  command  to  infuse  some  en- 
thusiasm into  the  store  window  dresser,  to  the  end 
that  he  will  make  an  attractive  display. 

They  also  take  particular  care  to  see  that  custom- 
ers are  properly  waited  on  and  that  as  many  articles 
as  possible  are  brought  to  their  attention.  They 
seek  to  have  the  regular  staff  post  the  extra  sales- 
people as  to  the  stock,  prices,  etc.,  in  fact  lose  no 
opportunity  to  make  the  sale  a  complete  success. 

Advertised  Goods  Should  Be  Featured 

No  buyer  of  any  class  of  merchandise  in  the  dry 
goods  field,  particularly  buyers  of  notions  and  small 
wares,  can  expect  to  succeed  and  build  up  his  depart- 
ment to  the  extent  that  is  possible,  unless  he  makes 
it  a  point  to  feature  reliable  and  staple  brands  of 
goods,  and  particularly  those  brands  which,  by  rea- 
son of  the  liberal  advertising  done  by  the  manu- 
facturers, have  made  their  names  almost  household 
words.  It  should  be  common  knowledge  among  the 
customers  in  the  store  that  the  merchandise  handled 
in  the  department  has  merit  back  of  it. 

Imitations  and  substitutes  may  fool  customers 
once,  but  it  is  a  most  costly  proceeding.  A  buyer 
should  never  allow  the  idea  to  get  into  his  head  that 
the  public  doesn't  know.  They  read  the  papers  and 
learn  from  the  advertising  the  merits  of  the  various 
advertised  brands  and  are  seldom  satisfied  with  sub- 
stitutes. 

No  Necessity  of  Slaughtering  Prices 

In  conducting  sales  of  this  character  it  is  usually 
good  policy  to  offer  a  few  of  the  best  known  and 
most  popular  articles  at  a  decided  reduction  from  the 
regular  price.  It  is,  however,  rarely  necessary  that 
the  sale  price  of  any  considerable  number  of  articles 
should  represent  a  loss  or  even  a  material  reduction 
in  the  average  profit. 

Most  of  the  items  which  form  by  far  the  greater 
part  of  the  offerings  at  sales  of  this  nature  are  such 
as  can  be  sold  at  their  regular  prices,  which  should 
always  represent  a  reasonable  profit,  but  where  it  is 
considered  advisable  to  cut  the  price  of  any  article 
it  is  seldom  that  it  is  good  policy  to  cut  it  to  such  an 
extent  as  would  deprive  the  merchant  of  a  good 
margin  for  manipulation. 

This  matter  of  window  display  is  more  important 
than  perhaps  anything  else  in  the  way  of  making  a 
notion  sale  a  success.  The  kind  of  display  should 
be  decided  upon  long  before  the  sale,  so  that  the 
window  dresser  may  have  sufficient  time  to  produce 
an  effective  and  sales-compelling  display.  By  giv- 
ing him  plenty  of  time  and  furnishing  him  with  a 
liberal  quantity  of  merchandise,  he  can  work  up 
many  showy  effects  in  his  work  which  would  be  im- 
possible in  the  limited  time  at  his  disposal  while  the 
actual  trimming  of  the  window  is  in  progress.  A 
very  large  part  of  the  work  can  be  done  in  his  spare 
time. 
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Don't  be  niggardly  with  the  goods ;  have  a  good 
stocky  display  made  and  have  them  liberally  ticketed 
with  price  cards,  preferably  of  a  different  color  from 
that  ordinarily  used  in  the  store. 

Make  the  Department  Attractive 

At  all  times,  but  especially  during  a  special  sale, 
the  proper  display  of  merchandising  is  extremely 
important,  and  one  the  importance  of  which  is  often 
greatly  underestimated. 

Many  department  heads  are  deterred  from  attempt- 
ing to  make  any  special  display  on  account  of  the  idea 
that  so  doing  involves  considerable  expense.  This 
is  a  mistake;  the  expense  of  properly  decorating  and 
making  the  notion  department  attractive  is  extreme- 
ly slight — in  fact,  scarcely  any  money  is  required.  A 
little  time  is  all  that  is  required. 

Pieces  of  cardboard,  or  thin  board  can  be  cut  into 
various  attractive  shapes, 
such  as  stars,  crescents, 
etc.,  covered  with  paper 
muslin  and  trimmed  with 
the  various  notion  items, 
either  assorted  or  in  num- 
bers of  a  single  variety.  It 
will  be  found  that  particu- 
larly during  special  sales 
these  attractive  trims  will 
stimulate  the  interest  of 
customers  and  largely  aug- 
ment the  sales. 


Qualities  Should  Be 
Maintained 

A  very  important  point, 
and  one  that  should  not  be 
overlooked,  is  that  in  these 
sales  the  quality  of  the 
goods  offered  should  be 
fully  maintained,  while  the 
prices  should  be  consider- 
ably lowered  for  the  occa- 
sion. 

The  introduction  at  such 
times  of  inferior  grades  of 
notions,  such  as  are  unre- 
liable as  regards  lengths, 
cut  or  quality,  will  have  the  effect  of  bringing  the 
department  into  disrepute.  The  advertising  of  this 
sale  is  an  important  matter,  and  should  be  the  chief 
feature  of  the  advertising  of  the  house  while  such  a 
sale  is  in  progress.  Care  should  be  taken  that  every 
statement  made  in  the  advertisement  is  strictly  in 
accordance  with  the  facts,  and  that  no  misrepre- 
sentation should  be  allowed  to  creep  in. 

For  the  sake  of  making  a  few  extra  sales  don't 
lower  the  character  of  the  stock.  Even  though  the 
prices  are  lowered  for  the  occasion,  the  standard  of 
the  department  should  be  maintained.  The  intro- 
duction during  these  special  sales  of  inferior  lines 
of  merchandise,  particularly  those  which  are  unreli- 
able as  regards  length  and  count,  will  have  the  result 
of  bringing  your  department  into  bad  repute. 

Unfortunately,  this  is  often  done,  and  the  firms 
countenancing  the  putting  in  miserable  imitations 


Sitfir/cstion    for  a  Window  Card 


of  standard  goods  and  selling  them  at  low  prices, 
have  done  themselves  in  many  cases  irreparable  in- 
jury. Besides  injuring  themselves  their  actions 
have  hurt  the  business  of  many  other  merchants, 
from  the  fact  that  their  misleading  advertisements, 
which  are  read  by  other  merchants  all  over  the 
country,  are  far  reaching  and  most  demoralizing  to 
the  entire  trade. 

Some  Popular  Selling  Articles 

Amongst  the  articles  which  are  particularly  sale- 
able in  sales  of  this  kind  are  cards  of  hooks  and  eyes, 
darning  and  spool  cotton,  hair  pins,  cards  of  trim- 
ming buttons,  cards  of  safety  pins,  snap  fasteners, 
ironing  wax  and  shoe  laces.  When  marked  at  at- 
tractive prices  these  articles  always  command  big 
sales  and  are  signal  helps  in  disposing  of  higher 
priced  articles.    Even  should  these  items  be  marked 

at  cost  or  even  less,  the  loss 
would  be  trifling  and  be 
more  than  made  up  by 
the  increase  in  the  sales  of 
other  goods. 

Wherever  possible  goods 
should  be  marked  at  a 
quantity  price,  by  the  gross 
or  by  the  dozen ;  for  in- 
stance, a  line  of  shoe  laces 
could  be  marked  10  cents  a 
dozen  or  one  cent  each. 
Other  articles  could  be 
marked  50  cents  a  dozen  or 
5  cents  each ;  25  cents  a 
dozen  or  3  cents  each,  and 
so  on.  Hundreds  of  times 
during  the  course  of  a  busy 
day  customers  would  be  in- 
duced to  buy  a  larger  quan- 
tity simply  by  the  sugges- 
tion and  thus  largely  add  to 
the  sales  of  the  department. 

Care  should  be  taken  to 
have  these  goods  plainly 
marked,  so  that  in  a  rush 
customers  could  wait  on 
themselves  to  a  consider- 
able extent.  A  good  method 
is  to  have  all  the  goods  properly  tagged  by  competent 
persons  in  the  marking  room,  instead  of  entrusting 
this  duty  to  the  tender  mercies  of  the  girls  behind 
the  counter.  Sales  persons  should  be  carefully  in- 
structed to  name  the  quantity  price  first  and  the 
single  price  only  when  asked  for.  If  this  rule  is 
faithfully  carried  out,  buyers  who  have  not  tried  it 
will  be  astonished  at  the  result. 


A  SERIOUS  MISTAKE. 

ONE  of  the  most  serious  mistakes  which  a  man- 
ufacturer can  make  is  to  stop  advertising  be- 
cause his  business  is  booming.  It  takes  years  of 
continuous  hammering  to  build  up  a  large  trade,  and 
advertising  enters  largely  into  every  successful 
campaign.  Stop  advertising,  and  you  commence  to 
tear  down  what  you  have  built  up.  Ground  once 
lost  can  never  be  easily  regained. 
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HOLLAND  TO  HAVE  ANNUAL  TRADE 
MARKET. 

THE  rapidity,  of  Holland's  industrial  growth 
during  the  last  few  years  has  been  altogether 
beyond  any  precedent  in  her  history.  New  indus- 
tries have  sprung  up  and  are  in  flourishing  condition ; 
existing  national  industries  have  been  developed  to 
world  industries;  others  which  already  were  active 
in  the  export  field  have  expanded  to  an  extent  and 
at  a  rate  that  is  phenomenal. 

The  number  of  foreign  buyers  who  make  business 
trips  to  Holland  has  been  increasing  every  year.  It 
has  become  more  and  more  imperative  to  provide 
some  adequate  means  to  facilitate  their  business 
transactions  with  Holland's  manufacturers.  To 
meet  this  need,  to  bring  manufacturers  and  buyers 
into  closer  touch,  arrangements  have  been  made  to 
establish  in  Holland  an  Annual  Trade  Market  to  be 
conducted  somewhat  similarly  to  the  well-known 
"Leipzig  Fair." 

The  first  exhibition  is  scheduled  for  1917,  from 
February  26th  till  March  10th,  in  the  city  of  Utrecht. 
This  famous  old  city,  whose  history  stretches  back 
into  the  Middle  Ages,  is  located  in  the  center  of 
Holland  and  is  easily  accessible  by  rail  from  all 
points. 

The  exhibits  will  comprise  samples,  models  and 
pictures  of  the  many  and  varied  articles.  They  will 
be  shown  in  specially  arranged  sample  rooms  of  the 
large,  permanent  trade  buildings  erected  on  the 
"Vredenburg,"  an  extensive  open  square  in  the  heart 
of  the  city,  near  the  Central  Station.  Here  the  for- 
eign buyers  may  inspect  and  appraise,  under  ideal 
conditions  of  quiet  and  leisure,  the  many  articles  and 
products  which  Holland  is  particularly  qualified  to 
supply.  Orders  can  be  placed  and  arrangements  for 
permanent  trade  relations  can  be  completed.  In 
many  instances  the  exhibits  comprise  articles  and 
products  which  foreign  industries  find  it  difficult  to 
produce ;  or,  which  Holland  can  produce  at  a  cost  far 
lower  than  is  possible  in  other  countries. 

The  names  and  addresses  of  the  manufacturers, 
together  with  the  names  of  their  products,  will  be 
tabulated  in  the  official  catalogue. 

The  Trade  Market  will  be  open  every  day,  except 
Sundays,  from  9  a.  m.  to  5  p.  m. 

The  invitation  extended  to  foreign  merchants  is 
most  cordial.  As  all  branches  of  Holland's  indus- 
tries will  be  represented,  this  opportunity  to  realize 
their  importance  and  possibilities  is  most  excep- 
tional. Nothing  will  be  left  undone  which  can  aid 
the  prospective  purchaser  to  an  accurate  estimate  of 
Holland's  advantages  as  a  source  of  supply. 

While  business  is  the  foremost  consideration  to 
suggest  the  trip  to  Holland,  visitors  to  the  Utrecht 
Fair  will  no  doubt  welcome  the  opportunity  the  trip 
will  afford  to  see  the  places  of  historic  and  pic- 
turesque interest  which  are  so  plentiful,  not  only  in 
Utrecht,  but  in  Amsterdam,  The  Hague  and  Rot- 
terdam. These  cities  can  be  reached  from  Utrecht 
within  30  to  50  minutes. 

Special  arrangements  for  hotel  accommodation 
can  be  made  by  application  to  Mr.  W.  A.  P.  van  Lier, 
Drift  17,  Utrecht,  Holland. 


IMPORTANT  CUSTOMS  DECISION  ON  PEARL 
BEAD  STRINGS. 

THE  Boara  of  General  Appraisers  has  just  handed 
down  an  interesting  ruling  reducing  the  tariff 
tax  on  imitation  pearl  beads  strung  on  cotton  strings, 
imported  by  Marshall  Field  &  Co.,  of  Chicago.  The 
aggregate  length  of  the  beads  was  40  centimeters ; 
the  beads  in  some  instances  being  of  one  size,  and 
in  others,  of  graduated  sizes,  the  larger  in  the  middle 
and  being  gradually  reduced  to  the  smaller  sizes  at 
each  end.  Duty  was  assessed  on  these  strings  of 
beads  at  the  rate  of  60  per  cent,  ad  valorem  under 
paragraph  356  of  the  tariff  act  of  1913  as  parts  of 
jewelry.  The  importers  contended  for  classification 
under  paragraph  333,  with  duty  at  the  rate  of  35 
or  50  per  cent,  ad  valorem.  The  board,  in  an  opinion 
written  by  Judge  Sullivan,  holds  the  merchandise 
properly  dutiable  at  the  rate  of  50  per  cent  ad  valor- 
em under  paragraph  333. 

The  principle  parts  of  the  lengthy  opinion,  written 
by  Judge  Sullivan,  are  as  follows : 

"It  will  be  seen  at  a  glance  that  there  is  no  pro- 
vision there  for  parts  of  jewelry.    .    .  . 

"To  bring  these  strings  of  imitation  pearl  beads 
within  the  first  part  of  paragraph  333,  and  dutiable 
thereunder  at  35  per  cent,  ad  valorem,  they  must  be 
either  'not  threaded  or  strung,  or  strung  loosely  on 
thread  for  facility  in  transportation  only.'  We  have 
proof  that  the  beads  are  temporarily  strung,  but  we 
do  not  think  the  proof  adequately  shows  that  they 
are  strung  loosely  on  thread  for  facility  in  trans- 
portation only.  .  .  .  Therefore  we  hold  it  (the 
merchandise)  is  not  dutiable  under  the  first  part  of 
paragraph  333  at  35  per  cent. 


&  ^alesiman'si  Creeb. 

"3f  bcllttlC  m  the  goods  I  am  selling,  in  the  firm 
I  am  working  for,  and  in  my  ability  to  get  results. 

"31  tlCllCbC  that  honest  goods  can  be  sold  to  hon- 
est men  by  honest  methods. 

"3f  btlltbt  in  working,  not  waiting;  in  laughing, 
not  weeping;  in  boosting,  not  knocking;  and  in 
the  pleasure  of  selling  goods. 

"3f  tlCllCfclE  that  a  man  gets  what  he  goes  after; 
that  one  order  today  is  worth  two  orders  tomorrow ; 
and  that  no  man  is  down  and  out  until  he  has  lost 
faith  in  himself. 

"3f  tldltUt  m  today  and  in  the  work  I  am  doing; 
in  tomorrow  when  it  comes,  and  in  the  work  I  hope 
to  do ;  and  in  the  sure  reward  which  the  future  holds. 

"3f  tlfllfiJC  in  courtesy,  in  generosity,  in  good 
cheer,  in  kindness,  in  friendship,  and  in  honest  com- 
petition. 

"3f  bcllftlf  there  is  an  order  somewhere  for  every 
man  ready  to  take  one. 

"3J  tlcllCtJE  I  am  ready  right  now." 


ACCURACY  PAYS. 

IT  would  be  well  if  more  people  appreciated  the 
fact  that  there  is  big  money  in  accuracy.  There 
is  always  somebody  who  needs  the  man  who  is 
habitually  accurate. 
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New  Showings  in  Ladies'  Hand  Bags 

Fabric  Bags  Still  Maintain  the  Lead,  Although  There  Appears  to  Be  Considerable  Interest 

Shown  in  Leather. 


HE  season  in  handbags  which  has  just 
closed  has  been,  in  spite  of  the  un- 
favorable conditions  which  prevailed 
-\  during  the  early  part  of  the  season,  a 
6  most  successful  and  profitable  one, 
both  to  manufacturers  and  retailers,  even  better  than 
was  anticipated  by  the  most  optimistic.  The  holi- 
day demand  was  unexpectedly  large,  so  large,  in  fact, 
that  some  manufacturers,  even  by  working  overtime, 
were  unable  to  fill  all  the  orders  that  came  pouring 
in.  In  many  of  the  large  department  stores  the  busi- 
ness done  was  so  much  greater  than  was  anticipated 
that  their  stocks  were  greatly  depleted,  so  much  so, 
in  fact  that  their  buyers  are  already  in  the  market 
looking  for  new  things  to  replenish  their  stocks. 

The  pros- 
pects for  the 
season  to 
come  are  of 
the  rosiest 
nature,  *  h  e 
only  ciouds 
on  the  hor- 
izon at  pres- 
ent being  the 
steadily  ad- 
vancing cost 
of  mater- 
ials and  the 
shortage  of 
skilled  labor. 
The  former 
applies  par- 
ticularly t  o 
leather,  the 
price  of 
which  con- 
tinues to  ad- 


Hand  Bag  of  latest  design: 
the  body  of  chiffon  velvet  or 
silk  in  colors,  is  mounted  with 
a  base  and  tassel  of  parti- 
colored beads;  the  opening  is 
worked  by  draic-strings  and 
has  the  same  gay  margin  of 
beads  and  tico  tasslcs.  lining 
and  change  purse  of  silk; 
depth  12  inches. 


Hand  Bag  of  black  Poult  de 
Soie  silk  or  pan  velvet  in 
black  or  colors,  with  colored 
lining  visible  at  top;  bottom 
worked  loith  steel  beads  and 
caught  with  metal  braid  ring; 
protruding  frame  with  outside 
pocket,  mirror  with  silk  plaited 
edge,  9%  inches  deep. 

By  Courtesy  of  Mark  Cross  Co 


vance. 

While  fabric  bags  have  led  in  the  selling  for  some 
time  past,  it  must  not  be  supposed  that  leather  bags 
are  being  neglected.  As  a  matter  of  fact,  there 
seems  to  be  a  decided  quickening  of  interest  in  leather 
bags  of  all  kinds.  They  are  being  shown  in  a  variety 
of  leathers,  including  baby  calf,  seal  and  morocco, 
the  latter  being  very  scarce  and  high  at  present. 
There  is  very  little  call  for  bags  of  colored  leather, 
there  being  an  almost  universal  demand  for  black. 
Many  dealers  are  of  the  opinion,  however,  that  as 
the  season  advances  a  demand  will  develop  for  white 
as  well  as  for  colors.  Already  manufacturers  are 
showing  samples  in  which  colors  are  fairly  well  rep- 
resented. 

The  new  sample  lines  which  have  been  prepared 
for  next  season's  selling  contain  many  new  shapes, 
in  which  the  plain  and  panelled  styles  are  well  rep- 
resented. Medium  sizes  still  have  the  preference, 
but  a  few  larger  sizes  are  being  offered  in  response 
to  a  recent  demand.    Covered  and  plain  metal  frames 


continue  to  be  favored,  but  many  of  the  newest  styles 
have  frames  of  Dutch  silver  artistically  engraved. 
Practically  all  handbags  are  fitted,  though  not  as 
elaborately  as  in  former  years,  the  usual  equipment 
being  a  card  case,  powder  puff  and  mirror. 

The  holiday  business  done  in  mesh  bags  was  even 
larger  than  was  expected  and  manufacturers  found 
it  exceedingly  difficult  and  in  many  cases  absolutely 
impossible  to  fill  all  orders.  All  signs  point  to  a  con- 
tinuance of  these  conditions,  the  demand  even  now 
being  fully  up  to  manufacturers'  facilities,  and  many 
advance  orders  are  being  placed. 

No  particular  grade  or  style  appears  to  be  favored 
over  any  other,  all  styles,  from  the  small  change 
purses  retailing  at  fifty  cents,  to  the  larger  sizes  re- 
tailing at  ten 
dollars  each, 
being  in 
good  de- 
mand. Some 
very  effective 
numbers  in 
pouch  bags 
o  f  German 
silver  retail- 
ing from 
$2.50  to  $3.50 
are  in  excel- 
lent request. 
Square- 
frame  mesh 
bags  are 
shown  in  a 
wide  variety ; 
they  are  of 
German  sil- 
ver, sterling 
silver,  gun 
metal  and 

rolled  gold.  Many  of  the  most  favored  styles  are 
lined  with  silk  in  white  and  fancy  colors. 

Today  all  this  is  changed.  Your  fashionable 
woman  is  not  satisfied  with  one  bag,  no  matter  how 
good  the  quality  or  modern  the  shape,  she  needs  a 
bag  for  almost  every  occasion ;  a  bag  for  shopping, 
one  for  visiting,  for  matinee  or  theatre,  and  various 
other  occasions,  and  no  toilette  is  considered  com- 
plete unless  the  bag  harmonizes,  in  material,  color 
or  design,  with  the  costume  to  be  worn. 

Exactly  as  gloves,  shoes  and  millinery  must  har- 
monize with  the  rest  of  the  costume,  so  must  the 
handbag  and  its  relation  to  other  accessories  of  dress 
be  properly  studied  so  that  no  jarring  tone  shall  spoil 
the  outfit. 

During  the  last  year  the  cult  of  the  bag  has  de- 
veloped amazingly,  and  the  practical  shopping  bag 
which  once  held  the  stage  center  is  now  relegated 
to  the  ranks  of  the  purely  utilitarian,  while  a  woman 
buys  dainty  and  fanciful  bags  to  match  her  costumes 


Hand  Bag  of  "Crinoline"  de- 
sign, in  colored  and  black 
silks,  with  quaint  colored  silk 
linings,  fitted  with  change 
purse  and  attached  mirror; 
draw-string  opening  —  full 
over  shirt  and  ruffle  handsomely 
worked  with  a  border  of  beads, 
base  .j]4  inches  diameter. 
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and  to  answer  for  any  and  every  possible  occasion. 
The  result  of  this  fashion  development  is  shown  in 
the  wonderful  lines  of  bags  being  shown  by  the  lead- 
ing manufacturers.  The  many  different  lines  of 
bags  in  the  various  kinds  of  materials  shown  in  the 
market  today  make  an  exhibition  which  is  well  worth 
seeing  and  taking  advantage  of. 

Many  Novelties  in  the  Spring  Showings. 

The  business  done  in  fancy  leather  goods  since  the 
holidays  has  not  been  exceptionally  large,  although 
as  a  rule  entirely  satisfactory  to  the  wholesale  trade, 
for  the  reason  that  the  small  amount  of  business 
transacted  was  caused  not  so  much  by  a  lessening 
of  the  demand  as  by  the  fact  that  the  majority  of 
manufacturers  made  no  very  strenuous  efforts  to 
sell,  confining  their  efforts  to  preparing  lines  of  nov- 
elties for  spring  selling. 

Now,  however,  the  spring  lines  are  practically 
complete,  although  there  is  a  decided  indisposition 
on  the  part  of  many  leading  manufacturers  to  show 
their  latest  productions  to  the  trade  at  large,  fearing 
lest  their  new  styles  might  be  copied  before  the 
season  has  fairly  begun. 

This  much  can  be  said,  however,  in  all  sincerity, 
that,  taken  as  a  whole,  the  new  samples  which  we 
have  been  privileged  to  see  are  even  handsomer  and 
more  attractive  than  those  of  last  season,  and  that  is 
saying  a  great  deal,  when  the  beautiful  effects  of  last 
season  are  considered. 

Notwithstanding  the  decided  increase  which  has 
taken  place  in  the  cost  of  leather,  the  prices  on  the 
new  samples  of  leather  handbags  for  spring  are  but 
little  higher  than  those  which  prevailed  during  the 
past  holiday  season,  but  how  long  prices  will  re- 
main as  they  are  cannot  be  determined. 

Amongst  the  most  recent  novelties  is  a  ladies'  pin 
seal  handbag  having  a  front  flap  of  chiffon  velvet. 
This  is  hand-embroidered  in  cut  steel  and  spangles 
in  a  scroll  pattern  with  butterfly  center.  Under- 
neath this  front  is  a  flap  held  in  place  by  a  snap  fas- 
tener which  on  being  unclasped  discloses  a  ticket 
pocket  and  two  receptacles  for  stamps,  etc.  At- 
tached to  the  flap  is  a  mirror.  The  bag  itself  meas- 
ures 7*4  inches  in  width  by  4  inches  in  height  and 
is  carried  by  means  of  a  leather  strap  handle. 

Fabric  Bags  of  Wondrous  Beauty. 

The  new  fabric  bags  of  velvet,  silk  or  satin  are 
wondrous  in  their  beauty.  They  are  of  all  shapes 
and  varying  designs,  each  one  more  attractive  than 
the  other.  Beads  and  embroidery  are  largely  used 
as  decorations,  though  a  number  are  of  a  brilliant 
brocaded  material  unrelieved  by  a  single  ornament. 
The  colors  in  them  suggest  Italian  sunsets  and 
Sorolla  paintings,  yet  are  in  no  way  gaudy  or  unre- 
fined. 

Handbags  made  from  real  Paisley  shawls  are  still 
the  most  sought  for,  but  are  beyond  the  reach  of  the 
ordinary  shopper's  purse.  Many  bags  of  velvet,  silk, 
or  satin,  with  set-in  pieces  of  Paisley,  are,  however, 
to  be  purchased  at  reasonable  prices. 

Beaded  bags  are  still  the  leading  favorite  and 
many  new  and  handsome  designs  are  now  being 
shown.    Some  of  the  newest  show  antique  Paisley 


designs  wrought  in  colored  beads  in  all-over  patterns 
on  Georgette.  Most  of  these  are  of  the  draw-string 
variety  and  come  in  a  variety  of  shapes,  finished 
at  the  bottom  with  bead  tassels  or  other  ornaments. 
Self-colored  silks  or  gros  grain  ribbons  form  the  arm 
loops,  and  sometimes  these  are  beaded  across  the 
top  where  the  loops  rest  on  the  wrist. 

Evening  and  opera  bags  are  shown  in  wonderful 
variety.  There  is  no  limit  to  the  kind  of  material 
of  which  they  are  made.  Light  and  filmy  fabrics, 
which  seem  as  though  they  were  made  for  any  other 
purpose  than  a  handbag,  are  very  conspicuous  in 
the  new  showings.  Ruffles  are  used  to  a  consider- 
able extent.  Some  of  the  most  attractive,  with  two 
and  even  three  or  four  ruffles  are  embroidered  with 
beads  along  their  edges.  Then  there  are  bags  made 
with  turnover  tops  which  practically  form  a  flounce, 
and  these  also  are  beaded  around  the  edge  of  the 
flounce  and  around  the  bottom  of  the  bag. 

Straight  bags  without  any  ruffle  at  all  are  quite  as 
new  and  quite  as  fascinating.  But  the  embroidery 
on  these  is  apt  to  be  more  elaborate.  The  top  of  the 
bag  is  beaded  sometimes  and  drawn  up  even  without 
a  ruching.  The  cord  is  run  through  button-holed 
openings  quite  close  to  the  upper  edge. 

Amongst  the  more  recent  novelties  are  black  silk 
bags  ornamented  and  trimmed  with  green  gold  tinsel. 
These  bags,  which  are  lined  with  corded  grey  silk 
and  fitted  with  card  case  and  variety  mirror,  have 
oxidized  silver  filagree  frames  set  with  imitation 
jewels. 

Black  velvet  bags  are  still  selling,  one  very 
popular  style  has  a  band  of  silver  about  three  inches 
wide  near  the  bottom.  The  fullness  there  is  gath- 
ered together  and  finished  with  a  gold  or  silver 
tassel.  Tassels  are  in  great  demand  just  now,  not 
only  for  the  decoration  of  handbags,  but  for  general 
trimmings  purposes. 

Strong  Demand  for  Chinese  Mandarin  Bags. 

There  appears  to  be  no  cessation  in  the  demand 
for  the  gorgeous  Chinese  handbags  which  made  such 
a  sensation  when  first  placed  on  the  market. 

Many  of  them  are  truly  gorgeous ;  looking  at  the 
latest  productions  in  their  flamingly  brilliant  color- 
ings and  designs  one  would  be  led  to  believe  that 
it  would  be  impossible  to  produce  anything  more 
exquisite,  but  a  little  later  something  even  more 
startling  in  color  and  design  is  brought  out. 

One  of  these  bags  just  recently  brought  out  is 
made  in  an  exquisite  style,  rather  exaggerated  in 
size  in  envelope  shape,  with  a  brilliant  background 
of  royal  blue  decorated  with  gold  embroidered  drag- 
ons and  the  lucky  sign  of  the  rising  sun. 

Another  bag  fully  as  captivating,  also  made  from 
a  mandarins  robe,  with  a  profusion  of  yellows,  reds, 
blues,  etc.,  mixed  up  in  Oriental  style,  is  a  recent 
production.  This  particularly  attractive  bag  had 
silver  mounted  jade  handles  and  was  hung  with  tiny 
luck  ornaments. 


He  that  will  not  advertise  until  all  risk  is  over  gets 
little  for  his  caution. 

Faint  advertising  never  won  fair  profits. 
Nothing  advertised,  nothing  have. 
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The  Why  of  the  Trade  Paper 

Reprinted  from  "The  Nation's  Business,"  Published  by  the  Chamber  of  Commerce. 


HERE  there's  a  will  there's  a  way,  and 

WYv  where  there  are  3,375  trade  papers 
<C«  with  36,000,000  regular  readers,  there 
must  be  a  why.  When  the  history  of 
American  journalism  is  written  it  will 
naturally  record  the  early  beginnings  when  post- 
masters were  the  editors  (nowadays  the  editors  are 
the  postmasters)  ;  it  will  recount  Peter  Zenger's  trial 
when  Andrew  Hamilton  won  for  America  the  free- 
dom of  the  press ;  it  will  devote  another  chapter  to 
the  influence  of  the  penny  paper ;  another  to  the 
decline  of  the  party-subsidized  press ;  another  (let 
us  hope  and  pray)  to  the  passing  of  yellow  journal- 
ism. 

Along  with  these  obvious  high-water  marks  in 
American  journalism  will  be  another — not  yet  so 
obvious  because  of  our  proximity  to  it — the  remark- 
able growth  of  the  trade  press.  If  the  historian  is 
not  a  slave  to  understatement  he  will  use  the  word 
phenomenal,  for  to  every  student  of  journalism  the 
development  of  the  trade  press  in  the  past  decade  is 
phenomenal.  Not  only  has  its  growth  been  meas- 
ured in  material  form — a  tenfold  increase  in  circu- 
lation in  ten  years — but  it  has  shot  forward  immeas- 
urably in  influence  and  power  and  instead  of  being 
regarded  as  a  parasitic  incubus  upon  the  industry, 
the  trade  paper  today  is  looked  upon  as  invaluable 
to  both  the  front  and  back  office.  This  is  because  it 
has  become  purposeful ;  it  has  not  been  content  with 
merely  furnishing  the  information  of  the  trade  week 
by  week  or  month  by  month — although  this  itself  is 
of  high  ethical  value — it  has  reached  out  in  an  effort 
to  crystallize  the  aspirations  and  ideals  of  its  re- 
spective trade,  and  in  so  doing  has  assumed  a  natural 
leadership.  Be  it  said  to  the  credit  of  American 
industry,  this  leadership  was  quickly  recognized. 

The  information  which  the  technical  journals  are 
gathering  and  presenting  to  their  readers,  while 
ranging  all  the  way  from  personal  chit-chat  to  the 
most  advanced  methods  of  operation,  has,  first  of 
all,  the  prime  requisite  of  being  accurate  and  au- 
thentic. Readers  being  human,  this,  of  course,  in- 
creased their  respect  for  the  trade  journals.  Edi- 
torial staffs  today  are  composed  of  men  who  not  only 
understand  the  art  of  faithful  presentation,  but  who 
also  have  the  technical  knowledge  which  makes 
worth  while  what  they  have  to  say.  The  day  has 
passed  when  the  failures  and  misfits  of  the  news- 
paper and  magazine  field  can  softly  drop  into  a  po- 
sition on  "some  trade  papers."  The  old  paraphrase 
is  no  longer  a  happy  one — "them  as  can,  do ;  them  as 
can't,  edit  a  trade  paper."  For  the  writers  and  ed- 
itors of  the  technical  press  today  are  most  often 
chosen  from  the  ranks  of  successful  business  men, 
and  successful  business  men  have  on  more  than  one 
occasion  drawn  their  best  executives  from  the  trade 
paper  field. 

This  information,  then,  at  once  authentic,  accurate, 
and  timely,  has  done  much  to  bring  the  class  publi- 
cation into  favor.    Those  who  read  the  trade  paper 


intelligently  get  something  more  than  direct  infor- 
mation about  their  business.  Indirectly  they  apply 
methods  and  adapt  plans  to  their  own  individual 
enterprises.  Furthermore,  the  successful  business 
man  who  must  always  have  imagination,  reads  be- 
tween the  lines  of  his  trade  paper  and  by  intuition 
is  able  to  forecast  the  development  in  his  special  line. 
Added  to  imagination  must  be  the  courage  to  reach 
out  and  take  advantage  of  the  vision.  This  is  why  a 
magazine  writer  found  a  short  time  since  that  a  num- 
ber of  successful  business  men  whom  he  interviewed 
set  aside  a  half  hour  of  the  day's  schedule  to  read 
the  trade  magazines.  In  some  instances  executives 
had  their  assistants  go  through  the  periodicals  and 
mark  the  articles  they  considered  important  to  the 
head  office. 

Not  content  with  giving  this  direct  and  indirect 
information,  many  trade  papers  are  installing  service 
bureaus.  In  this  way  every  department  of  the  paper 
is  placed  at  the  disposal  of  the  individual  reader. 
There  is  scarcely  a  business  man  today  who  has  not 
at  one  time  or  another  called  upon  his  trade  paper 
for  information.  Today  it  may  be  a  request  for  the 
address  of  a  business  concern ;  tomorrow,  a  technical 
question  that  requires  three  days  or  three  weeks  of 
research.  This  paper  is  installing  cost  systems  for 
its  patrons ;  this  one  maintains  a  bureau  at  Wash- 
ington to  look  up  the  governmental  angle  on  par- 
ticular problems  of  its  industry.  Sales  methods, 
office  management,  intricate  and  improved  processes 
of  manufacture,  these  have  come  to  be  legitimate 
fields  in  which  a  reader  may  expect  advice  from  his 
trade  paper. 

Of  course,  it  follows  as  the  night  the  day,  when  a 
paper  gets  such  a  hold  upon  its  readers  through  its 
service  and  its  high  purposes,  that  business  men  will 
want  their  announcements  carried  in  its  columns. 
They  are  quick  to  sense  the  prestige  that  being  o:i 
such  pages  will  bring  men  in  his  trade.  It  comes 
pretty  close  to  professional  spirit.  .  .  .  Unwit- 
tingly the  trade  paper  has  helped  to  break  down  the 
isolation  of  the  individual  and  to  bring  about  a  social 
consciousness.  Democratic  America  has  been 
charged  with  dreadful  waste  in  its  industries  because 
of  the  individualistic  tendencies  of  its  members. 
Trade  papers  have  done  their  share — and  more — to 
impress  upon  modern  business  that  it  cannot  live  for 
itself  alone,  that  the  modern  sociologist  is  right  when 
he  states  that  there  is  no  such  monster  as  an  "indi- 
vidual consciousness"  independent  of  and  separate 
from  the  "social  consciousness." 

And  how  much  might  be  said  of  the  codes  of  ethics 
that  have  been  formulated,  and  are  formulating,  in 
various  trades  because  of  the  inspiration  of  the  trade 
press.  These  working  principles  brought  into  con- 
crete being  will  finally  develop  the  true  professional 
spirit  and  make  business  indeed  a  profession.  Vague 
notions  of  right  conduct  are  crystallized  by  the  trade 
press  into  principles  of  action,  and  possibilities,  hazy 
even  to  the  mind  of  the  man  with  idealistic  vision,  are 
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now  coming  into  the  foreground  sharply  and  in- 
cisively defined  to  the  sight  of  all. 

This,  then,  is  the  WHY  of  the  trade  paper. 


HIT  THE  TRAIL. 
An  Imaginary  Talk  by  Billy  Sunday. 

UNDER  the  heading  "Hit  the  Trail"  the  Mer- 
chants' Journal  of  Topeka,  Kans.,  gives  the  fol- 
lowing choice  bit  of  literature :  This  story  is  re- 
printed because  of  the  sound  ideas  contained  therein. 
No  offense  is  intended  and  none  should  be  taken. 
It's  a  twentieth  century  revival  article,  with  all  its 
punch  and  strong  words. 

"Well,  you  slab-sided  lobster,  so  you're  trying 
to  run  a  store  with  a  system  of  rotten  bookkeeping 
which  would  be  a  disgrace  to  a  Chinese  chop-suey 
joint,  are  you?  Why  don't  you  pull  your  head  out 
of  the  mud  and  look  around  you,  and  see  what  in- 
telligent men  are  doing?  Why  don't  you  know 
something  about  your  business — if  you  are  going  to 
try  to  be  a  business  man?  The  fact  is,  there  are 
about  nine  out  of  every  ten  men  who  are  running 
stores  who  ought  to  be  driving  a  bus  or  acting  as 
chiropodist  in  a  blacksmith  shop,  and  you  may  be  one 
of  them. 

"You  may  be  one  of  those  idiots  who  thinks  that 
success  in  business  means  skinning  your  local  com- 
petitor. You  may  be  one  of  those  shoot-mouth, 
mud-slinging  merchants,  who  knocks  his  competitor, 
cuts  under  his  prices,  sneaks  up  behind  and  stabs 
him  in  the  back,  and  walks  across  the  street  to  avoid 
talking  to  him.  Why,  you  miserable  hyphenated 
apostle  of  Benedict  Arnold  and  Judas  Iscariot,  don't 
you  know  that  such  a  policy  will  get  your  everlast- 
ing, star-spangled  goat?  Isn't  it  possible  to  pound 
enough  sense  into  your  marble-topped  skull  to  make 
you  realize  that  you  merchants  in  the  little  towns 
ought  to  be  the  best  friends  in  the  world?  Your 
real  competitors  are  not  in  your  town  at  all.  Your 
competitors  are  the  big  department  stores,  the  mail 
order  houses,  the  tea  peddlers,  and  the  range  ped- 
dlers, and  the  grocery  peddlers.  Get  that  point,  for 
the  love  of  Mike,  if  you  don't  get  anything  else. 

"Some  of  you  write  advertisements  that  would 
make  an  angel  weep.  Then  you  cuss  the  newspaper 
and  say  that  advertising  doesn't  pay,  and  you  are 
going  to  put  in  trading  stamps.  Or  else  you  play 
the  sucker  to  some  slick  bull-con  artist  who  offers 
to  take  all  the  worry  and  bother  of  running  your 
store  off  your  hands  if  you  will  hand  his  company 
$398,  of  which  he  gets  75  per  cent.  He  tells  you  they 
have  a  co-operative  scheme  which  will  make  you 
rich  without  any  effort  whatever  on  your  part.  Yes, 
you  poor  fool,  it's  a  fine  thing — for  the  agent  and 
for  the  man  who  sits  at  his  roll  top  desk  and  rakes 
in  your  dough. 

"Say,  how  about  that  inventory  of  yours?  Did 
you  take  one  last  year?  Did  you?  Maybe  you  sort 
of  salved  your  conscience  by  taking  one  without  car- 
rying it  out,  or  maybe  you  put  in  those  old  dead-and- 
buried  accounts  of  yours  at  twice  what  they  were 
worth  in  order  to  make  a  better  showing.  Just 
keep  that  up  a  few  years,  you  heathen,  and  some 


day  a  frowzy,  red-faced  man  with  a  tin  star  on  his 
vest  and  some  legal  documents  in  his  pocket  will 
make  you  a  visit. 

"What  are  you  doing  with  your  brains,  anyway? 
The  Almighty  gave  you  a  stock  of  brains — you  didn't 
have  to  buy  them  on  30  days,  2  per  cent,  off  10 — and 
some  of  you  don't  appreciate  the  gift.  You  try  to 
make  your  legs  and  your  arms  do  what  your  brain 
ought  to  do.  Make  your  brain  work !  I  know  some 
merchants  whose  brain,  if  you  could  see  it,  would 
look  like  a  lousy,  low-down  railroad  yard  bum,  with 
a  tin  can  on  his  head  instead  of  a  hat,  just  because 
it  has  been  allowed  to  loaf  on  the  job  for  so  long 
that  it  can't  work.  Put  your  brain  to  work,  man! 
Buy  some  good  business  books  and  read  them — 
study  them.  Subscribe  to  some  decent,  well  edited 
trade  papers  and  read  them.  Don't  just  glance  at 
the  head-lines. 

"Take  a  brace !  Don't  imagine  you  know  it  all. 
Go  home  and  tell  your  wife  that  the  devil  was  about 
to  take  your  business,  but  you've  decided  to  reform, 
and  try  to  do  things  as  they  ought  to  be  done.  Hit 
the  trail!" 


POSSIBILITIES  OF  THE  SMALL  STORE. 

E  often  hear  it  said  that  "the  small  dealer  has 
no  chance  to  make  more  than  a  bare  living 
nowadays."  It  has  been  said  so  often  that  many 
people  have  grown  to  believe  it.  "Department  stores 
and  mail-order  houses,"  say  the  croakers,  "have  cut 
down  our  trade  and  our  profits  until  we  are  lucky 
to  make  a  living  out  of  our  store,  let  alone  a  profit." 

That  kind  of  talk  is  all  nonsense  and  it  is  surpris- 
ing that  intelligent  merchants  will  accept  it  as  the 
truth  when  it  is  impossible  to  look  in  any  direction 
without  seeing  plenty  of  proof  to  the  contrary.  The 
small  merchant  never  had  a  better  chance  than  he 
has  today.  Go  where  you  will  and  you  will  find 
large,  prosperous  stores  that  have  grown  from  al- 
most nothing  in  the  last  five  or  ten  years.  They  are 
selling  more  goods  in  a  day  than  they  did  in  a  month 
a  few  years  ago,  and  many  of  them  are  gradually 
becoming  department  enterprises  themselves. 

Then  there  are  other  stores  that  are  small  now 
but  are  going  ahead  so  fast  you  can  almost  see  them 
grow.  Some  of  them  almost  double  their  sales  every 
year  and  in  a  short  time  they,  too,  will  be  big  stores. 
You  don't  hear  these  merchants  saying  "a  little  man 
has  no  chance" — they  know  better. 

If  a  store  has  the  right  kind  of  management  it 
can't  help  growing — it  grows  as  naturally  as  a 
healthy  boy  does.  But  the  right  kind  of  store  man- 
agement does  not  mean  sitting  still  and  waiting  for 
something  to  turn  up.  It  means  hustling  early  and! 
late — watching  every  chance  and  letting  no  oppor- 
tunity escape.  It  means  buying  the  kind  of  goods 
that  people  want  and  selling  them  quickly  at  prices 
people  can  afford  to  pay.  In  short,  the  right  kind 
of  store  management  means  keeping  stock  and 
money  alway  moving. 


You  may  have  got  it  for  nothing;  but  what  did  it 
cost  the  other  fellow? 


w 
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Growth  of  the  Toilet  Goods  Business 

Toilet  Goods  Business  Shows  Satisfactory  Growth.     Close  of  the  Most  Successful  Season  Ever 
Known.    The  Value  of  Manufacturers'  Advertising  to  the  Retailer. 


T  is  with  no  small  amount  of  pleasure 
that  we  are  able  to  record  the  fact  that 
the  business  transacted  during  the 
past  year  in  toilet  articles  and  the 
various  accessories  was  eminently  sat- 
isfactory to  both  wholesalers  and  retailers  alike.  In 
fact,  it  may  be  asserted  without  fear  of  contradiction 
that  the  year  as  a  whole  was  one  of  the  most  pros- 
perous and  successful  ever  experienced  by  the  trade. 

The  season  culminated  with  a  tremendous  holiday 
business;  importers,  manufacturers  and  jobbers  were 
kept  on  the  jump  filling  belated  orders,  or  replenish- 
ing stocks  where  the  trade  had  been  larger  than  was 
anticipated. 

While  this  satisfactory  state  of  affairs  may  be 
attributed  very  largely  to  the  general  prosperous 
condition  of  the  country,  it  was  aided  and  assisted  by 
the  managers  of  the  large  department  stores,  who 
apparently  paid  more  attention  to  the  department 
than  is  their  wont.  In  fact,  the  window  and  counter 
displays  were  larger  and  more  attractive  than  per- 
haps ever  before.  Many  of  the  departments  were 
most  lavishly  decorated  with  evergreens,  etc.,  in  har- 
mony with  the  festive  season  and  naturally  attracted 
the  attention  of  customers  to  the  department,  re- 
sulting in  most  cases  in  a  largely  increased  business. 
The  results  attained  show  the  value  of  their  efforts. 

In  addition  to  the  large  amount  of  toilet  requisites 
which  were  bought  for  Christmas  gifts,  more  than 
the  usual  amount  of  goods  were  sold  for  the  personal 
use  of  customers  who  were  attracted  by  the  holiday 
displays.  The  fact  is  that  this  display  advertising, 
as  it  might  properly  be  called,  helps  to  increase  the 
general  demand  and  is  a  valuable  asset  to  the  depart- 
ment. 

The  efforts  of  the  retail  stores  were  largely  aided 
by  the  work  of  both  manufacturers  and  importers, 
the  former  more  particularly,  not  only  by  their  in- 
telligent and  persistent  advertising,  but  by  the  put- 
ting up  of  dainty  and  attractive  packages.  These 
were  largely  instrumental  in  bringing  about  the  re- 
sults achieved. 

i 

Manufacturers  Advertising  Helps  Retailers. 

But  to  more  than  anything  else  the  present  pros- 
perous condition  of  the  toilet  goods  business  has 
been  brought  about  by  the  liberal  advertising  cam- 
paigns conducted  by  the  manufacturers  of  various 
toilet  requisites  in  their  efforts  to  acquaint  the  public 
with  the  merits  of  their  various  products.  The 
splendid  business  being  done  in  face  and  toilet  pow- 
ders, soaps,  perfumes,  brushes,  razors,  manicure  ar- 
ticles, etc.,  is  only  a  part  of  the  benefits  secured. 

The  campaign  of  publicity  which  is  being  waged 
by  some  of  the  leading  manufacturers  of  toilet  ar- 
ticles should  be  a  matter  of  considerable  interest  to 
buyers  of  these  lines,  who  should  be  prepared  to  take 
advantage  of  the  large  amount  of  money  being  ex- 
pended in  this  direction. 


It  would  doubtless  be  a  surprise  to  many  in  the 
trade  to  know  the  immense  cost  of  the  several  ad- 
vertising campaigns  being  conducted  in  the  interest 
of  various  toilet  articles  and  toilet  accessories. 

Retailers,  as  a  rule,  do  not  fully  appreciate  the  very 
large  amount  of  business  which  is  attracted  to  their 
counters  by  this  liberal  advertising.  Take,  for  in- 
stance, the  tremendous  amount  of  money  which  has 
been,  and  still  is  being,  spent  in  informing  the  public 
of  the  advantages  of  purchasing  and  using  hair 
brushes  of  standard  quality.  By  means  of  this 
capable  and  persistent  advertising  the  public  has 
been  educated  as  to  the  merits  of  certain  high-grade 
brushes,  the  effect  of  which  has  been  to  stimulate 
the  demand  for  high-grade  brushes  generally,  and  for 
the  advertised  ones  particularly. 

All  this  expensive  publicity  inures  to  the  benefit 
of  the  retailer  if  he  will  only  take  advantage  of  it. 
Every  line  of  advertising  put  out,  or  every  induce- 
ment the  manufacturer  offers  the  public  to  purchase 
and  use  his  product,  makes  it  so  much  easier  for  the 
merchant  to  sell  these  particular  goods. 

Another  point  which  too  many  retailers  seem  to 
lose  sight  of  is  that  good  and  liberal  advertising  does 
more  than  to  create  a  passing  demand;  the  reiteration 
of  the  value  and  the  benefits  to  be  derived  from  the 
use  of  a  particular  article  very  often  creates  a  neces- 
sity in  the  minds  of  the  consumer.  This  naturally 
accrues  to  the  advantage  of  the  retailer,  who  is 
enabled  to  sell  a  high-priced  article  instead  of  a  cheap 
one,  at  no  expense  to  himself. 

The  Department  Should  Be  Profitable. 

It  seems  entirely  proper  at  this  time  at  the  begin- 
ning of  the  new  year  that  we  suggest  the  advisability 
of  buyers  looking  into  the  operations  of  their  depart- 
ment and  seeing  if  something  cannot  be  done  by 
them,  not  only  to  increase  the  amount  of  business, 
but  at  the  same  time  to  increase  their  profits. 

There  are  many  ways  of  conducting  a  toilet  goods 
department,  but  there  is  only  one  way  in  which  it 
can  be  made  successful,  and  that  is  by  making  a 
profit  on  the  merchandise.  As  is  well  known,  there 
are  many  toilet  goods  departments  in  big  stores 
whose  annual  net  profit  is  less  than  nothing,  and 
there  are  lots  of  other  departments  less  favorably 
situated  which  are  uniformly  successful  year  after 
year. 

Everything  depends,  of  course,  upon  the  manner 
in  which  the  department  is  conducted.  There  is  no 
money  to  be  made  by  a  continuous  course  of  price- 
cutting;  yet  we  are  free  to  acknowledge  that  without 
price-cutting  on  certain  articles  but  little  success  can 
be  secured. 

The  proper  policy  is  a  mean  between  "price-cut- 
ting" and  "no  price-cutting" — in  other  words,  where 
money  is  lost  on  goods  sold  at  cut  prices  it  must 
be  made  up  on  goods  which  yield  a  good  profit. 
This,  of  course,  requires  good  business  judgment. 
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but  that  a  good  business  can  be  secured  and  money 
made  at  the  same  time  is  being  demonstrated  every 
day  in  the  year. 

In  some  of  the  towns  where  price-cutting  has  been 
seriously  felt  merchants  have  gotten  together  and 
maintained  a  certain  list  of  minimum  fixed  prices. 
This  is  a  fairly  good  way  to  overcome  these  con- 
ditions; still  it  does  not  overcome  the  entire  loss  of 
the  regular  profit  on  this  class  of  merchandise. 

Perhaps  the  only  way  to  overcome  a  loss  of  profit 
in  a  town  where  price-cutting  is  going  on,  is  to  watch 
for  special  lots  of  hair,  nail  and  bath  brushes,  combs, 
manicure  goods  and  attractive  boxed  sets,  and  carry 
different  lines  of  labeled  goods  from  those  of  other 
merchants.  In  this  way  a  very  satisfactory  profit 
can  be  made,  and  the  problem  is  partially  solved. 

The  Benefit  of  Specialization. 

The  benefits  of  specializing  on  some  particular  line 
of  toilet  articles  have  been  shown  by  the  remark- 
able success  achieved  by  some  of  the  large  depart- 
ment stores  who  have  tried  it.  Their  success  should 
prove  valuable  to  other  concerns,  who  by  adopting 
a  similar  method  should  not  only  largely  increase 
the  business  in  the  particular  line  featured,  but  also 
increase  the  business  of  the  entire  department. 

In  adopting  this  policy  of  merchandising,  the  best 
way  is  to  get  control  for  your  neighborhood  of  one 
particular  line,  either  imported  or  domestic,  and 
select  for  exploitation  one  article  in  which  the  possi- 
bility of  doing  business  in  seems  to  be  greater  than 
the  rest.  Once  such  a  line  is  selected,  the  next  thing 
in  order  would  be  to  make  an  advertising  appropria- 
tion for  local  newspaper  space,  also  for  catalogue 
and  circular  work  if  the  line  is  one  which  would 
readily  lend  itself  to  illustration. 

It  is  particularly  important  that  the  line  should  be 
one  that  will  afford  a  good  profit,  and  also  one  of 
such  good  quality  that  it  will  stand  all  the  booming 
that  you  feel  inclined  to  give  it.  Amongst  the  most 
likely  things  to  be  successful  would  be  a  line  of  toilet 
brushes  of  proved  quality  and  bearing  a  trade  mark 
having  a  good  reputation,  or  some  of  the  products 
of  a  leading  perfumer,  who  in  addition  to  offering 
bottled  extracts,  is  putting  up  a  line  of  toilet  ar- 
ticles. 

These  articles  should  be  prominently  displayed  in 
the  windows  and  at  the  department  and  employees 
posted  as  to  their  merits,  etc.  Then  they  should  be 
circularized  and  advertised  until  their  names  become 
almost  household  words.  When  that  time  arrives 
a  trade  will  have  been  made  that  scarcely  anything 
would  take  away. 

Splendid  Business  in  Imitation  Ivory. 

A  marked  feature  of  the  holiday  trading  was  the 
splendid  business  done  in  all  kinds  of  pyroxylin  or 
imitation  ivory  goods.  This  class  of  goods  was  fea- 
tured by  the  large  department  stores  to  an  extent 
that  must  have  seriously  cut  into  the  sales  of  many 
kinds  of  plated  ware. 

The  assortments  shown  in  toilet  articles  were  more 
than  usually  complete  and  comprised  almost  every- 
thing in  the  line  from  a  simple  comb  to  the  most 
elaborate  and  expensive  sets.    Shaving  outfits  were 


shown  in  a  variety  of  attractive  styles,  one  outfit  in 
particular,  which  sold  remarkably  well,  consisted  of 
a  nail  brush,  shaving  brush,  two  tooth  brushes  of 
different  shades  and  an  oval  box  intended  to  contain 
some  kind  of  face  lotion  or  other  toilet  preparation. 
All  these  articles  were  nicely  put  up  in  a  box,  the 
interior  of  which  was  divided  into  compartments  to 
properly  accommodate  the  separate  pieces. 

Puff  boxes  of  all  conceivable  sizes  were  also  largely 
sold,  the  demand  appeared  to  be  for  larger  sizes 
than  the  trade  has  been  accustomed  to ;  some  of  the 
most  popular  measured  eight  inches  or  more  in 
diameter  and  having  covers  decorated  with  fancy 
knobs. 

Never  before  in  the  history  of  the  trade  were  so 
many  novelties  shown  in  these  pretty  imitations  of 
ivory.  The  line  of  photo  frames  alone  is  illustrative 
of  the  extent  to  which  the  trade  has  adopted  this 
class  of  merchandise.  Included  in  the  line  are  photo 
and  picture  frames  of  every  description,  from  the 
smallest  ping-pong  size  to  frames  of  heroic  size. 
These  are  made  in  round,  oval  and  flat  shapes  in  plain 
as  well  as  fancy  patterns. 

Then  there  are  elaborate  assortments  of  toilet  ar- 
ticles of  every  description,  including  single  pieces 
such  as  brushes,  combs  and  mirrors,  or  boxed  com- 
binations of  manicure  and  toilet  articles,  embracing 
almost  every  style  and  combination  possible. 

There  are  also  any  quantity  of  designs  in  tooth 
brush  holders,  salve  boxes,  nail  buffers,  hat,  clothes 
and  cloth  brushes.  Shoe  horns,  hatpin  holders, 
jewel  boxes,  combs,  powder  boxes,  trays,  manicure 
pieces,  pin  cushions  of  all  sizes,  work  box  outfits,  etc. 

The  variety  of  perfume  bottle  containers  is  won- 
derfully large ;  they  are  shown  in  almost  every  known 
size  from  the  one  made  to  hold  an  ounce  bottle  to  the 
immense  ones  holding  sixteen  ounces. 

Clocks  with  cases  of  imitation  ivory  are  very 
dainty  and  have  sold  remarkably  well,  many  of 
them  being  elaborately  set  with  rhinestones.  Im- 
porters are  showing  a  splendid  line  of  statuettes  and 
other  novelties,  such  as  thermometers,  paper  weights, 
desk  ornaments,  which  are  also  meeting  with  good 
success. 


GOOD  TELEPHONE  SERVICE. 

THE  comic  papers,  and  humorists  who  are  paid 
a  dollar  a  joke,  make  much  of  the  fact  that 
people  today  are  shopping  by  telephone  whereas 
their  ancestors  used  to  take  basket  on  hand  and 
walk  to  market.  There  is  more  truth  than  humor 
in  the  reference  to  this  condition,  and  that  is  why 
stores  should  look  to  their  telephone  service.  If 
there  is  anything  exasperating  it  is  to  fume  at  the 
other  end  of  the  wire  while  the  operator  is  trying  to 
locate  the  "party"  you  are  seeking  or  to  have  to  call 
again  and  again  because  the  lines  are  busy. 


WHEN  BUSINESS  SLOWS  UP. 

HEN  business  slows  up  some  men  make  the 
mistake  of  trying  to  cut  down  expenses  by 
lopping  a  fat  amount  off  their  advertising  appropria- 
tion. They  forget  that  expense  and  advertising  are 
antonyms,  not  synonyms. 
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THE  GLOVE  SITUATION. 
Conditions  Steadily  Growing  Worse. 

Conditions  in  the  glove  field  grow  steadily  worse. 
Not  only  is  there  an  entire  absence  of  German  goods, 
but  French  goods  are  steadily  growing  scarcer 
and  as  steadily  growing  dearer.  There  are  many 
reasons  for  this.  Not  only  are  skins  suitable 
for  glove  making  scarce  and  high,  but  the 
labor  situation  is  unprecedented.  An  effort  has  been 
made  to  employ  women  as  cutters — this  from  a 
manufacturing  standpoint  has  been  fairly  successful 
but  it  has  had  a  very  disturbing  influence  upon  the 
fast  depleting  ranks  of  male  cutters.  Women  are 
employed  in  many  ways  in  glove  factories  and  are 
paid  the  same  wages  as  that  formerly  paid  to  men. 
The  result  can  readily  be  imagined,  demands  from 
the  men  for  higher  wages  and  threatened  strikes 
keep  the  industry  in  one  constant  turmoil. 

The  extremely  high  prices  prevailing  in  the  French 
market  are  partly  caused  by  the  aggressive  business 
methods  of  the  American  buyer,  who  in  order 
to  secure  what  he  needs  for  his  trade,  will  pay  even 
more  than  that  paid  by  importers  here,  consequently 
it  may  be  truly  said  that  the  American  buyer  domi- 
nates the  market  in  France  and  establishes  the  price. 

Another  thing  which  tends  to  advance  the  price 
of  French  gloves  is  the  active  buying  of  English 
firms.  Great  Britain  by  reason  of  conditions  pre- 
vailing there  in  glove  manufacturing  centers  is  rely- 
ing more  and  more  on  the  French  market.  Formerly 
they  purchased  considerable  quantities  from  Italy, 
but  now  that  the  Italian  production  has  fallen  off 
to  hardly  anything  they  have  to  rely  practically 
upon  French  manufacturers  for  their  supplies. 

Notwithstanding  the  extreme  scarcity  and  high 
prices  of  all  kinds  of  kid  gloves,  American  women 
demand  novelties  to  the  same  extent  as  they  did  in 
former  times  when  ordinary  conditions  prevailed. 
There  is  a  decided  demand  for  embroidered  gloves, 
though  the  preference  for  strong  contrasts  in  color 
seems  to  have  abated,  self  coloring  being  largely 
used.  There  is  however  a  fair  demand  for  harmon- 
ious combinations  of  color. 

Silk  Gloves  Will  Be  Higher. 

Prospects  for  silk  glove  business  for  the  coming 
season  are  excellent.  With  fabric  gloves  practically 
out  of  the  market  and  the  dollar  kid  glove  a  thing 
of  the  past,  naturally  the  summer's  main  business 
will  be  on  silks.  Those  buyers  who  have  not  already 
placed  their  orders  will  find  considerable  difficulty 
in  securing  their  needs.  Most  of  the  large  manu- 
facturers have  taken  all  the  orders  they  can  deliver 
up  to  July.  If  there  were  no  difficulties  in  the  way 
of  securing  raw  materials  or  labor  the  output  could 
undoubtedly  be  considerably  increased. 

Prices  are  somewhat  higher  than  those  which  pre- 
vailed last  season,  but  are  still  much  less  than  actual 
conditions  would  seem  to  warrant.  As  a  rule  manu- 
facturers have  been  more  modest  in  their  advances 
than  might  have  been  expected,  and  are  taking  care 
of  their  old  customers  to  the  best  of  their  ability. 


Never  judge  by  appearances,  and  always  remem- 
ber that  you  will  be  judged  by  them. 


FOWNES  GLOVES 

Season  of  1917 


The  New  Styles  of 

SILK  and  FABRIC 

Gloves   are  now  showing  at  our 
Salesrooms  in 

NEW  YORK,  119  West  40th  Street 

BOSTON  CHICAGO 
Carter  Building  1627  Marquette  Bldg. 

12  West  St.,  Room  614  140  So.  Dearborn  St. 

SAN  FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


PROFIT  in  TOYS 

Send    for    a     Free    Sample    Copy  of 

PLAYTHINGS 

The  Trade  Journal  that  tells    all  about 

TOYS,  DOLLS,  GAMES  AND 
JUVENILE  SPORTING  GOODS 

McCREADY  PUBLISHING  CO. 

118  East  28th  Street       New  York 


34 


Notions  and  Fancy  Goods 


Holiday  Business  in  Art  Embroideries 

The  Only  Drawback  to  a  Very  Successful  Business   Was  the  Shortage  of  Many  Important  Materials. 


HE  business  done  in  art  embroidery 
during  the  holiday  season  was  very 
satisfactory,  the  only  drawback  being 
a  shortage  of  merchandise,  both  in  the 
hands  of  manufacturers  and  retailers. 
Notwithstanding  the  repeated  warnings  published 
early  in  the  season  that  many  lines  of  desirable  mer- 
chandise were  being  rapidly  depleted  and  that  a  great 
scarcity  would  surely  develop  before  the  holidays 
were  half  over,  many  buyers  refused  to  be  guided 
by  the  advice  of  "those  in  the 
know"  and  suffered  a  loss  of  busi- 
ness in  consequence. 

These  conditions  are  likely  to 
be  duplicated  during  the  present 
season.  Already  there  is  a  decid- 
ed scarcity  of  many  of  the  most 
popular  materials.  Heavy  art 
crash,  linen  and  cotton  materials 
are  not  only  scarce,  but  in  many 
cases  have  advanced  to  almost 
unheard  of  prices.  Narrow  pas- 
sementeries and  many  kinds  of 
embroidery  cottons  are  hard  to 
procure  and  higher  prices  are  pre- 
dicted in  the  near  future. 

There  appears  to  be  every  like- 
lihood that  art  goods  of  every 
kind  will  be  higher  in  price.  Not 
only  are  art  materials  of  every 
description  scarce  and  hard  to 
procure,  but  manufacturers  are 
confronted  with  a  shortage  of 
skilled  labor,  many  of  their  best 
workers  of  former  years  having 
found  more  lucrative  positions  in 
other  fields. 

Many  buyers  for  these  depart- 
ments are  eking  out  their  sales  by 
extending  their  lines  by  putting  in 
many  articles  of  fancy  goods.  These  include  boxes 
of  all  kinds  covered  with  satin,  silk,  fancy  ribbons, 
tinsel  lace  and  narrow  passementeries.  These  boxes 
are  used  for  various  purposes,  such  as  the  keeping 
of  veils,  gloves,  handkerchiefs  and  trinkets  of  various 
kinds.  Lamps  are  also  being  featured  in  art  depart- 
ments to  a  considerable  extent  and  as  many  of  them 
are  rather  high  in  price,  their  sales  add  considerably 
to  the  total  of  the  department's  business. 

The  demand  for  the  large  bags  made  in  various 
fancy  fabrics,  principally  cretonne,  which  were  so 
much  in  vogue  during  the  summer  and  early  fall, 
is  again  being  made  manifest,  and  from  all  indica- 
tions the  demand  will  be  even  larger  this  summer 
than  it  was  last.  They  are  being  shown  in  a  wonder- 
ful variety  of  shapes  and  colorings,  those  with  the 
two  handles  of  embroidery  hoops  covered  to  match 
the  bag  being  particularly  favored.  Many  new  sizes 
are  being  shown,  from  the  small  dainty  bags  in- 
tended to  hold  a  pair  of  party  slippers  to  those  roomy 


Lined  and  Fitted  With  Vanity  Mirror 
of  Moore  &  Gibson. 


and  commodious  enough  to  carry  an  evening  dress. 

The  embroidery  of  silk  stockings  with  monograms 
or  fancy  patterns  is  a  new  fad,  and  one  that  should 
be  encouraged  as  much  as  possible  as  it  leads  to  many 
profitable  sales  of  embroidery  silk.  It  should  be  the 
aim  of  every  buyer  of  art  goods  to  do  his  share  in 
the  booming  of  this  particular  fad.  A  showing  at 
the  counter  of  stockings  already  embroidered  would 
help  considerably. 

While  it  is  generally  conceded  that  business 
in  this  interesting  line  is  growing 
with  each  succeeding  season,  a 
very  large  proportion  of  mer- 
chants fail  to  realize  that  at  its 
present  rate  of  progress  the  art 
department  will  be  one  of  the  most 
prominent  and  one  of  the  most 
remunerative  in  the  entire  store. 
This  applies  particularly  to  pro- 
prietors of  the  smaller  stores.  As 
a  rule  the  buyers  of  the  large  de- 
partment stores  are  fully  alive  to 
the  conditions  which  prevail  and 
a  walk  through  the  more  progres- 
sive establishments  will  show 
that  they  are  taking  advantage  of 
them  and  are  making  every  in- 
ducement for  customers  to  pur- 
chase. They  display  liberally 
latest  and  most  approved  designs, 
particularly  in  stamped  goods 
ready  to  work  and  in  addition 
make  a  good  showing  of  finished 
pieces. 

Opportunities  in  Selling 
Accessories. 

Many  buyers  for  this  depart- 
By  courtesy  ment  re\y  for  their  business 
almost  exclusively  on  the  ready- 
made  goods  sold  by  the  manufacturer  and  neglect 
the  many  opportunities  they  have  for  selling  the 
materials  from  which  customers  can  make  their  own 
goods.  Properly  displayed,  these  little  articles  have 
a  way  of  catching  sales  in  a  most  surprising  manner. 
There  is  an  almost  endless  chain  of  prettily  decor- 
ative ideas  that  are  likely  to  tempt  a  woman  to  make 
various  fancy  articles  and  put  the  finishing  touches 
to  them  in  her  own  way. 

A  profitable  business  is  done  in  many  departments 
in  supplies  for  making  shades.  All  kinds  of  mate- 
rials are  sold  for  the  purpose,  including  the  wire 
supports  and  the  various  materials  used  for  covering. 
In  the  assortment  is  included  narrow,  plain  and  fancy 
ribbons  for  decorating,  some  showing  foliage  in 
green  effects  and  pink  rosebuds,  as  well  as  metal 
laces  and  beaded  fringes.  The  latter  are  also  sold 
for  decorating  many  other  articles  besides  lamp 
shades,  such  as  hand  bags,  pin  cushions,  etc.  In 
many  of  these  sections  are  shown  attractive  exam- 
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pies  of  lamp  shades  on  lighted  lamps.  These  give 
customers  a  definite  idea  of  what  can  be  done  in  this 
direction  at  small  expense. 

One  very  handsome  shade  for  a  dining  room  lamp 
is  made  of  cream  taffeta  gracefully  puffed  on  a  wire 
foundation,  with  two  and  a  half  inch  velvet  ribbon 
in  Copenhagen  festooned  around  the  curved  space, 
describing  three  cluster  bow  arrangements.  Between 
the  cluster  bow  effects  are  garlands  of  old  rose  and 
blue,  the  floral  idea  being  a  perfect  flower  and  leaf 
imitation  in  silks.  Another  very  handsome  table 
lamp  shade  of  Tarn  O'Shanter  shape  is  made  of 
black  satin,  flowered  in  cerise  roses,  and  finished 
with  black  fringe.  Two  roses  made  of  narrow  twisted 
velvet  ribbon,  one  in  wistaria  and  one  in  cerise,  are 
at  the  side,  with  leaf  foliage  of  gold  ribbon. 

Color  Stamping  Now  Perfected. 

For  many  years  past  efforts  have  been  made  by 
numbers  of  manufacturers  to  accomplish  in  one  op- 
eration the  stamping  of  linens  in  combinations  of 
colors,  but  up  to  recently  it  has  never  been  done 
successfully.  After  months  of  experimenting  Wm. 
Henry  Weil  of  New  York  has  succeeded  in  perfect- 
ing machinery  that  not  only  accomplishes  results 
that  are  a  distinct  advance  over  all  previous  methods, 
but  are  satisfactory  from  every  standpoint. 

All  embroidery  workers  who  have  had  to  do  color 
cross-stitch  embroidery  by  the  old-fashioned  method 
of  colored  chart  and  scrim,  with  the  endless  counting 
of  spaces  and  stitches,  will  welcome  this  new  pro- 
duction. 

In  the  new  collection  of  vari-colored  stamped 
goods  are  articles  of  almost  every  description.  These 
include  lunch  and  tray  cloths,  center  pieces,  dresser 
and  bureau  scarfs,  pin  cushion  tops,  hand  and  laun- 
dry bags,  candle  shades,  handkerchief  cases,  doilies, 
napkins,  etc.  These  are  all  stamped  with  new  and 
wonderfully  attractive  patterns  in  from  five  to  six 
colorings.  The  recent  fad  for  having  a  set  of  twelve 
napkins,  each  one  daintily  embroidered  in  the  corner 
with  a  different  design,  has  been  well  cared  for  in 
this  new  collection. 


A  GET  ACQUAINTED  INDUCEMENT. 

Make  arrangements  with  the  circulation  manager 
of  one  of  the  leading  papers  of  your  city  or  of  the 
nearest  large  city  to  supply  you  with  a  number  of 
papers  each  day.   Extend  an  invitation  to  your  trade 
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to  step  in  and  get  their  morning  paper  free.  This 
is  a  simple  manner  in  which  to  make  friends  for  your 
store  and  which  will  be  found  profitable  as  many 
of  those  who  step  in  will  make  purchases  at  the 
time.  When  papers  are  bought  in  quantity  the 
price  ranges  from  one-half  cent  to  one  cent  each. 


The  "Embroidery  Season"  Is  On 

Prepare  to  meet  the  increased  demand  for  "Duchess" 
Hcops  by  having  in  stock  a  full  assortment  of  sizes 
in  both  round  and  oval. 

Sales  will  be  very  heavy  during  the  next  few  months. 


Send  your  jobber 
an  Order  Today. 

Size  in  Round— 3,  4,  S,  6,  7,  8  inch 
Size  in  Oval— 3x6,  ■)1,.»x9,  6x12  inch 


"DUCHESS" 
EMBROIDERY  HOOPS 

The  most  popular 
hoops  on  the  mar- 
ket. They  have  no 
springs  or  attach- 
ments to  catch  the 
silk;  hold  thick  or 
thin  fabrics  equally 
taut,  and  the  Felt 
Cushion  which  pro- 
tects the  work  from 
injury  when  being 
placed  in  the  hoops 
is  a  feature  which 
appeals  instantly  to 
women. 

The  Big  10c 
Notion  Item  and 
Money-maker  in 
over  18,000  stores. 

THE  GIBBS  MFG.  CO 

CANTON,  OHIO 


If  you  sell  Toys,  read 

Mythin® 


A  Magazine  that  no 
Toy  Buyer  can  afford 
to  be  without. 
Over  200  Manufac- 
turers, Commission 
Houses  and  Jobbers 
of  Toys,  Games  and 
Amusement  Novelties 
advertise  in  PLAY- 
THINGS. 

Send  a  Dollar,  your 
Name  and  Address, 
and  receive  the  next 
Twelve  Issues  of 

.Mythin® 

PUBLISHED  EVERY  MONTH  BY  THE 

McCREADY  PUBLISHING  CO. 
118  East  28th  Street,  New  York 
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Notions  and  Fancy  Goods 


Foreign  Trade  Opportunities 

The  Following  Opportunities  for  Foreign  Business  in  Notions  and  Fancy  Goods  Have  Been  Noted  by  the 
Bureau  of  Foreign  and  Domestic  Commerce  of  the  Department  of  Commerce,  Washington,  D.  C. 
The  Names  and  Addresses  of  the  Firms  and  Other  Details  May  Be  Obtained  from  the  Bureau  in 
Washington  or  from  the  Branch  Bureaus  in  the  Various  Cities.     In  Applying  for  Ad- 
dresses Refer  to  File  Number  Preceding  the  Item  and  Wire  Request  for  Each 

Opportunity  on  Separate  Sheet. 


No.  23354. — A  business  man  in  France  wishes  to 
represent  American  manufacturers  of  hollow  ware, 
curling  irons,  safety  pins,  drawing  pins,  and  paper 
clips.  Cash  will  be  paid  against  documents.  He 
states  he  will  furnish  references  upon  request. 

No.  23294. — A  man  in  Spain  is  in  the  market  for 
pins,  safety  pins,  hair  pins,  buttons,  hooks  and  eyes, 
buttonhooks,  brooches,  and  thimbles  of  aluminum, 
copper,  brass,  iron,  bone,  or  ivory.  Catalogues, 
samples,  and  price  lists  are  desired.  Quotations 
should  be  made  c.  i.  f.  destination.  Cash  will  be 
paid.    Correspondence  in  Spanish.  Reference. 

No.  23296. — A  firm  in  Brazil  is  in  the  market  for 
perfumery,3 combs,  hairpins,  toilet  articles,  jewelry, 
novelties,  hosiery,  stationery,  cotton  and  silk  laces, 
and  silk  ribbons,  handkerchiefs,  cotton  braid,  glass- 
ware, and  aluminum  cups.  Correspondence  in  Por- 
tuguese. Reference. 

No.  23297. — A  man  in  Siberia  would  like  to  obtain 
an  agency  for  the  sale  of  penknives,  leather  goods, 
pens,  watches,  kid  gloves,  and  optical  and  opera 
glasses.  A  cash  guaranty  is  offered.  Correspond- 
ence in  English. 

No.  23258. — A  firm  in  Russia,  with  a  branch  office 
in  the  United  States,  desires  to  communicate  with 
American  manufacturers  and  exporters  of  rubber 
goods,  hardware,  tools,  plumbing  supplies,  cutlery, 
enameled  kitchen  utensils,  pharmaceutical  and  chem- 
ical products,  cheap  jewelry,  and  machinery  and 
supplies  for  manufacturing  umbrellas.  Reference. 

No.  23295. — A  firm  in  Brazil  wishes  to  communi- 
cate with  American  manufacturers  and  exporters  of 
cardboard  and  other  paper-making  machinery  and 
machinery  for  making  artificial  leather.  Catalogues 
and  price  lists  are  desired.  Quotations  should  be 
made  c.  i.  f.  destination.  Correspondence  in  Portu- 
guese. Reference. 

No.  23220. — A  man  in  Portugal  is  in  the  market 
for  perfumeries,  soaps,  powders,  etc.  Prices  should 
be  quoted  f.  o.  b.  American  port,  indicating  freight 
rate.  Bank  credit  will  be  arranged  in  New  York. 
Correspondence  may  be  in  English.  Reference. 

No.  23366. — A  man  in  Spain  wishes  to  purchase, 
or  represent  American  manufacturers  of,  perfumery. 
Quotations  should  be  made  c.  i.  f.  Spanish  port. 
The  goods  should  be  packed  in  zinc-lined  wooden 
cases.  Correspondence  may  be  in  English.  Ref- 
erences. 

No.  23319. — A  man  in  Brazil  is  in  the  market  for 
dolls,  mirrors,  neckties,  penholders,  pencils,  shirts, 
watches  and  chains,  suspenders,  garters,  cutlery, 
razors,  brushes,  women's  and  children's  clothing, 
needles,  and  sewing  machines.  Correspondence  in 
Portuguese.  References. 


No.  23196. — A  wholesale  merchant  in  Spain  de- 
sires to  represent  American  manufacturers  and  ex- 
porters of  electric  curling  irons,  wrist-watch  holders, 
travelers'  supplies,  furniture  polish,  safety  razors, 
shoetrees,  etc.  Quotations  should  be  made  c.  i.  f. 
destination.  Correspondence  in  Spanish.  Refer- 
ences. 

No.  23133. — A  man  in  France  wishes  to  secure 
the  agency,  on  a  commission  basis,  for  American 
manufacturers  of  leather  goods,  travelers'  requisites, 
cutlery,  and  other  articles  usually  carried  by  depart- 
ment stores.  Correspondence  preferably  in  French. 
Reference. 

No.  23269. — A  manufacturer's  agent  in  Argentina 
writes  that  he  desires  to  represent  American  manu- 
facturers and  exporters  of  rubber  goods,  post  cards, 
gloves,  kid  leather,  buttonhooks,  buttons,  artificial 
flowers,  imitation  diamond  ornaments,  and  novelties. 

No.  23238. — A  firm  in  England  would  like  to  be 
placed  in  touch  with  American  manufacturers  and 
exporters  of  toilet  preparations,  rubber  goods,  per- 
fumery, patent  medicines,  and  novelties. 

No.  23241. — A  firm  in  Russia,  with  a  branch  office 
in  the  United  States,  would  like  to  communicate  with 
American  manufacturers  and  exporters  of  women's 
shoes,  hosiery,  knit  underwear,  gloves,  garters, 
combs,  pins,  needles,  and  buttons.  Reference. 

No.  23363. — An  importing  firm  in  India  would  like 
to  communicate  with  American  manufacturers  and 
exporters  of  stationery,  carbon  paper,  cash  boxes, 
slates,  slate  pencils,  soap  and  tooth  powder.  Sam- 
ples, prices,  etc.,  are  desired. 

No.  23150. — A  firm  in  Spain  is  in  the  market  for 
imitation  jewelry,  toys,  stationery,  writing  materials, 
optical  goods,  gramophones,  photographic  supplies, 
novelties,  prints,  gift  articles,  etc.  Correspondence 
in  Spanish  or  French.  Reference. 

No.  23260. — A  firm  of  general  merchants  in  Eng- 
land wishes  to  communicate  with  American  manu- 
facturers and  exporters  of  cutlery,  household  sup- 
plies, glassware,  hairdressers'  supplies,  druggists' 
supplies,  stationery  supplies,  enameled  ware,  razors, 
scissors,  and  pocketknives. 

No.  23141. — A  firm  of  agents  and  importers  in  the 
United  Kingdom  wishes  to  purchase  buttons.  Sam- 
ples and  quotations  from  American  manufacturers 
are  desired. 

No.  23071. — An  established  manufacturer's  agent 
desires  to  represent  American  manufacturers  of 
cheap  razors,  cutlery,  jewelry,  and  notions  in  Vene- 
zuela and  the  West  Indies.  References. 

No.  23302. — A  firm  in  Brazil  desires  to  represent 
American  manufacturers  and  exporters  of  perfumes, 
cutlery,  drugs,  needles,  suspenders,  garters,  etc. 
Correspondence  in  Portuguese.  References. 
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A  ROMANCE  OF  THE  TAPE. 

THE  scene  was  the  smoking  car  of  the  Twen- 
tieth Century  Limited  en  route  to  Chicago,  and 
three  commercial  travelers  were  starting  a  conver- 
sation that  would  while  away  the  hour  before  sleep- 
ing time. 

"What's  your  line?"  queried  the  first. 

"Pianos,"  quoth  the  second,  "and  yours?" 

"Toothpicks,"  confided  the  first  man.  "I  guess 
I'm  the  only  exclusive  toothpick  traveler  in  the 
world,  sort  of  a  trust,  don't  you  know,  yet  Uncle 
Sam  has  yet  to  get  after  me  for  being  an  iniquitous 
monopoly  and  causing  pain  and  suffering  through- 
out this  fair  land  of  ours.  I  never  advertise,  you 
know,  for  my  line  is  on  the  tongue  of  every  man, 
woman  and  child  in  the  country." 

The  third  traveler  made  a  very  wry  face  at  this 
sally  and  said,  "Anybody  want  to  know  what  my 
line  is?  Well,  I'll  tell  you  anyhow. 

"Tape." 

"What  kind  of  tape?"  asked  the  toothpick  traveler 
— "tire  tape,  ticker  tape,  tape  worm  or  tape  meas- 
ure?" 

"Bias  Fold  tape,  you  boob;  every  notion  man  on 
earth  and  every  woman  from  Eve  on  knows  what 
'Bias  Fold'  means,  and  what's  more,  I  sell  every  year 
enough  to  make  a  neat  package  with  a  bowknot  to 
spare  of  this  globe  called  the  world." 

The  first  and  second  traveler  sat  up  and  took 
notice,  for  that  was  way  back  in  1896,  when  Wm. 
E.  Wright  started  making  "W.  &  N."  Bias  Fold  Tapt 
at  27-29  Lispenard  street,  New  York — and  the  trav- 
eler's name  was  Wright. 

Since  that  time  the  business  has  grown  enor- 
mously, the  biggest  jobbing  houses  purchasing  heav- 
ily of  the  "W.  &  N.,"  "Monarch"  and  "Meteor" 
Brands. 

They  have  been  compelled  from  time  to  time  to 
enlarge  their  quarters.  In  1900  they  occupied  one 
floor  of  the  building,  40  Lispenard  street,  two  floors 
the  next,  three  the  next  and  four  floors  the  next  and 
finally  cut  through  into  the  next  building,  38  Lis- 
penard street.  They  have  now  leased  the  entire 
building,  315-317  Church  street,  and  will  occupy  the 
entire  building,  excepting  the  street  floor,  where, 
with  the  largely  increased  space  and  improved  fa- 
cilities for  manufacturing,  they  will  be  able  to  at 
least  double  the  output  for  the  coming  year. 

Such  a  house  is  Wm.  E.  Wright  &  Sons  Co.,  which 
consists  of  a  father,  Wm.  E.  Wright,  and  his  five 
sons — namely,  Watson  F.,  Frederick  W.,  Harry  L., 
Chas.  A.  and  James  T.  Wright. 

It  sounds  like  a  theatrical  announcement,  "The 
Wright  Family  in  Their  Famous  Specialty — Spin- 
ning Tape" — but  they  have  held  the  footlights  of 
public  favor  for  eleven  years  and  have  improved 
their  act  each  season. 

They  expect  to  be  booked  solid  to  S.  R.  O.  audi- 
ences throughout  1917. 


CHANGES  AT  S.  LANGSDORF  &  CO. 

THE  new  year  saw  several  changes  at  S.  Langs- 
dorf    &    Co.'s    establishment.    Milton  H. 
Walker,  formerly  of  the  Venetian  Novelty  Company, 
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has  taken  the  position  made  vacant  by  the  resigna- 
tion of  Hugo  Wessler.  Otto  E.  Tischler,  who  for 
the  past  ten  years  has  been  general  manager  for 
Samstag  &  Hilder  Brothers,  has  accepted  a  similar 
position  with  Langsdorf  &  Co.  He  will  assist  Mr. 
Morris  Langsdorf  in  the  general  management  of  the 
business  and  will  have  full  charge  of  all  efficiency 
work. 


HUGO  WESSLER  MAKES  NEW  CONNECTION. 

HUGO  WESSLER,  one  of  the  best  known  and 
most  popular  men  in  the  fancy  goods  trade, 
has  severed  his  connection  with  S.  Langsdorf  &  Co., 
with  whom  he  has  been  associated  for  the  past 
eighteen  years,  and  has  taken  an  interest  in  the 
Manicure  Novelty  Co. 


Hugo  Wessler.  Lew  Joseph. 


This  firm  has  for  many  years  borne  an  enviable 
reputation  for  their  productions,  mainly  manicure 
and  toilet  article  specialties.  Their  main  office  and 
salesroom  is  at  49-53  East  Twenty-third  street,  with 
two  factories  in  New  York  City  and  one  at  Keene, 
N.  H.  They  intend,  however,  to  considerably  en- 
large the  present  line,  but  will  continue  to  specialize 
in  high-grade  manicure  and  toilet  articles,  both 
singly  and  in  sets. 

The  coming  together  of  two  such  practical  and 
energetic  men  as  Mr.  Joseph  and  Mr.  Wessler  augurs 
well  for  the  new  organization.  They  are  both  young 
men,  with  lots  of  vim  and  enthusiasm.  This,  to- 
gether with  their  ability  to  gauge  the  needs  of  the 
trade,  gained  from  years  of  experience,  assures  for 
them  a  brilliant  future.  Mr.  Wessler  started  in  busi- 
ness as  a  boy  with  S.  Langsdorf  &  Co.,  and  by  sheer 
ability,  energy  and  forcefulness  made  himself  so 
valuable  that  before  many  years  had  passed  he  was 
made  a  member  of  the  firm.  He  was  credited  with 
originating  many  of  the  ideas  brought  out  by  his 
firm.  Not  only  is  he  thoroughly  practical  in  the 
production  of  good  selling  merchandise,  but  as  a 
salesman  he  has  few  if  any  superiors,  and  has  a 
splendid  following. 

Mr.  Joseph,  the  founder  of  the  Manicure  Novelty 
Co.,  has  been  in  business  for  a  number  of  years  and 
is  well  and  favorably  known  in  the  trade.  His  suc- 
cess has  been  steady  and  consistent.  Starting  with 
five  employes,  they  number  today  well  over  a  hun- 
dred. He  has  a  well-earned  reputation  for  making 
good  merchandise  and  originating  and  producing 
many  of  the  best  selling  novelties  in  this  particular 
line. 
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Notions  and  Fancy  Goods 


A.  J.  HAGUE  EXEMPLIFIES  OLD  FASHIONED 
HONESTY. 

FOURTEEN  years  since  he  suffered  financial 
reverses  and  now  the  head  of  a  prosperous 
business,  A.  J.  Hague  has  given  the  notion  trade  an 
inspiring  example  of  what  old-fashioned  honesty 
means.  When  his  business  failed  in  1903  Mr. 
Hague  made  an  arrangement  under  which  he  paid 
his  creditors  twenty-five  cents  on  the  dollar,  all  he 
could  at  that  time.  Confidence  in  him  was  further 
shown  when  Mr.  Hague  resumed  business  shortly 
following  the  failure  with  unimpaired  credit. 

He  has  prospered  and  the  old  debts  were  legally 
wiped  off  the  slate.  He  did  not  have  to  make  up 
the  other  seventy-five  cents  on  the  dollar  to  old 
creditors.  But  that  is  what  he  is  now  doing,  so  that 
every  creditor  will  have  dollar  for  dollar  of  what  he 
owed  when  fortune  failed  him  in  1903.  In  acknowl- 
edging receipt  of  the  money  these  old  creditors  write 
letters  of  such  depth  of  feeling  that  it  is  apparent 
that  it  is  not  the  money  but  the  fine  spirit  shown 
which  brings  the  glowing  responses  Mr.  Hague  is 
receiving.  Each  letter  is  a  treasure  that  money 
alone  could  not  measure. 


TREMENDOUS    SUCCESS    OF    THE  SO-E-Z 
SPRING  FASTENER  CAMPAIGN. 

FOR  some  years  past  snap  fasteners  have  stead- 
ily grown  in  popularity.  Prior  to  the  com- 
mencement of  the  European  war  the  trade  was  sup- 
plied very  largely  by  foreign  manufacturers,  com- 
paratively few  snap  fasteners  being  made  in  this 
country.  It  is  extremely  doubtful,  however,  if  at 
that  time  one  person  in  a  thousand  realized  the  tre- 
mendous amount  of  business  done  in  this  particular 
notion  specialty. 

When  by  reason  of  conditions  in  Europe  there 
was  a  cessation  of  shipments  from  Germany  and 
Austria  dealers  here  came  to  at  least  a  partial  realiza- 
tion of  the  amount  of  snap  fasteners  used  in  this 
country,  and  it  was  not  long  before  many  enterpris- 
ing firms  went  into  the  business  of  manufacturing 
fasteners,  succeeding  to  a  more  or  less  extent. 

The  first  productions,  however,  were  far  from 
being  up  to  the  European  standards,  but  gaining 
from  experience,  American  manufacturers  have 
gradually  improved  their  product  to  a  point  where 
some  of  them  satisfactorily  fill  the  vacancy  caused 
by  the  lack  of  imported  goods. 

About  a  month  ago  a  new  fastener  called  the 
SO-E-Z  was  placed  on  the  market  and  immediately 
scored  a  success.  The  response  to  the  advertising 
of  this  new  aspirant  for  favor  was  almost  overwhelm- 
ing, A.  L.  Clark  &  Co.,  the  sole  distributors,  being 
literally  swamped  with  orders.  These  were  not  con- 
fined to  any  one  class,  orders  coming  from  con- 
sumers, retailers  and  jobbers.  With  their  facilities, 
however,  which  are  already  being  considerably  en- 
larged, they  expect  to  be  able  to  fill  all  orders 
promptly. 

These  new  fasteners  are  nicely  put  up  on  attractive 
cards  and  boxed  in  a  way  to  attract  the  attention  of 
customers.  A  very  liberal  advertising  campaign  is 
being  carried  on,  both  to  the  trade  and  the  consumer. 


SHELDON'S  EXPORT  TRADE. 

JD.  SHELDON  CO.,  publishers  of  trade  direc- 
•  tories,  have  recently  issued  a  directory  which 
should  prove  exteremely  valuable  to  firms  desiring 
to  do  business  in  foreign  countries. 

This  work  contains  the  names  and  addresses  of 
buyers  in  New  York  for  foreign  markets.  These 
names  are  conveniently  classified,  giving  the  char- 
acter of  merchandise  bought,  and  the  countries 
bought  for,  also  the  representatives  in  New  York 
of  foreign  houses.   Price  two  dollars. 

O'Neill-DeWitt  &  Co.,  of  Yreka,  California,  under 
date  of  December  29th,  writes,  "We  need  your  jour- 
nal, 'Notions  and  Fancy  Goods,'  on  the  job.  We 
enclose  currency  for  our  1917  subscription." 

Alfred  H.  Bullion,  with  offices  at  717  Market  street, 
San  Francisco,  California,  has  been  appointed  Pa- 
cific Coast  representative  for  the  Frisch  Toilet  Mir- 
ror Co.,  Inc.  Mr.  Bullion  left  San  Francisco  on 
January  10th  for  a  trip  over  the  Coast  territory  to 
show  the  Frisch  lines  of  Toilet  Mirrors  and  Ebony 
Toilet  Sets. 


Joseph  W.  Schloss,  for  many  years  past  located 
at  149  Fifth  avenue,  New  York,  has  leased  new  quar- 
ters at  160  Fifth  avenue,  directly  opposite  his  pres- 
ent location.  Mr.  Schloss  is  making  extensive  al- 
terations and  improvements  in  his  new  quarters, 
but  expects  to  be  all  moved  and  in  condition  to  do 
business  by  February  1st.  The  new  loft  is  on  the 
corner  of  21st  street  and  has  splendid  light  on  both 
street  and  avenue  fronts. 


E.  P.  Bond  &  Co.  will  move  before  February  1st 
to  13-15  East  22nd  street,  New  York,  where  they  will 
have  a  floor  space  of  some  5,000  square  feet.  This 
will  give  them  increased  facilities  for  the  manufac- 
ture and  showing  of  their  lines  of  stamped  linens, 
pillow  tops,  etc.,  etc. 

As  showing  the  pressure  put  upon  manufacturers 
in  England  to  supply  the  extraordinary  demands 
caused  by  the  war,  one  of  the  oldest  concerns  in 
England  manufacturing  brushes,  Hindes,  Ltd.,  which 
has  been  in  existence  for  close  on  to  200  years, 
has  been  supplying  the  British  Government  with 
some  12,000  brushes  a  day. 

Arthur  H.  Bendheim,  of  A.  H.  Bendheim  &  Co., 
and  Norman  Auerhahn,  formerly  of  Cohn  &  Rosen- 
berger,  Inc.,  have  formed  a  co-partnership  under 
the  firm  name  of  A.  H.  Bendheim  &  Co.,  with  offices 
and  sample  rooms  at  11  West  31st  street,  New  York. 
They  are  now  showing  an  exceptionally  attractive 
line  of  jewelry  novelties. 


UNNA'S  MENDING  TISSUE 

Is  put  up  in  three  colors — Black,  Brown,  White 
Always  the  best  by  test 

Manufactured  by 

NEW  YORK  SPECIALTIES  COMPANY 

467  Broadway,  New  York  City 
—ASK  YOUR  JOBBER— 


January,  1917 
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TRADE    ITEMS   OF   UNUSUAL  INTEREST 


The  Duchess  Embroidery  hoops, 
made  and  distributed  by  The  Gibbs 
Manufacturing  Company,  Canton, 
Ohio,  are  having  a  most  phenomenal 
sale.  These  hoops  hold  thick  or  thin 
fabrics  equally  taut  and  have  no 
springs  or  attachments  to  catch  the 
silk.  The  felt  cushion  protects  the 
embroidered  work  from  injury  when 
being  adjusted  in  the  hoops.  They  are 
made  in  both  round  and  oval  shapes 
and  are  one  of  the  best  ten-cent  items 
sold  at  the  notion  and  art  embroidery 
departments. 


Menominee,  Mich.  —  New  Depart- 
ment Store  to  Be  Opened.  —  The 
Square  People  Store,  which  occupies 
the  lower  floor  of  the  Spies  Building, 
Main  street  and  Ogden  avenue,  Me- 
nominee, Mich.,  is  to  be  enlarged  into 
a  department  store.  The  Square  Peo- 
ple Co.  is  increasing  its  capital  stock 
from  $40,000  to  $65,000.  The  third 
floor  of  the  building,  now  occupied, 
will  be  used  in  the  expansion. 


Joseph  L.  Porter  &  Co.  are  doing  a 
phenomenal  business  on  their  Daisy 
Brand  flat-centered,  protected  crochet 
needles.  They  are  carrying  a  com- 
plete stock  of  all  sizes,  and  are  deliv- 
ering to  customers  in  any  assortment 
desired. 


An  exceptionally  good  fall  season 
with  practically  no  let-up  overlapping 
into  the  spring  business  is  reported 
by  Chas.  Strier.  Visiting  buyers  are 
pleased  with  their  spring  line  and 
purchases  so  far  have  far  exceeded 
expectations,  in  fact,  business  from  all 
over  the  states  is  reported  good. 


The  Bradford  Mfg.  Company  is 
putting  on  the  market  a  line  of  silk 
emblems  in  Fleur  de  lys  and  other 
popular  patterns  in  various  colors. 
These  emblems  are  used  appliqued  on 
ladies'  shoes,  which  is  the  very  latest 
fad.  They  retail  at  two  for  twenty- 
five  cents. 


Dieckerhoff,  Raffloer  &  Co.  are  about 
to  put  on  the  market  a  dress  fastener 
which  they  assert  is  a  wonder.  In 
fact,  their  claim  is  that  it  is  not  only 
the  best  fastener  made  in  America,  but 
in  the  world. 


Mr.  M.  A.  Blum,  eastern  representa- 
tive of  Chas.  Strier  reports  good  con- 
ditions prevailing  on  his  preliminary 
trip.  Shelves  are  empty,  which  is 
sufficient  evidence  of  a  good  season  to 
come.  Buyers  are  in  receptive  mood 
and  hungry  for  merchandise. 


The  Venetian  Novelty  Company  is 
showing  a  most  comprehensive  line 
of  French  ivory  goods,  including  hair 
brushes,  mirrors,  etc.    Many  attrac- 


tive designs  are  included  in  the  new 
showings.  Immediate  deliveries  are 
guaranteed. 


Ben  Felsenthal's  leader  is  a  splen- 
did looking  vanity,  which  contains  a 
mirror,  two  coin  receptacles  and 
powder  puff  and  is  certainly  wonder- 
ful value  at  forty-two  dollars  a  gross. 
This  comes  in  two  patterns  and  has 
every  appearance  of  a  dollar  article. 


The  Hob  Manufacturing  Co.,  40 
East  22d  St.,  New  York,  is  this  year 
showing  a  very  exclusive  and  dainty 
line  of  hand-painted  infant's  novelties, 
many  numbers  of  which  are  entirely 
new  to  the  trade.  Women  who  have 
worked  heretofore,  as  lovers  of  art  for 
art's  sake,  or  because  of  a  desire  to 
please  little  ones  in  their  own  home 
or  circle,  have  contributed  valuable 
additions.  Buyers  will  instantly  realize 
that  these  designers  have  a  subtle  ap- 
preciation for  the  whims  of  children 
and  that  their  handiwork  is  human, 
distinctive  and  sure  of  quick  sale. 

Infant's  soft-soled  shoes  and  baby 
bibs  have  been  added  to  the  line  of 
decorated  sets,  rattles,  toys,  coat 
hangers,  carriage  straps,  etc.,  and  the 
showing  is  extensive  and  popular  in 
appeal. 


The  Stern  Manufacturing  Company, 
designers  and  producers  of  French 
Art  Novelties,  have  removed  to  larger 
and  more  convenient  quarters  at  853 
Broadway,  New  York.  Their  new  lo- 
cation is  a  very  convenient  one  for 
buyers,  being  directly  on  the  corner 
of  Broadway  and  14th  Street,  a  stone's 
throw  from  the  Subway  station. 


Baer  &  Lilienthal,  resident  buyers, 
have  leased  a  loft  in  the  Victoria 
Building,  Broadway  and  Twenty-sev- 
enth Street,  where  they  will  occupy 
15,000  square  feet  of  floor  space.  In 
the  new  quarters  they  will  have  indi- 
vidual buyers'  offices,  sample  rooms, 
mailing  rooms  and  other  improve- 
ments. 


Lord   &    Taylor    Increase    Space  for 
Lamp  Department. 

This  progressive  firm  plans  to  give 
more  space  to  their  lamp  department 
on  the  fifth  floor,  which,  at  present, 
occupies  3,200  square  feet.  The  walls 
separating  this  department  from  the 
rest  of  the  floor  will  be  taken  down, 
making  this  department,  which  also 
houses  the  Travel  Bureau,  continuous 
with  the  rest  of  the  floor. 

The  cut-glass  department,  now  lo- 
cated in  the  rear  of  the  main  floor, 
will  be  moved  upstairs  in  the  en- 
larged lamp  department.  The  space 
left  vacant  on  the  main  floor  by  the 
removal  of  the  glass  will  go  to  en- 
large the  trimmings  department, 
which  has  been  cramped  for  room. 


Star  Merchandise  Co.  Remove. 
The  New  York  office  of  the  Star 
Merchandise  Co.  and  the  Wahls  Rib- 
bon Mfg.  Co.,  formerly  at  455  Broad- 
way, with  mills  at  Bethlehem,  Pa., 
will  remove  Feb.  1  to  new  quarters  at 
15  East  18th  street,  between  Broad- 
way and  Fifth  avenue.  Occupying 
the  store,  basement  and  first  floor, 
they  will  be  able  to  carry  a  much 
larger  line  of  merchandise  suitable 
for  their  trade. 


Gloversville,  N.  Y. — Fownes  Glove 
Cutters  Given  Christmas  Bonuses. — 
The  cutters  in  the  Fownes  Bros.  & 
Co.  glove  shop  were  given  a  bonus 
of  from  1  to  3  per  cent,  on  their  wages 
of  1916  as  a  Christmas  gift.  About 
100  men  benefited  by  this  liberality  on 
the  part  of  Fownes  Bros.  &  Co.  Cut- 
ters who  worked  40  weeks  or  more 
during  the  year  received  three  per 
cent,  of  their  wages,  those  who  worked 
30  to  40  weeks  received  2  per  cent., 
while  those  who  worked  less  time  re- 
ceived one  per  cent. 


Canton,  111.— The  E.  H.  Whitney 
Dry  Goods  Co.  recently  purchased 
from  the  receivers  the  stock  of  the 
Sterling  Department  Store,  Sterling, 
111.  The  price  paid  was  $7,902.20.  The 
purchasers  will  continue  to  carry  on 
the  business  in  Sterling. 


The  popularity  of  the  Dansant 
combs,  which  have  met  with  such  a 
wonderful  demand,  bid  fair  to  be  ex- 
ceeded by  the  Society  comb,  another 
winner  gotten  out  by  Chas.  Strier. 
Complete  sample  lines  to  retail  at  all 
popular  prices  from  fifty  cents  to  five 
dollars  are  now  in  the  works  and  will 
shortly  be  presented  to  the  general 
trade.  Buyers  in  town  who  have  in- 
spected the  Society  comb  have  proved 
the  adage  of  the  old  saying,  "The 
proof  of  the  pudding  is  in  the  eating," 
by  anticipating  the  demand  with 
orders  for  this  item,  as  well  as  the 
new  artistically  engraved  and  inlaid 
casque  comb. 


Seattle. — P.  J.  Bornstein  Returns 
from  Trip  to  Orient. — P.  J.  Bornstein, 
secretary  and  treasurer  of  J.  Born- 
stein &  Sons,  Inc.,  notion  jobbers, 
has  returned  from  a  trip  throughout 
the  Orient  in  the  interests  of  his  firm. 
He  has  made  arrangements  to  handle 
several  lines  of  Oriental  textiles,  in- 
cluding a  large  stock  of  Japanese  silk 
shirts  for  men,  in  which  line  the  firm 
will  specialize. 


Denver. — A.  T.  Lewis  &  Son  Dry 
Goods  Co.  to  Erect  New  Home  Cost- 
ing $500,000.  Work  will  begin  in  the 
near  future  on  a  new  six-story  build- 
ing of  white  terra  cotta  for  the  A.  T. 
Lewis  &  Son  Dry  Goods  Co.,  which 
will  cost  $500,000. 
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Notions  and  Fancy  Goods 


A.  J  HAGUE  CO- 

IMPOR/TER-S  &  COMMISSION  MERCHANTS 
SMALLWARES  /\ND  NOTIONS 

4-7  G  BROADWAY 
N&w  York 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co, 


18  W.  33rd  St. 

N.  Y. 


Geo.  S.  Colton  Elastic  Web  Co. 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


POWDER  PUFFS 


Phone:  3403  Gramercy 


Lambs  Wool  and 
Velour  Powder  Puffs 
Ribbon  Novelty  Puffs  and 
Vanity  Bags 

Assortments  sent  on  request. 

MANUFACTURERS  OF  POWDER  PUFFS 
AND  VANITY  BAGS  EXCLUSIVELY 


Chiswo  Novelty  Co. 

7  West  22nd  Street,  New  York 


E.  A.  GUTHMAN  CO. 


Manufacturers  of 


Toilet  Specialties 
and  Art  Novelties 

Originators  of  Novelties  in  Tourist  Cases,  Pull- 
man   Aprons,    Pot    Pourri,    Silk    and  Leather 

Vanities,  etc. 

Importers  of  Sweet  Grass  Baskets 


Will 

remove 
to  137 
Fifth  Ave. 
about 
Feb.  1st 


139-141  West  19th  Street,  New  York 


PAD  GARTERS  and  ARM  BANDS 

FOR  MEN 

HOSE  SUPPORTERS  AND 
FANCY  FRILL  BOW  GARTERS 

FOR  WOMEN  AND  CHILDREN 

The  right  line  for  the  best  job- 
bing trade — attractive  prices — 
prompt  deliveries. 

Crescent  Garter  Company 

515-517  Broadway,  NewYork 


Ladies'  Fancy  Hand  Bags 
and  Belts 

All  New  and  Original  Patterns 

LOUIS  SCHLOSS  CO. 

Salesroom  and  Factory 
39  West  32nd  Street,  Near  Broadway 
NEW  YORK 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  wFancq  Goods 

"Peri-Lusta"  "CnjdtaT 
Mercerized  Cottons  Artificial -Silk 
Embroidery  Materials 

Fancy  Linens  a^d Piece  Goods 

MADEIRA  HAND  EMBROIDERED 

LINENS  w  HANDKERCHIEFS 

Campbell  Metzger^Jacobson 

932-936  Broadway  NewYork  Cor.22wSt. 


January,  191/' 
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™ LAURA 

Bee.  U.  S.  Pat  Office 
Cap  Shape  and  Fringe  Nets 

QUALITY  UNEXCELLED 
PRICES  RIGHT 

All  Colors   in   Stock  lor 
Immediate  Delivery 

Glass  Cabinet  Free 

With  First  Order  of  2  Gross 

The  Laura  Hair 
Novelty  Co. 

949  B'dway.,  New  York 

Flatiron  Building 
Telephone  Gramercy  1409 


ESTABLISHED  1840 


IMPORTERS  5.  JOBBERS  OF 

Broadway 

19  th  and  20th  Sts. 

New  York 


Jf  ttcpurg  Horn  #oob£  Co. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS 
HORN  HAIR  PINS 

Barrettes 
Side  Combs  and  Back  Combs 


Something 
New 

Every  week  in 
Infants  Novelties 

Complete  lines  at 
our   show  rooms 
for  the  inspection 
of  buyers. 

JOSEPH  H.  JOSEPH 

^iStor™      31-33  West  31st  St.,  New  York 

NECK  BANDS 

 1 

WE  MAKE  ALL  OUR  OWN  BANDS 

Buy  Direct  and  get  Perfect  Goods 

Gilinan  B.  Smith  Co.,  Inc.,  45  Greene  Si.,  New  York 


Ladies'  Hand  Bags 

THE  FASTEST  SELLERS  EVER 
PLACED  ON  YOUR  COUNTER. 

nnrpl  A  I  C     T0  RETAIL  from 
JlLLIALj       50c  to  $7.50 

Pay  from  75%  to  100%  profit 

Send  for  selection  package 
Half  dozen  of  a  number 

WRITE  TODAY 

DAN.  I.  MURRAY 

39  West  32nd  St.  (near  Broadway),  New  York 


SnaPARET-S"  "S* 

•  m  e  & 


CARETS" 


$  $  $  9  0  9 

'SnAPAR-ETS"  "SnAB-ARETS" 

£        ^        £  ^        £  £ 

999  &  «  9 

e  $  s  9  o  m  # 

•  it  mWm 
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THE  HOUSE  FOR 

Immediate 
Deliveries 

1/0  2/0  3/0  4/0 

"SNAPAR-ETS 

America's  Best  Fastener 

It >s  Got  the  Snap! 

SNAP  FASTENER 
SALES  CO. 

CORP. 

47  W.  34th  St.,  New  York 

Tel.  Greeley  2682 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 
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When  You  Place  an  Order  With  a  Member 

OF  THE 

BUTTON,  NOTION  AND  DRESS  TRIMMING 
PROTECTIVE  ASSOCIATION 


YOU  CAN  BE  SURE 

That  it  will  have  quick  and  thorough  at- 
tention. A  feature  of  the  B.N.&D.T. P.  A. 
work  is  that  members  strive  to  make  it 
evident  to  everyone  that  Association  houses 
are  well  equipped  to  render  every  service 
consistent  with  fair,  up-building  business 
methods. 

And  that  fact  alone  makes  it  important  that 
every  business  man  in  the  lines  covered  by 
the  Association  should  inquire  into  the  ad- 
vantages to  be  derived  through  membership. 

Send  your  name  in,  requesting  full  details 
regarding  the  Association.  Address,  Sec- 
etary, 

Button,  Notion  &  Dress  Trimming  Protective  Ass  n 

225  Fifth  Avenue,  New  York 


Brunswick  Building 
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Notions  and  Fancy  Goods 


IF  YOU  MAKE 


COVERED  BUTTONS 


The 
Menkin  Way 
Makes 
Button 
Covering 
Pay 


MENKIN  SERVICE 
WILL  HELP  YOU 


What  Is  Menkin  Service? 


The 
Menkin  Way 
Makes 
Button 
Covering 
Pay 


Style  Creation 
Sales  Promotion — Prompt  Delivery 


For  more  than  60  years  we  have  Promoted,  Created  and  Produced 
covered  button  supplies.  The  name  of  "Menkin"  is  associated  in  the 
trade  with  style  progress.  Each  season  we  design  new 
and  attractive  buttons — and,  what  is  better,  our  custom- 
ers are  able  to  make  the  new  styles  at  a  moderate  cost. 
NO  NEW  DIES  ARE  NEEDED!  Only  INTERCHANGEABLE 
Centre-Pieces,  costing  from  75c.  up,  depending  upon  size  and  style. 
These  Centre-Pieces  fit  into  the  popular-style  dies  like  Half-Ball, 
Full-Ball,  Globe,  etc. 


Style 
Creation 


H  Systematic  methods  of  stock  arrangement  and  shipping  practice  are  = 

EE  behind  our  "within-the-hour"  deliveries  and  insure  accurate  order 

=  p                  filling.  = 

H  nro.mP          We  carry  a  stock  of  more  than  2,500  button  parts  of  EE 

|  Uelivery       hundreds  of  styles.  §J 

=  Our  aim  is  to  overcome  the  obstacles  of  time  and  place.     We  = 

^ja  aim  to  satisfy  Pacific  Coast  customers  as  easily  and  completely  as  = 

=J  New  York  customers.                                                                   ,  S 

=  Ask  to  have  your  name  placed  on  our  1917  Sales  Promotion  List. 

=  We  can  help  you  most  effectively  if  you  will  send  the  name  of  the  "EL 

IE  machine  you  use  and  the  styles  and  sizes  of  buttons  you  now  = 

j=j  make.  § 

We  furnish  the  "Boost"— You    supply    the    "Push."  I 

[  S.  MENKIN,  INC.  I 

EE  60  Years  Experience  "Behind  Our  Service  EE 

|  147  WEST  28th  STREET                                               NEW  YORK  | 

%/IIIIIIIIIIIIIIIIIIIIIIIIIIH 
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Once  Around  the  Button  Market 

Conditions  now  prevailing,  and  items  of  news  gathered  from  Highways  and  Byways  in  the  Interests 

of  Buyers. 


SO  many  trade  conditions  are  pointing  to  a  ban- 
ner year  in  the  button  industry  that  it  is  all 
the  more  important  for  everyone  in  the  line  to 
recognize  this  as  the  time  of  times  to  do  constructive 
work  with  an  eye  to  future  business.  Novelty  but- 
tons of  every  kind  are  in  keeping  with  the  needs  of 
the  latest  fashions  for  women.  Buttons  for  men's 
wear  are  looking  more  to  quality.  And  more  for- 
tunate than  all,  the  button  departments  of  the  retail 
stores  show  unmistakable  signs  of  coming  into  the 
full  light  of  prominence  that  they  should  have. 

Although  many  button  manufacturers  have  been 
hard  put  to  get  enough  operatives,  due  to  the  war 
wages  paid  by  munitions  makers,  the  output  has 
made  up  in  quality  for  any- 
thing that  is  lost  in  volume. 
This  fact  alone  is  responsible 
in   a   large   measure   for  the 
greater  attention  that  is  now 
being  paid  to  excellence  of  de- 
sign and  workmanship.    It  can 
truly  be  said  that  the  day  of 
selling  buttons  that 
merely  button  is  past 
and  present  usage  re- 
quires but- 
tons that  or- 
nament. 

Not  the 
least  of  the 
good  indica- 
tions is  the 
keen  rivalry  between 
makers  of  dresses 
and  makers  of  suits 
for  supremacy  in  the 
fashions  of  spring. 
Recognizing  the  need  of  ornamentation,  the  suit 
houses  have  given  their  best  thought  to  the  effective 
use  of  buttons,  which  are  a  natural  trimming  for 
suits.  Fortunately  the  really  cheap  button  has  al- 
most disappeared  from  the  market  and  both  suit  and 
dress  houses  are  looking  to  the  desirability  of  the 
styles  of  buttons  rather  than  the  prices.  Practically 
every  button  that  is  worn  today  is  of  domestic  make, 
and  the  manufacturers  have  yet  to  catch  up  with 
the  demand  for  home  consumption. 

The  great  use  of  buttons  in  this  country  has  large- 
ly prevented  American  manufacturers  from  seeking 
export  fields.  In  a  way,  this  is  unfortunate,  for 
when  peace  is  re-established  in  Europe  we  are  likely 
to  be  strangers  in  foreign  markets  where  our  goods 
now  have  every  opportunity  to  enter.  Meanwhile 
Japan  is  energetic  as  an  exporter,  though  more  espe- 
cially of  pearl  buttons  than  any  other  variety.  The 
Land  of  the  Rising  Sun  sold  American  customers 
$212,369  worth  of  pearl  buttons  in  the  fiscal  year 
1915,  showing  that  her  cost  of  production  is  to  be 
reckoned  with  at  any  time  we  may  compete  with 


By  courtesy  of  Samstag  &  Hilder  Bros 


Japan  for  business  abroad.  However,  the  pearl  but- 
ton bill  we  ran  up  with  Japan  is  not  necessarily  an 
indication  of  a  too  heavy  overhead  expense  in  Amer- 
ican factories.  More  likely  it  is  the  natural  result 
of  an  extremely  heavy  demand  for  pearl  buttons, 
which  still  continues,  making  it  necessary  to  look 
abroad  for  additional  quantities.  The  best  proof  of 
our  ability  to  hold  our  own  is  to  be  found  in  the 
fact  that  with  Japan  competing  against  us  for  Can- 
ada's pearl  button  orders  we  sell  vast  quantities  to 
our  northern  neighbor. 

Covered  buttons  are  developing  their  market  as 
was  never  done  before.  They  have  adopted  the 
trade  developing  methods  which  best  suit  this  vari- 
ety of  buttons.  That  is,  they  are  pay- 
ing attention  to  the  made-to-order 
feature,  which  is  undoubtedly  the 
strongest  feature  of  the  covered  button. 
Other  varieties  are  equally  progressive, 
as,  for  instance,  the  celluloid 
buttons  which  have  come  out 
for  the  new  season  in  a 
wonderful  a  r- 
ray  of  styles. 
Glass  buttons 
are  in  good 
demand 
and  would 
be  still 
more  pro- 
minent in 
the  fash- 
ions if  the  output 
of  the  several  do- 
mestic manufac- 
turers in  this  line 
could  be  increased 
materially.  Wherever  you  turn  in  the  button  busi- 
ness there  is  nothing  but  activity,  wood  buttons, 
horn  buttons,  buttons  of  composition,  ivory  and  bone, 
they  are  all  sharing  in  the  general  prosperity.  Metal 
buttons  are  being  produced  in  some  remarkably  good 
shapes  and  colors,  and  their  manufacturers  are 
limited  only  by  the  rising  cost  of  materials,  a  con- 
dition that  all  branches  of  the  button  industry  feel 
in  common  with  other  lines  of  manufacturing.  Al- 
though crochet  buttons  have  been  doing  only  a 
nominal  business  for  the  past  six  months  they  are 
looking  up  better  as  the  spring  season  advances  and 
they  should  do  equally  as  well  as  any  other  class  of 
buttons. 

Just  now,  with  department  store  stocks  in  the  pro- 
cess of  clearing  out,  the  important  thing  to  consider 
is  a  plan  that  will  serve  to  boost  button  sales  at  the 
retail  counter.  Manufacturers  should  give  some 
thought  to  preparing  dealer-helps.  New  style  cabi- 
nets and  other  counter  displays  should  be  gotten  up 
with  the  same  care  as  if  automobiles  instead  of  but- 
tons were  to  be  marketed. 
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Notions  and  Fancy  Goods 


There  appears  to  be  an  increasing  demand  for 
ivory  buttons,  not  only  from  the  counter  trade,  but 
from  manufacturers  of  women's  clothing.  Regard- 
ing sizes,  the  demand  is  not  confined  to  any  par- 
ticular size,  for  instance,  while  considerable  business 
is  being  done  on  patterns  running  up  to  36  lines, 
there  appears  to  be  an  increasing  call  for  the  larger 
sizes,  particularly  45  lines. 

Many  manufacturers  are  already  showing  a  rep- 
resentative line  of  ivory  buttons  for  spring  selling, 
and  a  good  business  is  looked  for.  Market  condi- 
tions as  to  prices  have  never  been  quite  as  uncertain 
as  they  have  been  during  the  past  few  months.  Prices 
on  the  larger  sizes,  from  40  lines  up,  have  increased 
considerably  during  that  time,  and  a  still  further 
advance  is  not  at  all  unlikely,  and  will  probably  have 
to  include  the  smaller  sizes  in  the  near  future. 

This  matter  of  price  is  one  which  is  entirely  out- 
side of  the  province  of  button  manufacturers  to 
prevent.  There  is  a  universal  shortage  of  suitable 
stock  for  making,  particularly  the  larger  sizes.  The 
wonder  is  that  prices  were  not  advanced  long  ago, 
as  for  some  time  past  manufacturers  have  been  pay- 
ing vastly  increased  prices  for  raw  material  as  well 
as  paying  considerably  higher  rates  for  labor.  The 
small  advances  recently  made  do  not  represent  in 
any  way  the  actual  increase  in  the  cost  of  production. 

While  staple  buttons  continue  to  hold  their  own, 
there  is  a  decided  demand  for  odd  shapes,  antique 
patterns  and  filigree  ideas.  These  are  shown  to  a 
considerable  extent  in  galalith,  and  various  imita- 
tions of  ivory  and  tortoise  shell,  both  in  white  and 
plain  colors,  as  well  as  in  combinations,  the  latter 
being  particularly  favored. 

In  describing  some  of  the  latest  models  of  skirts 
for  spring,  "Women's  Wear,"  an  undoubted  author- 
ity, in  speaking  of  skirts  with  belts,  says :  "Many 
of  the  belts  are  of  folds  or  crush  effects,  and  skirts 
not  having  other  trimmings  are  decorated  with  but- 
tons in  many  instances  made  of  the  same  material 
as  the  skirt.  Buttons  on  pockets,  belts  or  from 
waist  to  hem  down  the  front  of  the  skirt,  and  in  size 
they  range  from  a  half  inch  to  two  inches  in  diam- 
eter." 


NOVELTY  BLOUSE  BUTTONS. 

AMONG  the  new  blouse  effects,  many  of 
them  already  proving  their  attractiveness  by 
the  quick  way  they  are  taking  in  the  best  known 
stores,  an  artistic  use  of  fancy  buttons  is  one  of  the 
important  developments  of  the  spring  styles.  Per- 
haps the  most  unique  of  the  button-trimmed  blouses 
is  one  using  pearl  buttons  in  cuff  link  fashion  on  the 
sleeves.  This  idea  can  be  extended,  using  novelty 
celluloid,  galalith,  glass,  metal,  or  other  kinds  of 
buttons.  As  blouses  have  every  promise  of  coming 
in  big  for  the  spring  season  it  will  well  repay  the 
button  and  trimming  houses  to  offer  the  blouse 
makers  every  facility  for  obtaining  good  novelties. 
Buttons  are  so  thoroughly  used  in  the  fashions  that 
it  is  unnecessary  to  urge  them  merely  as  buttons. 
But  it  is  highly  important  to  see  that  every  item  of 
apparel  has  full  opportunity  to  get  the  best  button 
novelties  that  are  to  be  had.  Try  suggesting  a  few 
ideas  for  pretty  button  effects. 


Covered  and  crochet  buttons,  very  small  in  size, 
are  profusely  used  on  a  number  of  dainty  blouses. 
One  style  uses  a  row  of  tiny  covered  or  crochet  but- 
tons, set  close  together,  from  the  cuff  to  the  shoulder 
of  each  sleeve,  then  another  row  on  the  front  of  the 
blouse.  Still  other  styles  run  these  small  buttons 
all  around  the  neck,  or  around  the  bottom  of  the 
blouse,  at  the  belt. 

In  view  of  this  promising  condition  in  the  blouse 
trade  it  seems  quite  logical  that  suits  and  separate 
skirts  will  play  a  large  part  in  this  year's  fashions. 

In  spite  of  our  boasted  independence  of  foreign 
sources  for  inspiration,  there  is  no  denying  the  fact 
that  the  motifs  for  many  of  the  handsomest  buttons 
of  domestic  manufacture  come  from  Paris.  The  in- 
fluence that  Paris  exerts  today  on  the  fashions  in 
buttons  is  shown  by  the  large  amount  of  pearl,  ivory 
and  pyroxylin  used,  made  after  Parisian  designs. 
We  are  also  constantly  receiving  small  shipments 
of  glass  and  porcelain  buttons  from  the  same  source. 
Many  of  these  have  floral  designs  burned  in,  similar 
to  the  china  buttons  which  were  so  popular  some 
seasons  ago. 

OUR  COVER  DESIGNS. 

(By  Pictorial  Review.) 

The  chic  modern  costume  is  just  one  button  after 
another,  whether  it  be  the  tailleur  or  slip-on  frock. 
Braid  and  buttons  sound  a  pleasing  decorative  note 
in  the  first  model  in  the  cover  group.  The  Russian 
blouse,  which  has  taken  unto  itself  greater  length, 
is  developed  in  the  new  satin  jersey,  while  the  skirt 
is  of  broadcloth  in  the  same  shade.  The  sleeves  and 
pockets  also  are  new.  (Pictorial  Review)  (Waist  No. 
7135.  Sizes  34  to  44  inches  bust.  Skirt  No.  7130. 
Sizes,  22  to  36  inches  waist.) 

The  sports  costume,  far  from  being  immune  from 
button  decorations  courts  them  assiduously.  Cer- 
tainly they  add  to  the  trig  appearance  of  the  second 
design,  carried  out  in  natural  color  pongee.  (Coat 
No.  7142,  Sizes,  34  to  46  inches  bust.  Skirt  No. 
7086,  Sizes,  24  to  36  inches  waist.) 

Foulard  silk  in  a  delightful  shade  of  raisin  is  used 
for  the  slip-on  frock  illustrated  in  the  third  figure 
of  the  group.  The  collar  and  lower  edge  of  the 
skirt  are  outlined  with  a  band  of  panne  velvet  in 
self-color.  The  broad  belt  is  a  Poiret  effect,  wonder- 
ful in  its  color  blendings.  (Costume  No.  7131.  Sizes, 
34  to  44  inches  bust.    Price  25  cents.) 

Just  what  the  well-dressed  woman  needs  for 
morning  wear  is  pictured  in  the  last  frock,  designed 
for  a  Palm  Beach  wardrobe.  Blue  linen  is  used, 
being  trimmed  with  a  belt  collar  and  pocket  flaps 
of  embroidered  linen.  White  pearl  buttons  trim  the 
front  of  the  dress  and  the  sleeves.  (Costume  No. 
7096.  Sizes,  34  to  44  inches  bust.  Price  of  each 
number  in  this  group,  20  cents,  unless  otherwise 
stated).  Price  25  cents. 

REAL  ADVERTISING. 

RANDOM  advertising,  like  random  shooting  in 
the  woods,  fails  to  bring  down  the  game.  Ad- 
vertising— the  real  kind — is  a  continuous  campaign 
closely  related  to  salesmanship,  and  no  business 
house  would  hire  salesmen  just  for  a  day  or  a  week. 
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Button  Boxes  for  January  Sales 

And  Other  Means  Whereby  Buttons  Can  Be  Made  a  Valuable  Feature  of  the  Big  Post-Holday's 

Notion  Event. 


THERE  are  ample  reasons  for  studying  the 
possibilities  of  the  button  counter  in  connec- 
tion with  the  big  February  sale  of  notions.  Always 
remembering  that  the  real  purpose  of  the  sale  is  to 
replenish  milady's  sewing  basket,  it  is  apparent  that 
a  few  well  chosen  cards  of  buttons,  each  card  repre- 
senting the  kind  that  will  serve  for  a  given  use,  are 
among  the  needful  things  that  every  woman  likes  to 
have  at  hand.  If  you  want  to  make  a  real  hit  just 
let  your  mind  run  to  figuring  out  an  assortment  of 
carded  buttons  such  as  will  be  called  into  service  in 
every  home  before  the  year  is  out. 

Such  are  the  possibilities  of  the  scheme  that  by 
the  exercise  of  a  little  ingenuity  you  can  plan  a 
special  Button  Box  to  take  the  place  of  the  old- 
fashioned  one  in  which  women  from  time  immemor- 
ial have  deposited  the  few  odds  and  ends  of  buttons 
that  they  could  collect  about  the  house.  Let  the 
up-to-date  Button  Box  be  a  serviceable  one,  but 
decorative,  preferably  with  a  hinged  top.  It  can  be 
of  cardboard,  silk,  split  cane  or  whatever  novelty 
material  and  style  you  think  will  catch  the  fancy. 
As  to  the  contents,  let  us  see. 

Undoubtedly  the  faithless  thread  of  more  than  one 
man's  shirt  or  underwear  button  will  part  it  from 
its  place  in  the  course  of  many  buttonings,  un- 
buttonings  and  excursions  to  the  laundry.  By  this 
token  you  can  know  that  a  card  of  pearl  buttons, 
shirt  size,  will  be  suited  to  the  aim  for  which  the 
Button  Box  is  put  together.  Also,  a  larger  size  of 
pearl  buttons  will  account  for  another  card,  this  one 
for  underwear.  Then  there  are  vest  and  trouser  but- 
tons which  fly  off  when  time  and  temper  is  short, 
and  a  card  of  ivory  or  composition  buttons,  vest 
button  size,  would  be  about  right.  Men's  coat  but- 
tons are  just  as  fickle,  so  there  ought  to  be  a  card 
of  these,  and  that  brings  us  up  to  four  cards  for  the 
Button  Box.  Last,  but,  as  the  saying  goes,  not  least, 
there  should  be  several  cards  of  fancy  buttons  for 
women's  wear.  Here,  by  the  bye,  is  an  excellent 
choice  to  dispose  of  any  unsalable  buttons  of  the 
fancy  kind  that  have  outstayed  their  welcome  in  your 
stock.  The  number  of  cards  to  each  set  for  the  box 
would  be  a  matter  best  decided  by  the  price  for 
which  the  Button  Box  is  arranged  to  sell. 

One  thing  is  certain.  With  each  Button  Box  you 
insure  the  sale  of  a  fair  number  of  buttons.  Carried 
out  still  further,  a  Fastener  Box  might  also  be  put 
up.  Every  size  of  dress  fastener  from  0000  to  1 
might  be  represented  by  a  card.  Or  perhaps  a  card 
or  two  of  dress  fasteners  might  be  included  in  the 
Button  Box,  instead  of  having  a  special  box  for 
fasteners. 

Either  or  both  of  these  special  boxing  ideas  would 
be  appropriate  and  useful,  besides  actracting  some 
added  attention  as  a  featut  e  in  the  notion  sale.  How- 
ever, there  are  other  ways  of  getting  buttons  into  a 
profitable  place  as  part  of  the  sale. 

It  is  customary  to  have  an  aisle  table  well  covered 


with  broken  lots  of  buttons  that  it  is  desirable  to 
dispose  of  quickly,  even  at  a  slight  loss.  There  is 
no  need  of  pricing  them  ridiculously  low.  It  would 
serve  no  good  purpose  to  do  so.  Many  buyers  rely 
upon  the  eye-effect  created  by  the  table  with  its 
loosely  piled  up  cards  of  buttons  as  attraction 
enough,  of  course  including  several  price  tickets. 
Other  buyers  have  special  button  cards  printed  and 
put  girls  to  work  at  sewing  all  the  buttons  for  the 
sale  on  the  special  cards.  This  has  the  advantage 
of  freshening  up  the  appearance  of  the  offerings  to  a 
valuable  degree,  as  old  cards  become  discolored, 
broken,  dusty  and  finger  marked. 

The  demand  for  buttons  is  so  great,  owing  to  their 
use  in  every  conceivable  manner,  that  the  notion  sale 
would  lose  a  strong  feature  by  failing  to  do  justice 
to  them.  Also,  since  buttons  are  being  supplied  by 
domestic  manufacturers  almost  exclusively,  the 
styles  are  changed  more  often,  which  recommends 
the  quickest  possible  turnovers  on  the  part  of  the 
retail  stores.  In  closing  this  subject,  just  a  word — 
now  that  many  button  sources  are  the  breadth  of  the 
ocean  distant  you  are  right  in  the  midst  of  America's 
new  advantage  as  creator  and  producer  of  the  world's 
buttons.  When  Europe  made  buttons  her  people 
lost  nothing  by  the  fact.  Look  at  the  advantages  in 
your  proximity  to  the  source  and  you  will  find  them 
inestimable. 


IVORY  MAKERS  ON  PRICE  QUESTION. 

A GREAT  deal  has  been  said  regarding  the 
maintaining  of  prices  that  are  consistent  with 
the  cost  of  production  and  selling.  A  recent  action 
on  the  part  of  the  ivory  button  manufacturers  has 
been  to  arrive  at  a  fair  selling  basis  which  will  pro- 
tect the  manufacturer  and  at  the  same  time  allow  the 
ultimate  consumer  to  obtain  this  variety  of  buttons 
at  a  reasonable  cost.  One  of  the  first  features  to  be 
considered  is  that  the  action  of  any  class  of  manu- 
facturers in  establishing  by  common  consent  what 
shall  be  the  minimum  sales  price,  based  on  cost  of 
production,  is  not,  according  to  government  authori- 
ties, considered  as  an  active  restraint  of  trade.  On 
the  contrary,  the  government  is  assisting  various 
industries  to  arrive  at  a  clearer  understanding  of  how 
to  conduct  business  without  loss.  In  certain  in- 
stances this  means  a  reduction  of  prices,  but  more 
often  the  real  need  is  for  an  increase  on  prices  pre- 
vailing at  the  time  that  the  cost  investigation  is 
made. 


NOT  long  ago  a  lady  approached  a  notion  coun- 
ter in  a  big  department  store  and  asked  to  see 
some  buttons.  After  they  were  shown  to  her  she 
expressed  a  desire  to  take  them  to  the  door,  where 
the  light  was  better,  to  examine  them.  The  sales- 
person said  that  some  one  would  have  to  go  with  her. 
"All  right,"  was  her  reply,  "send  a  policeman." 
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Notions  and  Fancy  Goods 


Buttoning  the  Button 

A  Close-Up  Study  of  the  Almost  Forgotten  Home  Science  of  Sewing  on  Buttons. 


THERE  is  more  to  buttoning  a  button  than  will 
be  seen  by  those  who  call  it  done  when  they 
have  pressed  one  through  a  buttonhole.  In  the  city 
of  Providence  long  ago  a  tailor  used  to  discover  what 
qualities  his  new  helpers  owned  by  putting  them 
through  what  he  called  "the  button  test."  The  new 
man  was  asked  if  he  knew  how  a  button  should  be 
buttoned.  Of  course  the  answer  was  an  affirmative. 
Then  the  tailor  would  hand  him  a  button  and  ask  him 
to  demonstrate. 

Many  a  man  saw,  or  thought  he  saw.  a  good- 
natured  joke  intended  by  the  tailor  who  thus  handed 
him  a  loose  button,  for  who  does  not  know  that  a 
button  must  be  sewed  on  before  it  will  button. 
Accordingly,  the  loose  button  was  disregarded  and 
the  man  would  proceed  to  demonstrate  by  simply 
buttoning  his  coat.  "Now,"  said  the  tailor,  "you 
have  overlooked  the  work  I  hired  you  for,  the  work 
that  must  be  done  before  buttoning  with  a  button 
is  possible.  You  button  your  coat  like  a  customer. 
I  want  you  to  button  coats  as  a  tailor  should,  by 
sewing  the  buttons  on." 

It  was  a  strict  test  from  which  few  came  out 
victorious,  but  up  to  this  point  it  was  purely  an 
object  lesson.  The  final  test  was  of  the  man's  ability 
to  sew  the  button  upon  a  garment  in  the  proper 
way  and  place,  still  more  difficult  for  one  new  to  the 
thorough  methods  which  made  the  tailor  of  Provi- 
dence famous.  By  such  means  he  impressed  upon 
his  helpers  that  they  must  have  only  a  tailor's 
thoughts  while  they  worked. 

A  garment,  a  button,  a  needle  and  thread,  together 
they  suggest  a  task  of  rare  simplicity.  And  yet  it 
is  seldom  that  the  work  is  performed  with  real  un- 
derstanding either  of  the  correct  button  for  a  given 
use  or  of  why  the  sewing  should  be  done  a  certain 
way  rather  than  any  way.  If  there  is  any  place 
where  knowledge  of  how  to  use  buttons  should  be 
dispensed  as  part  of  the  day's  work,  that  place  is  at 
the  button  counter  in  every  retail  store.  In  "the 
button  test"  there  is  a  practical  hint  for  the  button 
buyer  and  every  clerk  in  the  department. 

To  hundreds  of  thousands  of  women  the  science 
of  sewing  a  button  is  unknown.  They  are  especially 
the  women  of  our  cities  who  buy  ready-to-wear  gar- 
ments, on  which  buttons  are  placed  by  means  of  a 
few  insecure  turns  of  thread.  Realizing  that  ready- 
to-wear  garments  must  be  produced  at  a  price  and 
still  retain  the  features  which  make  them  saleable, 
the  manufacturers  save  something  on  the  cost  of  pro- 
duction by  leaving  the  permanent  sewing  of  the 
button  to  the  woman  who  will  wear  the  garment. 
And  the  woman  has  not  learned  the  right  method  of 
doing  it.  She  grew  up  in  a  ready-to-wear  age  and 
it  seemed  useless  to  learn  button  sewing.  From 
years  of  experience  with  the  incorrect  methods  of 
sewing  them  on  ready-to-wear  she  falls  into  the  belief 
that  a  few  turns  of  thread  will  prove  satisfactory, 
however  made. 

Perhaps  it  does  not  so  much  matter  if  it  is  a  button 


that  is  entirely  ornamental  and  is  not  ever  buttoned, 
though,  in  any  case,  it  would  be  better  to  sew  it  as 
it  should  be  done.  However,  one  thing  at  a  time, 
and  this  time  let  it  be  the  instance  of  a  wife  who  is 
asked  to  replace  a  button  for  her  husband  or  her  son. 
First  of  all,  see  that  when  she  comes  to  your  counter 
for  a  new  set  she  receives  the  button  which  is  suited 
to  the  use  intended,  of  which  more  will  be  said  an- 
other time,  for  that  is  another  story. 

That  done,  be  ready  with  a  button  needle,  which 
is  stubbily  short,  and  show  her  that  the  way  to  pro- 
ceed is  with  a  skein  length  of  linen  thread,  either  No. 
40  or  No.  30  for  men's  outer  garments.  Thread  the 
needle.  Now  the  ends  should  be  brought  together 
and  knotted.  Wax  the  thread.  Now  hold  the  needle 
in  the  teeth,  draw  the  thread  taut  and  twist  it  into  a 
button  cord.    It  is  ready  for  use. 

Two  back  stitches  should  first  be  made  beneath 
where  the  button  will  go,  the  stitches  being  on  the 
top  of  the  cloth,  not  through  to  the  under  side.  If 
it  is  a  four-hole  button  take  a  turn  of  the  "cord" 
through  two  parallel  holes  and  back  into  the  cloth. 
Next  pass  the  needle  into  the  button,  going  through 
the  other  two  holes.  To  complete  it  run  the  button 
cord  twice  more  through  each  set  of  holes,  and  the 
result  will  be  three  "cords"  in  each  set  of  holes, 
lying  in  this  fashion :  ^  This  method  of  sewing 
in  parallel  lines  gives  the  button  the  greatest  amount 
of  "play"  when  turning  the  edge  upward  to  pass  it 
through  the  buttonhole.  Also  it  obviates  the  fric- 
tion caused  when  the  cords  are  crossed  in  the  man- 
ner (X)  seen  in  much  of  the  temporary  sewing  of 
buttons  on  ready-to-wear  garments. 

But  there  is  more  regarding  this  subject.  It  must 
be  remembered  that  the  space  between  the  back  of 
the  button  and  the  surface  to  which  it  is  sewed  must 
be  equal  to  the  thickness  of  the  buttonhole.  Unless 
this  is  provided  for  the  cloth  about  the  buttonhole 
will  pucker  when  the  garment  is  buttoned.  This 
feature  is  taken  care  of  by  making  a  pillar,  or  neck, 
winding  the  button  cord  around  the  twelve  short 
strands  between  the  button  back  and  cloth  surface. 
Beginning  where  the  cord  last  emerged  from  the 
cloth  after  the  final  turn  through  the  button,  the 
pillar  is  formed  by  binding  the  twelve  strands  in  an 
upward  spiral  so  that  the  last  turn  is  at  the  top  of 
the  pillar,  nearest  the  button  back.  Finally,  the 
needle  is  passed  twice  through  the  pillar,  and  the 
work  completed  by  cutting  the  cord.  Buttoning  a 
button  is  no  harder  when  done  in  the  right  way,  with 
the  added  certainty  that  every  button  sewed  in  this 
way  will  remain  in  its  place  during  the  lifetime  of 
the  garment. 

It  would  pay  the  well-conducted  button  depart- 
ment to  have  printed  instructions  for  the  correct 
sewing  on  of  buttons.  In  the  form  of  leaflets  they 
should  prove  an  interesting  and  valued  help  to  every 
shopper.  The  leaflets  should  be  distributed  at  the 
button  counter,  just  the  place  they  belong,  and  there 
to  be  taken  by  the  shopper  just  when  her  mind  is  on 
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buttons.  At  least  twice  a  year  something  of  the 
sort  should  be  sent  to  all  customers  of  the  store. 

Harking  back  to  the  tailor  of  Providence,  there  is 
to  be  said  that  his  son  and  his  son's  son  followed  in 
his  footsteps  and  today  the  grandson  is  highly  paid 
for  giving  the  added  touch  in  men's  attire  at  a  fash- 
ionable tailor's  on  the  Avenue,  New  York. 


SELLING  BUTTONS  IN  THE  SOUTH. 
A  Glimpse  of  the  Methods  Adopted  by  a  Large 
Southern  Concern — Some  Points  on  the  Impor- 
tant and  Little  Things  Like  Buttons. 

OMITTING  the  months  of  November  and 
December,  one  of  the  large  department  stores 
of  the  South  features  special  monthly  notion  sales. 
Preparations  for  the  January  sale  of  notions  and 
buttons  are  made  immediately  after  the  January 
inventory.  Although  the  climate  is  unlike  that  of 
the  North,  there  is  the  same  custom  of  preparing  for 
spring  sewing  along  about  the  first  of  the  year,  a 
fact  which  makes  the  button  sale  in  connection  with 
the  sale  of  notions  at  this  time  one  of  particular 
value  and  interest,  especially  so  that  they  offer  but- 
tons for  sale  in  a  different  way  than  they  are  ordi- 
narily sold  and  at  different  prices. 

During  the  inventory  this  firm  puts  aside  all 
broken  lots  of  buttons,  together  with  those  that  have 
proved  to  be  slow  in  selling.  The  sale  assortment 
having  been  decided  in  this  way,  the  buttons  are 
remarked.  Meanwhile  a  special  lot  of  cards  have 
been  printed,  made  expressly  for  this  sale.  Three, 
four,  six  or  a  dozen  buttons  are  resewed  on  each 
card  that  is  marked  to  sell  at  ten  cents.  The  price 
is  unvarying  and  serves  to  do  away  with  any  ques- 
tion as  to  the  amount  of  money  that  a  shopper  may 
feel  disposed  to  pay.  Her  choice  of  cards  becomes 
simply  a  matter  of  selecting  the  buttons  desired,  and 
she  looks  at  buttons  instead  of  prices,  thereby  reduc- 
ing the  selling  problem  by  at  least  fifty  per  cent. 

In  a  sale  of  small  items  such  as  buttons  and  no- 
tions, there  is  no  doubt  but  that  the  time  required 
to  effect  each  sale  has  a  lot  to  do  with  the  financial 
showing  of  the  department.  Certainly  buttons  offer 
a  striking  example  of  the  truth  of  this  statement. 
It  will  be  noted  that  the  ten  cents  a  card  plan  has 
an  indirect  value  in  that  it  brings  to  the  shopper's 
mind  the  reminder  that  the  store  on  these  occasions 
offers  extra  values  in  goods  with  which  the  regular 
5  and  10  cent  stores  could  hardly  compete.  To 
those  customers  who  do  not  visit  the  city  very  often 
during  the  year  and  who  are  steady  and  consistent 
patrons,  they  send  circulars  describing  the  special 
sales  in  progress.  Two  or  three  of  these  circulars 
are  sent  each  year  and  the  returns  are  highly  satis- 
factory. 

This  concern  is  constantly  alert  in  devising  new 
methods  of  being  of  service  to  their  out-of-town 
customers.  In  a  number  of  instances  these  far- 
away customers  have  bought  dress  materials  through 
the  mails  and  were  surprised  and  pleased  when  they 
found  that  their  needs  as  to  buttons  had  been  care- 
fully thought  out.  Enclosed  with  the  dress  mate- 
rials ordered  was  a  note  giving  full  details  as  to  the 
different  varieties  of  buttons  suitable  for  the  dress, 


leaving  the  decision  to  the  customer  as  to  what 
would  match  up  best.  When  covered  buttons  are 
requested,  or  appear  to  be  most  advisable,  the  cus- 
tomers are  informed  what  length  and  width  of  goods 
will  be  required  to  make  a  given  number  of  covered 
buttons  of  a  certain  size.  We  are  informed  that 
these  special  sales  in  which  buttons  are  highly  fea- 
tured has  a  good  influence  on  the  general  business  of 
the  store. 

It  must  be  borne  in  mind  that  large  retail  stores 
such  as  this  sell  merchandise  ranging  in  price  from 
$.05  to  $500  or  more  for  a  single  item.  Most  of  the 
sales  are  a  good  deal  nearer  the  low  figure  than  the 
high  one.  It  is  the  shopper  who  comes  in  primarily 
for  a  small  priced  item,  and,  while  in  the  store,  sees 
something  that  runs  into  money,  who  makes  the 
large  department  store  possible  and  profitable.  By 
looking  well  after  the  small  items  the  store  with  the 
right  policy  will  have  the  necessary  crowds  in  its 
aisles  so  that  the  big  items  will  be  able  to  take  care 
of  themselves. 


APPLYING  EDUCATION  TO  BUSINESS. 

EDUCATION  is  to  the  fore.  Belligerent  coun- 
tries do  not  abate  their  devotion  to  education ; 
on  the  contrary,  they  seek  all  possible  means  of  im- 
provement, for  they  realize  that  in  the  years  that 
follow  a  peace  of  arms  there  will  be  commercial  and 
industrial  rivalry  in  which  character,  skill,  and 
knowledge  will  determine  success. 

The  United  States  is  founded  on  education.  The 
first  settlers  upon  the  Atlantic  coast  had  scarcely 
provided  for  their  immediate  wants  when  they 
looked  to  their  facilities  for  education.  The  school 
house  was  well  in  the  van  as  settlement  proceeded 
westward  and  today  continues  to  be  our  most  char- 
acteristic institution. 

Twenty-five  million  children  are  in  our  schools 
and  each  year  we  pay  for  the  salaries  of  teachers  in 
public  schools  more  than  three  hundred  million  dol- 
lars. Our  colleges  and  technical  schools  have  more 
than  a  hundred  million  to  spend  annually. 

American  civilization  is  the  result.  In  the  world 
of  business  American  education  has  had  very  con- 
crete effects. 

During  the  last  fifty  years  Americans  have  made 
two-thirds  of  the  great  inventions  of  the  world.  Each 
important  invention  has  founded  an  industry.  A 
mere  enumeration  of  a  few  is  significant  of  the 
achievement — the  telephone,  the  incandescent  lamp, 
the  trolley  car,  high-speed  steel. 

American  education  has  been  adaptable.  It  has 
changed  to  meet  the  peculiar  needs  of  a  nation's  de- 
velopment. It  has  become  an  integral  part  of  agri- 
culture. It  now  bids  fair  to  become  as  much  a  part 
of  American  industry  as  raw  materials. 

In  the  past  when  American  training  and  skill  had 
produced  the  carbon-filament  incandescent  lamp,  and 
foreign  skill  obtained  the  ascendent  by  devising  a 
tungsten  lamp,  American  resource  won  back  its  pres- 
tige by  making  a  wire-drawn  filament  and  a  nitrogen 
filled  lamp. 

The  future  will  be  no  less  replete  with  achieve- 
ment. The  only  question  is  how  far  American  edu- 
cation can  extend  its  adaptability. 
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Notions  and  Fancy  Goods 


Novelty  Rules  in  Trimming  Lines 

Garment  Makers  Proceed  to  Give  Full  Recognition  to  Trimming  Novelties  in  Nineteen-Seventeen 

Styles. 


THE  market  for  trimmings  and  various  dress  or- 
naments has  taken  a  forward  spurt  that  gives 
every  indication  of  a  successful  year.  Partly  due  to 
the  rivalry  between  suit  makers  on  one  side  and  coat 
and  dress  makers  on  the  other,  all  recognizing  the 
fact  that  fashion  demands  much  in  the  way  of  orna- 
mentation, the  spring  styles  have  taken  to  them- 
selves a  more  than  usually  liberal  amount  of  trim- 
mings. These  are  good  signs,  yet  it  is  necessary  to 
look  deeper  than  the  rivalry  in  the  garment  trade  to 
find  the  more  substantial  reason  for  the  favor  shown 
to  trimmings. 

Some  lines  that  were  prospering  in  1914  lost  their 
market  here  when  the  foreign  sources  of  supply 
failed.  But  dealers  did  not  have  it  to  say  that 
when  imports  ceased  owing  to  the  European  war 
they  lost  a  flourishing  trade.  The  fact  is  that  trim- 
mings were  out  of  fashion  in  1914.  That  the  last 
two  and  a  half  years  have  seen  them  coming  steadily 
into  favor  again  is  a  direct  and  undeniable  compli- 
ment to  the  decreed  skill  shown  by  our  own  trim- 
ming makers. 

Now  that  we  find  the  trend  to  be  so  definitely 
toward  the  domestic  creations,  it  is  natural  to  sup- 
pose that  garment  makers  have  come  to  feel  com- 
plete confidence  in  the  ability  of  their  trimming 
connections  here  to  give  them  expert  workmanship 
and  constantly  new  ideas.  Otherwise  the  garment 
houses  would  not  have  committed  themselves  to  the 
use  of  trimmings. 

Of  the  kinds  of  trimmings  that  are  used  there  are 
two  definite  style  movements  that  mean  a  great 
deal  to  the  trade.  One  is  the  incoming  of  all  vari- 
eties of  beaded  effects,  which  seem  bound  to  accom- 
plish the  disuse  of  furs.  Whether  or  not  a  new  fad 
of  a  summer  moment  succeeds  in  putting  furs  and 
hot  weather  together  once  more  this  year,  the  end 
of  the  fur  fashion  is  predicted  by  the  popularity  of 
beads.  The  two  do  not  go  together.  Furs  have 
had  their  run,  so  the  conclusion  is  that  the  newer  of 
the  two,  beads,  will  win  out.  The  other  style  move- 
ment takes  in  flower  trimming  and  metal  laces.  For 
evening  wear  they  have  already  had  a  generous  part 
in  the  styles  of  a  year  ago.  However,  the  effort  is 
being  made  to  introduce  them  now  for  afternoon 
wear  in  a  most  general  way,  for  informal  occasions. 
All  combinations  of  banded  beads,  pearls  and  bril- 
liants, as  well  as  colored  stones,  are  very  good.  The 
scarcity  of  popular  price  jewelry  has  something  to 
do  with  the  demand  for  jewel-like  trimmings.  More 
than  that,  it  is  worth  remembering  that  popular  taste 
has  been  refined  to  the  point  of  declining  obviously 
cheap  jewelry,  but  the  inborn  liking  for  ornamental 
effects  remains,  to  be  met  this  year  with  various  sorts 
of  jeweled  dress  ornaments. 

As  wash  dresses  will  undoubtedly  be  a  large  factor 
in  the  summer  season,  the  market  for  wash  trim- 
mings is  exceptionally  good.  It  is  a  certainty  that 
trimming  buyers  for  the  retail  stores  will  be  guided 


very  largely  by  what  the  garment  makers  use,  espe- 
cially as  the  retail-ready-to-wear  departments  ex- 
emplify what  is  fashionable  by  their  displays.  Then, 
too,  the  trimming  buyer  has  the  advantage  on  the 
score  of  being  able  to  get  later  ideas  than  will  be 
found  in  ready-to-wears.  It  will  pay  to  watch  de- 
velopments in  the  wash  dress  styles  of  the  leading 
manufacturers. 


HOW  SPRING  GARMENTS  ARE  TRIMMED. 
A  Pre-View  of  Good  Styles  That  Represent  the 
Tendency  as  It  Is  Unfolding  in  the  New  Fashions. 

SUITS  are  coming  from  the  workrooms  showing 
far  less  severity  than  the  women's  suits  of  other 
seasons.  Cluster  pleats  in  fanciful  cuff  form  and  at 
the  sides  of  the  skirt  are  attracting  attention.  The 
skirt  has  a  panel  front  and  is  shirred  at  the  back. 
The  coat  falls  into  cluster  pleats  down  to  the  bottom 
and  its  length  is  about  thirty  inches.  Then  there 
is  a  belt  which  has  broadcloth  insets  and  is  trimmed 
with  hanging  ball  buttons  at  the  waistline.  The 
feeling  of  the  suit  trade  at  this  moment  seems  to 
be  that  sport  effects  are  most  popular,  and  in  this 
interpretation  of  the  leaning  toward  elaboration  in 
the  fashions  they  really  mean  the  same  thing  as 
though  they  said  that  suits,  to  be  returned  into  high 
favor,  must  use  trimmings. 

One  suit  house  hsa  contrived  a  one-piece  suit,  an 
adaptation  of  an  imported  model  of  taffeta  in  middy 
effect.  The  skirt  is  very  long,  being  attached  with 
pleats  to  a  wide  girdle  which  takes  the  waistline 
almost  to  the  hips.  The  coat  idea  is  in  the  bodice 
with  a  vest  front  that  is  trimmed  with  gold  filigree 
buttons  and  tabs.  Epaulettes  carry  over  the 
shoulders  and  run  down  onto  the  skirt  where  they 
swing  loose,  containing  pockets  at  their  ends.  Then 
there  is  a  breast  pocket,  also  two  slit  pockets  in  the 
skirt.  The  collar  is  trimmed  with  taffeta  buttons 
and  filigree  buttons  ornament  the  sleeve  cuffs.  In 
the  above  description  it  will  be  noticed  that  the 
attention  given  to  the  effective  use  of  trimming  is 
such  that  the  designer  may  well  be  complimented  for 
the  fact  that  the  suit  is  one  of  considerable  charm. 

White  pearl  buttons  and  self  floss  stitching  are 
used  to  trim  a  moss  green  jersey  suit  which  has  a 
yoke  effect  coat.  Evidently  there  is  a  strong  desire 
to  entirely  abandon  the  "V"  neck  for  the  round  or 
square  neck.  One  value  of  the  change,  as  results 
can  be  judged  by  what  has  been  so  far,  has  been  that 
more  trimmings  are  in  use. 

But  by  far  the  most  striking  feature  of  the  efforts 
being  made  by  suit  manufacturers  to  regain  the 
hold  on  the  fashions  that  was  theirs  until  recently, 
is  the  way  in  which  they  make  what  might  easily  pass 
for  dresses  though  the  garments  are  described  as 
being  suits.  It  clearly  shows  that  the  suit  houses 
recognize  the  presence  in  the  public  mind  of  a  tend- 
ency to  avoid  the  much  tailored  garment. 
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BUTTON  COLLECTIONS. 

EVERYONE  realizes  that  collectors  of  every 
sort  abound,  many  of  which  have  hobbies  that 
almost  amount  to  a  passion. 

There  are  stamp  collectors,  collectors  of  rare  coins 
and  people  of  wealth  who  go  in  for  collections  of 
paintings,  rare  prints,  "first  editions,"  etc.  Then  there 
are  collectors  of  old  wines,  collectors  of  taxes  and 
even  collectors  of  car  fares,  but  by  far  the  largest 
army  of  collectors  are  those  who  make  collections  of 
cash. 

Few  people  realize,  however,  that  there  is  a  small 
army  of  enthusiasts  who  make  collections  of  buttons 
— some  of  these  are  so  rabid  that  they  are  liable  to 
sneak  up  behind  you  with  a  pair  of  shears  and  snip 
the  buttons  from  the  back  of  your  coat. 

Some  of  these  collections  are  really  valuable  and 
interesting  from  an  historic  standpoint.  There  are 
collections  showing  the  development  of  the  manu- 
facture of  buttons  and  many  other  collections  equally 
valuable  and  interesting. 

The  finest  collection  on  record,  however,  is  the 
Emilio  collection  of  military  buttons,  in  the  Essex 
Institute  of  Salem,  Mass.  Louis  Fenollosa  Emilio, 
Captain  United  States  Volunteers,  1863-1865,  gath- 
ered these  buttons  for  many  years.  A  descriptive 
catalogue  of  the  collection  of  nearly  sixteen  hundred 
(1600)  buttons  has  ten  plates  illustrated,  two  hun- 
dred and  forty  (240)  of  the  more  important  speci- 
mens, and  several  hundred  pages  of  carefully  pre- 
pared descriptions.  This  collection  of  military  but- 
tons, the  largest  of  any  preserved  in  a  public  insti- 
tution, includes  examples  of  American  and  British 
buttons  of  the  Revolution,  the  War  of  1812,  the 
Union  and  Confederate  buttons  of  the  War  of  the 
Rebellion,  those  of  the  Spanish-American  War, 
French  buttons  of  the  First  and  Second  Empire, 
several  of  which  are  believed  to  be  unique.  The 
carefully  prepared  descriptions  are  of  great  assist- 
ance to  the  collector  of  buttons,  and  to  all  interested 
in  military  costume.  But  the  great  value  of  this 
catalogue  in  a  broader  field,  lies  in  the  numerous 
notes  preserving  important  historical  information 
relating  to  the  different  regiments  and  to  the  various 
actions  in  which  they  were  engaged.  These  notes 
represent  the  patient  research  of  years  in  a  field 
hitherto  little  explored.  The  interesting  introduc- 
tion tells  the  story  of  how  they  were  collected. 

There  are  a  number  of  button  enthusiasts  in 
America  who  have  not  as  yet  made  their  collections 
public.  Many  of  them  have  specialized  on  special 
kinds,  such  as  Confederate  buttons,  cameo-cut  and 
hand  engraved  buttons,  etc.,  etc. 


BUTTONS— USEFUL  AND  ORNAMENTAL. 

FORTUNATELY  for  the  button  making  indus- 
try, buttons  are  no  longer  considered  simply  as 
articles  of  untility  whose  sole  purpose  is  that  of 
holding  together  various  parts  of  wearing  apparel. 
For  many  years  past  they  have  been  developing 
from  their  original  purpose  and  are  now  one  of  the 
principal  articles  used  for  the  decoration  and  adorn- 
ment of  fashionable  costumes. 

The  use  made  of  buttons  by  fashionable  modistes 
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gave  button  makers  the  incentive  that  was  needed 
for  the  production  of  artistic  and  original  designs, 
the  result  being  that  today  the  showing  of  buttons 
for  every  conceivable  purpose  is  larger,  more  varied 
and  handsome  than  ever  before. 

This  use  of  buttons  for  purely  decorative  purposes 
as  shown  by  the  advance  models  of  dresses  which 
have  already  arrived  from  abroad,  is  far  more  gen- 
eral than  has  been  the  case  at  any  previous  season. 
In  these  new  costumes,  which  are  the  product  of 
the  best  designing  talent  in  European  fashion  cen- 
ters, buttons  are  liberally,  even  lavishly  used  as 
trimmings  or  to  accentuate  the  lines. 

Not  alone  on  costumes  are  buttons  being  used. 
They  are  to  be  noticed  on  very  many  articles  of 
wearing  apparel  and  accessories.  For  instance,  a 
large  number  of  the  newest  hats  are  ornamented 
with  buttons  in  various  ways.  Even  hand  bags 
and  parasols  have  not  escaped  the  influence  of  but- 
tons, many  of  the  newest  being  liberally  ornamented 
with  them. 

The  prospects  for  covered  buttons  are  unusually 
bright,  their  adaptability  for  all  kinds  of  costumes 
is  now  generally  recognized.  In  this  connection  it 
may  be  remarked  that  American  manufacturers  lead 
the  world  in  this  particular  branch  of  the  button 
business.  The  lack  of  foreign  importations  by 
reason  of  the  war  has  had  no  effect  whatsoever  upon 
the  covered  button  branch  of  the  trade  in  this  coun- 
try. The  recent  improvements  which  have  been 
made  in  Button  Covering  machines  in  America  hav- 
ing made  the  American  manufacturer  absolutely  in- 
dependent of  foreign  competition  in  this  field. 

The  advances  which  have  been  made  by  domestic 
manufacturers  of  covered  buttons  have  been  dupli- 
cated by  manufacturers  of  other  kinds  of  buttons. 
This  is  shown  by  the  very  handsome  productions 
being  shown  as  the  result  of  American  skill  and  in- 
ventiveness. And  that  domestic  manufacturers  are 
daily  improving  their  products  is  a  matter  that  ad- 
mits of  no  dispute.  If  the  war  continues  much 
longer  and  the  American  manufacturers  continue 
to  improve  their  product  in  the  future  at  the  same 
rate  they  have  in  the  past,  foreign  button  manufac- 
turers will  find  out  that  American  button  manufac- 
turers have  attained  a  position  from  which  it  will 
be  difficult  to  dislodge  them. 


Associated  Dress  Manufacturers  Elect  Officers. 

STARTING  off  with  a  membership  of  thirty,  the 
recently  organized  Associated  Dress  Manufac- 
turers of  New  York  held  a  meeting  at  the  Hotel  Mc- 
Alpin  on  January  3d,  when  both  officers  and  a  board 
of  governors  were  chosen.  The  former  president  of 
the  Dress  and  Waist  Manufacturers'  Association, 
J.  J.  Goldman,  of  the  Goldman  Costume  Co.,  was 
elected  president.  Hardwick  Benedict,  of  the 
Drezwell  Co.,  was  elected  vice-president;  Frederick 
May,  of  Joseph  A.  Morris  &  Co.,  secretary;  G.  M. 
Piermont,  of  the  Piermont  Manufacturing  Co.,  treas- 
urer. The  board  of  governors  embraces  the  officers 
and  the  following  members:  Simon  Ottinger,  of 
Goetz  &  Ottinger ;  Henry  Wolff,  of  Baum  &  Wolff ; 
Max  Rosenberg,  of  Leiserson  &  Rosenberg. 
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Notions  and  Fancy  Goods 


The  World's  Markets— South  America 

Button  Trade  Opportunities  in  the  Six  Countries  of  South  America  Not  Touched  Upon  in 

Previous  Articles  of  This  Series. 


BEFORE  going  further  into  South  American 
countries  it  is  worth  the  time  to  observe  that 
normal  trade  conditions  in  Argentina,  Brazil  and 
Chile,  the  three  that  were  subjects  of  previous  ar- 
ticles, are  to  be  gauged  by  the  amounts  of  their  im- 
ports in  the  years  preceding  the  European  war.  Ar- 
gentina's button  imports  averaged,  in  round  figures, 
one  million  pounds  per  annum  for  the  years  1912 
and  1913.  But  for  the  years  1914  and  1915  the  quan- 
tities fell  to  an  average  of  414,000  pounds  per  annum. 
In  fact,  the  weight  of  buttons  imported  by  Argentina 
in  1914,  part  of  the  year  a  European  war  period, 
amounted  to  608,570  pounds,  and  in  1915,  a  full  war 
year,  to  only  219,025  pounds.  These  figures  show, 
first,  that  the  financial  depression  v/hich  was  felt  in 
Argentina  before  the  beginning  of  the  European  war 
must  have  somewhat  effected  the  extent  to  which 
buttons  were  bought,  and,  second,  it  is  evident  that 
immediately  the  European  sources  of  button  supplies 
became  shut  off  the  quantities  that  found  their  v/ay 
to  Argentina  took  a  sudden  slump  to  hardly  more 
than  one-fifth  of  the  normal  average  purchases  of 
buttons  from  outside  sources. 

Now  contrast  the  above  figures  with  the  further 
fact  that  when  Argentina  used  (1912  and  1913)  her 
normal  quota  of  1,000,000  pounds  annual  average, 
the  share  furnished  by  the  United  States  was  only 
an  average  of  9,000  pounds  for  each  of  these  years. 
But  with  Europe  at  war,  in  1915,  the  United  States 
supplied  nearly  23,000  pounds  of  buttons  of  the  219,- 
025  pounds  total  button  imports.  It  shows  only  that 
Argentina  had  to  have  a  certain  amount  of  buttons, 
could  not  do  with  less  than  a  given  minimum,  and 
so  the  United  States  furnished  only  the  bare  differ- 
ence between  what  Argentina  could  obtain  in  Eu- 
rope and  what  was  actually  needed  to  fill  out  quan- 
tity requirements.  Even  in  that  year  of  1915  it  is 
on  record  that  Germany  supplied  Argentina  with 
buttons  to  the  amount  of  25,261  pounds,  more  than 
came  from  the  United  States. 

That  is  our  trade  record  with  Argentina.  It  is 
even  less  favorable  with  Brazil  and  Chile.  Custom 
House  figures  for  1916  are  not  available  as  yet,  but 
there  is  no  doubt  as  to  our  having  improved  our 
opportunity  in  the  year  just  past.  While  the  three 
countries  already  named  are  the  largest  users  of 
buttons  in  South  America,  it  should  not  be  lost  sight 
of  that  a  substantial  trade  development  will  look  to 
all  parts  of  that  continent. 

British  Guiana  is  a  colony  of  300,000  population, 
and  many  of  the  East  Indians  and  natives  use  few 
buttons.  The  women  wear  light  dresses,  owing  to 
the  climate,  so  that  the  kind  of  buttons  used  by 
women's  tailors  in  the  United  States  meet  with 
slight  demand.  There  are  no  local  button  factories 
and  all  such  goods  are  imported  either  from  England 
or  the  United  States.  The  most  popular  is  the  pearl 
button,  chiefly  of  the  low-price  grades,  in  all  sizes. 
The  next  in  favor  is  glass,  followed  by  bone  and 


metal  buttons.  The  retailers  of  Georgetown  carry 
almost  the  same  variety  of  buttons  that  will  be  found 
in  the  department  stores  of  the  United  States  for  use 
on  light-weight  clothing. 

Colombia,  especially  the  Cartagena  district,  is  a 
country  intimately  associated  with  the  button  in- 
dustry, since  it  furnishes  large  quantities  of  vege- 
table ivory  nuts  to  button  manufacturers  of  the 
United  States,  Germany  and  Italy.  In  the  consular 
district  of  Cartagena  the  annual  imports  of  all  kinds 
of  buttons  are  valued  at  about  $10,000,  and  of  this 
amount,  in  times  preceding  the  European  war,  France 
sent  40  per  cent.,  Germany  26  per  cent.,  the  United 
States  and  Great  Britain  17  per  cent.  each.  The 
market  requirements,  due  to  the  prevailing  use  of 
white  clothing,  are  especially  for  white  buttons  of 
porcelain,  bone  and  pearl.  The  principal  importers 
of  buttons  are  the  same  firms  that  deal  in  textiles. 
As  most  purchases  are  arranged  through  sending 
samples,  it  is  well  to  remember  that  samples  may  be 
sent  by  parcel  post.  Small  orders  may  be  sent  in 
this  way,  too,  the  import  duties  ranging  from  $0.20 
a  kilo,  gross  weight,  to  $2  a  kilo.  But  different  kinds 
of  buttons  should  not  be  packaged  together  because 
of  the  fact  that  the  import  duty  on  the  highest  duti- 
able item  will  be  levied  on  the  whole  shipment.  In 
sending  quotations,  prices  may  be  made  in  American 
money.  Packing  instructions  should  be  requested 
before  filling  an  order  and  the  instructions  should  be 
painstakingly  carried  out,  as  a  close  observance  of 
this  rule  will  avoid  customs  fines  and  excessive 
duties. 

Ecuador  has  made  practically  all  of  its  recent 
purchases  of  buttons  from  the  United  States.  Fol- 
lowing this  trend,  to  hold  the  market,  which  has  its 
center  at  Guayaquil,  would  seem  to  be  only  a  ques- 
tion of  continuing  to  give  the  qualities  and  prices 
required.  Retail  prices  for  buttons  are  from  5 
centavos  (2.5  cents)  to  80  centavos  (38  cents)  per 
dozen  on  cheaper  grades,  and  from  1.20  sucres  (58 
cents)  to  1.80  sucres  (87  cents)  per  dozen  on  fancy 
buttons.  The  most  popular  varieties  are  bone, 
mother-of-pearl  and  vegetable  ivory,  in  the  order 
named.  Imports  came  to  a  total  value  of  $22,641 
in  the  year  1913,  and  the  market  is  capable  of  greater 
development.    There  are  no  local  button  factories. 

Paraguay  imported  in  the  years  1910  to  1914,  in- 
clusive, $60,963  worth  of  buttons,  and  the  total  im- 
ported from  the  United  States  in  the  five  years  men- 
tioned was  only  $37  worth.  The  explanation  of  this 
poor  showing  of  United  States  buttons  is  at  once 
apparent  when  it  is  considered  that  credit  terms,  as 
extended  by  Germany  and  France,  are  generally  six 
months  after  acceptance  of  draft.  There  is  an  im- 
pression that  merchants  here  are  deeply  grateful  to 
these  former  suppliers  and  that  firms  in  the  United 
States  will  gain  little  permanent  advantage  through 
filling  temporary  needs  of  this  country  while  Europe 
is  at  war.    Whatever  the  merits  of  the  case,  Para- 
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guay  will  have  to  be  considered  if  we  are  to  enter 
the  South  American  trade  permanently  and  exten- 
sively. However,  it  may  be  well  for  the  United 
States  to  first  cultivate  the  larger  business  of  Argen- 
tina, and  from  observing  the  advantages  obtained 
by  merchants  of  Argentina  it  may  be  that  Paraguay 
will  arrive  at  a  more  receptive  mood  toward  buttons 
from  the  United  States. 

Peru  is  credited  with  having  low  stocks  of  buttons 
at  Lima  and  other  cities.  Germany  held  the  greater 
part  of  the  button  trade,  amounting  to  $22,195  in 
1913,  when  imports  from  the  United  States  were 
only  $170.  There  is  a  large  and  steady  demand  for 
fancy  vest  buttons  that  are  moderate  in  cost.  But- 
tons are  also  used  for  decorating  purposes  for  shoes 
and  women's  pumps  and  slippers.  Although  there 
has  been  some  improvement  in  the  extent  to  which 
Peru  is  buying  from  the  United  States,  it  is  well  to 
bear  in  mind  that  Japan  is  driving  a  bigger  trade 
with  each  passing  season  and  will  be  found  to  be  a 
strong  competitor. 

Venezuela  prefers  bone,  vegetable  ivory  and 
mother-of-pearl  buttons,  metal  being  little  used 
owing  to  climatic  conditions.  There  is  a  concern  at 
Cumana,  called  the  Campania  Industrial  de  Manza- 
nares,  which  has  machinery  for  the  manufacture  of 
buttons  from  cocoanut  shells.  The  factory  is  built 
and  equipped,  but  money  is  lacking  with  which  to 
begin  operations.  Germany  has  had  the  lead  as 
supplier  of  imported  buttons,  in  fact,  still  leads, 
though  the  quantities  going  to  Venezuela  have  been 
dropping  steadily  since  1913.  In  1911  the  value  of 
button  imports  was  $60,814.  It  swelled  to  $70,623 
in  1912,  dropped  to  $55,500  in  1913,  then  to  $23,892 
in  1914,  and  for  the  first  half  of  1915  amounted  to 
only  $5,689.  In  the  last  given  period  the  United 
States  supplied  $438  worth.  Yet  in  1911  the  United 
States  sold  Venezuela  $1,254  worth,  and  later  fluc- 
tuated in  its  dealings  between  one  and  a  half  and  five 
thousand  dollars  yearly,  until  1915.  Remember, 
though,  these  are  figures  based  on  customs  receipts. 
If  it  appears  that  the  button  business  in  Venezuela 
is  rapidly  disappearing,  the  real  explanation  is  the 
growing  use  of  the  parcel  post.  Goods  entering  by 
this  route  do  not  appear  in  statistics,  and  the  route  is 
an  especially  favorable  one  for  the  button  trade. 


THE  WATERBURY  BUTTON  CO. 
A  Brief  History  of  Its  Growth  and  Development. 

THE  Waterbury  Button  Company,  which  is  one 
of  the  pioneer  and  largest  button  manufacturers 
in  the  United  States,  is  credited  with  making  a  more 
comprehensive  line  than  any  other  button  manufac- 
turing concern  in  this  country.  The  lines  include 
uniform  buttons,  plain  and  fancy  metal  buttons, 
vegetable  ivory  buttons,  composition  buttons,  silk, 
cloth  and  lasting  button,  shoe  buttons  and  button 
machines  with  moulds  and  backs.  In  addition  to 
the  manufacturing  of  buttons  this  company  also 
manufacture  staple  articles  and  novelties  from 
stamped  metal. 

The  history  of  the  business  goes  back  to  1812  in 
which  year  one  Mr.  Aaron  Benedict  commenced  the 
manufacture  of  buttons  in  Waterbury,  Conn.   Up  to 


1823  the  principal  product  was  bone  and  ivory  but- 
tons. At  that  time  Mr.  Benedict  formed  a  partner- 
ship under  the  firm  name  of  A.  Benedict,  and  gilt 
buttons  were  added  to  the  line.  Workmen  skilled 
in  making  metal  buttons  were  obtained  from  Birm- 
ingham, England,  and  the  sheet  brass  required  for 
the  manufacture  of  these  goods  was  imported  from 
there.  In  1829  more  capital  was  taken  into  the  firm 
and  under  the  name  of  Benedict  &  Co.,  the  manu- 
facture of  sheet  brass  was  taken  up.  The  growth 
of  the  sheet  metal  industry  was  rapid  and  it  soon 
because  the  most  important  branch  of  the  business, 
and  in  1849  a  joint  corporation  under  the  name  of 
the  Waterbury  Button  Company  was  formed  to 
take  over  the  button  business  of  Benedict  &  Burn- 
ham  Manufacturing  Co.  as  well  as  two  other  smaller 
button  concerns. 

The  principal  selling  office  is  located  at  1140  Broad- 
way, New  York  City,  in  charge  of  Mr.  Harry  Sander ; 
other  offices  and  sales  rooms  are  located  in  Boston, 
Chicago,  San  Francisco,  Toronto,  Canada,  and  Lon- 
don, England. 

On  account  of  the  "Yankee  Ingenuity"  exercised 
in  the  making  of  automatic  machinery,  this  company 
has  been  able  to  export  several  of  its  products  for 
many  years;  for  this  reason  the  Waterbury  Button 
Company  was  practically  universally  known  at  the 
outbreak  of  the  present  European  War  and,  there- 
fore, besides  being  called  upon  immediately  by  the 
belligerent  nations  to  supply  them  with  uniform 
buttons  for  their  soldiers,  they  were  also  called  upon 
from  every  quarter  of  the  globe  for  samples  of  the 
various  buttons  and  other  articles  which  they  manu- 
facture, the  result  being  that  a  very  extensive  export 
business  has  been  done  by  this  company.  Samples 
sent  to  the  more  remote  countries  during  1915  are 
now  bringing  in  orders ;  other  foreign  countries  who 
have  received  shipments  of  their  buttons  have  re- 
ordered various  times,  thus  proving  that  they  are 
carrying  out  the  principles  of  endeavoring  to  secure 
the  implicit  confidence  of  the  trade  by  giving  full 
value,  and  delivering  merchandise  unquestionably 
up  to  the  standard,  as  have  been  the  principles  of 
this  company  for  more  than  a  century  past. 


TRIMMING  THE  LATEST  STYLES. 

SINCE  it  is  accepted  that  the  new  fashion  in- 
fluence to  rule  will  be  the  Directoire,  the  trim- 
ming situation  is  bound  to  benefit  still  further  by 
reason  of  the  change,  as  a  vast  amount  of  trimming, 
bright  colors  and  sparkling  effects  must  be  used. 
Pearl  embroidered  bodices  are  worn  with  satins  and 
velvets  for  evening.  Metal  embroidered  ideas  are 
popular  in  steel,  silver  and  gold.  French  designers 
are  inclining  considerably  toward  tassels,  either  silk 
or  beaded.  The  waistcoat  of  the  new  tailored  suit 
should  use  a  good  deal  of  braid,  metal  cord  and  gal- 
loons. The  new  bead  fad  is  Indian  in  character, 
with  motifs  worked  in  bronze  beads.  As  it  is  some- 
thing entirely  different  than  any  of  the  conventional 
ideas  put  forth  there  is  at  least  the  certainty  that  it 
will  either  go  in  a  big  way  or  else  it  will  fall  flat. 


A  good  trade  journal  ad  never  lacks  reader-interest. 
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"If  you  want  to  know  the  inside  of  the  button  business,  ask  a 
That  is  the  zvay  D.  W.  MacWillie,  manager  of  the  Wisconsin 

riched  his  fetching  if  sinful  philosophy  by  conversing  zvith  the  pots. 
And  so,  here's  the  story  of  "Billy  Button,"  and  an  interesting 

my  son,  otherwise,  how  could  one  tell  it." — Editor. 

MY  name  is  Billie  Button,  and  my  home  is 
now  at  La  Crosse,  Wisconsin,  but  I  expect 
to  make  a  trip  pretty  soon,  and  where  I'll  bring  up 
Heaven  only  knows.  On  the  waist  of  Sidney 
Christopher  Sparks,  at  Punxutawney,  Pennsylvania, 
maybe,  or  perhaps  bedecking  the  dress  that  little 
Lucille  Dunwoody,  of  Tulare,  California,  wears  to 
her  birthday  party. 

But  while  I  am  waiting  for  my  call  to  start  on  the 
succession  of  journeys  that  will  bring  me  to  my 
final  destination  and  career  of  usefulness,  I've  been 
asked  by  Mr.  MacWillie,  of  the  Wisconsin  Pearl 
Button  Company,  to  tell  you  the  story  of  my  life. 

Now,  I'm  not  a  Kipling  or  an  Ernest  Seton-Thomp- 
son,  but  if  you'll  be  patient  and  let  me  spin  my 
yarn  in  my  own  way,  I  think  you'll  find  it  interesting, 
for  I  don't  believe  you  have  ever  seen  anything  just 
like  it  in  print  before. 

Now  for  a  fresh  start.  My  name,  as  I  told  you, 
is  Billie  Button — of  the  Pearl-Button  family,  if  you 
please,  distantly  connected  with  the  Ivory-Buttons, 
the  Bone-Buttons,  and  the  Brass-Buttons,  but  with 
quite  a  different  history,  I  assure  you. 

In  telling  you  about  us  Pearl-Buttons  I  am  going 
to  go  clear  back  to  the  beginning  of  things,  in  the 
days  of  Old  Mother  Clam,  on  the  mud  flats  of  the 
Mississippi.  I'll  have  something  to  say  about  how 
the  festive  clam  lives — and  dies — how  its  shell  gets 
into  the  button  factory  and  what  happens  to  it 
there.  There  will  be  interesting  chapters  on  my  ex- 
perience in  the  big,  modern  plant  of  the  Wisconsin 
Pearl  Button  Company,  at  La  Crosse. 

And  while  my  adventures  may  not  bring  you  all 
the  chills  and  thrills  that  follow  Deadwood  Dick  or 
Sherlock  Holmes,  I  believe  that  you  will  find  them 
sufficiently  varied  and  interesting  to  keep  you  from 
napping  and  to  make  you  look  forward  to  each  suc- 
cessive chapter  with  a  real  hankering. 

See  here,  though,  this  isn't  my  story — it's  only 
the  advance  notice  of  it,  written  (in  true  fifteen  cent 
magazine  fashion)  by  the  author.  The  real  story 
will  start  with  next  month's  calendar. 

CHAPTER  1. 
The  Author  Tells  of  His  Ancestry  and  Pedigree, 
With  Side  Lights  on  the  Habits 
of  the  Care-Free  Clam. 

IN  telling  my  story,  I,  Billie  Button,  must  go  back 
to  the  time  long  before  I  was  I  at  all.  Come 
with  me,  kind  reader,  to  the  Mississippi  river,  some- 
where between  Iowa  and  Wisconsin.  Take  a  peep 
beneath  its  waters  a  little  way  off  shore.  Clams — 
Clams — Clams — millions  of  them,  waiting  in  a  "bed" 
a  mile  or  more  long,  with  their  faces  turned  up- 
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button." 

Pearl  Button  Company,  put  it — just,  perhaps,  as  Omar  Khayyam  en- 
yarn  it  is.    And  as  that  indent  grandfather  said.  "It  must  be  true, 

stream  and  their  mouths  open,  for  the  clam  toils 
not,  neither  does  he  "spin,"  but  waits  for  the  big 
river  to  bring  his  food  right  down  into  his  jaws. 
Not  the  clams  that  make  your  mouth  water  at  the 
famous  Clam  Bakes  of  Long  Island  Sound,  but  their 
cousins,  the  Fresh- Water  Clams. 

High-sounding  names  they  have  in  the  mouths 
of  the  scientific  gentlemen  who  write  Fisheries  Bulle- 
tins and  Zoologies.  Take  a  long  breath  before  you 
tackle  them:  Lampsilis  Adontonoides,  Anodonta 
Corpulenta,  Plagiola  Donaciformis,  Quadrula  Pus- 
tulata,  and  a  lot  of  others  that  sound  like  the  com- 
batants in  a  Sicilian  vendetta.  Your  clammer  and 
longshore  urchin,  though,  don't  bother  with  scien- 
tific terminology,  but  dub  them  Slop  Bucket,  Nigger 
Head,  Mucket,  Pig  Toe  and  other  expressive  if  in- 
elegant nicknames. 

Ask  that  clammer  over  there  to  show  you  what 
his  "crow  foot"  has  brought  up.    Look  carefully  at 

the  dozen  or  so  specimens  he 
dumps  into  your  boat.  May- 
be they'll  be  all  of  one 
family,  or  just  as  likely 
every  one  will  be  different 
^Sii^  in  appearance  and  name. 

Pick  up  one  and  rip  off 
its  shell  ruthlessly.  (What's 
a  clam's  feelings  to  the  pursuit  of  knowledge?)  If 
it's  breeding  time  and  you  have  chanced  on  a  mother 
clam,  you  will  find  the  gills  doing  double  duty,  for 
besides  performing  their  natural  breathing  functions 
they  will  be  distended  (wholly  or  in  part)  with  a 
jelly-like  mass  containing  thousands  of  tiny  eggs, 
becoming  what  the  scientists  call  the  "marsupium" 
or  brood  pouch.  If  your  specimen  answers  to  the 
name  of  Paper  Shell  or  Lampsilis  Laevissima,  these 
eggs  will  be  pale  or  colorless.  If  it  chances  to  be 
a  Quadrula  Ebena,  they  will  be  pink  or  bright  red. 

CHAPTER  II. 
Here  You  Meet  the  Glochidium — Don't  Be  Afraid  of 
His  Name — He  Is  Harmless. 

MAYBE  the  next  clam  you  investigate  will  have 
no  eggs  at  all — then  you  can  gamble  that  it  is 
a  father  clam,  useful,  but  with  a  history  that,  as 
Kipling  says,  "is  another  story." 

Number  three  opens  up  differently.  The  brood 
pouch  is  full,  but  not  of  eggs.  Instead,  you'll  see, 
if  you  look  closely,  myriads  of  little  embryo  clams 
or  glochidia  (how  these  professors  do  love  to  parade 
their  Latin).  These  glochidia  are  hatched  from  the 
eggs  in  the  brood  pouch,  but  remain  there,  packed 
snug  and  tight,  for  periods  of  from  a  few  weeks  to 
several  months,  according  to  the  particular  kind  of 
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clam  from  which  they  spring.    The  glochidium  is 
tiny,  of  course,  and  its  shell  is  soft,  but  it  has  all 
the  essential  features  of  the  adult  clam,  and  in  the 
brood  pouch  of  the  old  mother  clam  its  organs  de- 
velop and  it  grows  up  toward  perfect  clamhood. 
Now  drop  the  rest  of  your  clams  into  the  bottom 
of   your    boat,    row  down 
stream  and  try  your  luck  as 
an  angler.   If  fate  is  kind  and 
bait  attractive,  you  will  land 
a  brace  of  rock  bass  or  a 
sheepshead — at    worst  you 
can  count  on  pulling  in  a 
few  sunfish. 
What  has  that  to  do  with  clams?   Let's  see. 
Take  a  close  look  at  that  fish  you  caught  last. 
Along  its  fins  and  gills  you  will  find  little  rough 
bumps  and  bunches — all  closed  over  with  "skin." 
Don't  be  suspicious.   Mr.  Fish  isn't  diseased — these 
are  not  boils  or  bunions,  but  another  step  in  the  life 
history  of  the  clam,  and  a  shining  example  of  Dame 
Nature's  way  of  caring  for  her  helpless  children. 

When  you  open  these  bunches  you  will  find  that 
each  contains  a  glochidium  just  like  one  of  those 
you  saw  in  the  clam's  brood  pouch  a  half  hour 
back,  only  a  little  better  developed.  You  have 
stumbled  on  a  clam  in  its  "parasitic"  stage. 

CHAPTER  III. 
The  Clam's  Halcyon  Days — With  a  Forewarning  of 
Trouble. 

THE  glochidium,  when  thrust  out  by  the  mother 
clam  into  the  cold  and  cruel  world,  closes  its 
embryo  shell  on  the  fins  or  gills  of  the  first  fish 
that  comes  along,  a  sac  or  cyst  forms  about  it,  and 
it  lives  in  this  state  for  a  few  weeks,  during  which 
time  it  develops  into  a  full  fledged  mussel.  This 
doesn't  hurt  the  fish  at  all,  and  is  mighty  beneficial 
to  His  Clamlets.  The  time  spent  as  a  parasite  differs 
from  two  to  six  weeks,  depending  upon  the  particular 
kind  of  clam  that  is  making  its  way  in  the  world. 

By  and  by  the  glochidium  gets  tired  of  being  de- 
pendent upon  other  folk,  opens  up  the  door  of  its 
house  on  the  fish's  fin  and  drops  off  to  the  bottom 
of  the  stream,  where  it  takes  its  place  in  the  clam 
bed  as  a  fully  developed,  (although  not  fully  grown), 
clam,  breathing,  and  sleeping,  and  keeping  its  mouth 
placidly  open  for  the  generous  food  supply  the  old 
Mississippi  brings 
along.  If  the  water 
is  pure  and  runs 
rapidly,  all's  well 
and  the  clam 
thrives,  but  if  a 
sewage  system  or 
factory  pours  its  polluting  waste 
into  the  stream,  its  existence  is 
likely  to  be  cut  prematurely  short. 

"Very  well,"  you  say,  "but  is  this  the  life  story 
of  a  Clam  or  a  Pearl-Button?"  Be  patient,  I'm  com- 
ing to  that,  but  first  I  must  tell  you  how  the  clam's 
lot  nowadays  isn't  such  a  soft  snap  after  all,  how  it's 
worried  and  flurried,  hunted  and  harried,  and  finally 
dragged  forth  from  its  bed  to  a  slaughter  of  the 
innocents. 


Here's  how :  For  many  years  the  clam  from  whose 
shell  I  sprang  lay  in  a  Mississippi  clam-bed,  with 
millions  of  its  relatives.  There  it  stayed,  eating  its 
fill  and  growing  in  Summer,  in  Winter  lying  dor- 
mant ;  each  year  of  its  life  marked  by  lines  and 
grooves  on  its  shell.  For  the  first  few  years  it  grew 
rapidly,  then  slower  and  slower  until — 

One  day  something  happened. 

CHAPTER  IV. 
A  Good  Thing  That  Turned  Out  Badly    The  Clam's 
Calamity — Prizes  of  Pearls. 

ALONG  smack  into  its  open  mouth  came  some- 
thing black  that  looked  like  a  luscious  bite, 
so  it  closed  down  its  shell.  But  somehow  this  bite 
didn't  prove  as  toothsome  as  it  seemed,  and  pretty 
quick,  "Whish,  Whoosh"  up  it  came,  carrying  the 
clam  with  it  alongside  a  boat,  and  before  slow-think- 
ing Mr.  Clam  could  let  go,  he  was  picked  off  and 
thrown  down  in  the  bottom  of  the  boat,  along  with 
hundreds  of  others  of  his  unsuspecting  family.  The 
seemingly  tempting  morsel  was  the  hook  of  a  "crow 
foot." 

"What  IS  a  'crow  foot?'"  Well,  it's  what  clam 
fishermen  use  in  their  business.  To  make  it  they 
take  an  iron  bar  10  or  12  feet  long  and  fasten  to  it 


twenty  strings  with  stout  three  pronged  hooks  at 
the  end  of  every  string.  The  bar  floats  along  in  the 
water  and  when  the  clammer  thinks  he  has  a  good 
catch  he  simply  draws  it  in,  pulls  up  the  lines  and 
takes  off  the  clams  which  have  fastened  themselves 
to  the  hooks.  When  this  particular  clam  was 
caught,  most  of  the  prongs  on  most  of  the  hooks 
on  most  of  the  lines  had  a  nice,  fat  clam  hanging 
on  for  dear  life. 

Farewell  to  the  contented  idleness  of  the  family 
Clam  Bed — farewell  to  the  generous  feeding  of  the 
mighty  river.  My  ancestor  now  becomes  a  martyr 
— not  to  science  but  to  commerce. 

When  the  clammers  who  caught  him  went  ashore 
they  dumped  their  load  into  a  big  vat  of  water,  and 
built  a  hot  enough  fire  under  it  to  kill  their  catch ; 
remorselessly,  relentlessly  and  chuckling  with  un- 
holy glee.  In  death  the  clam's  jaws  relaxed  and  he 
opened  up.  Then  with  his  fellows  he  was  thrown 
upon  a  sieve  and  his  meat  searched  for  pearls,  and 
(tradition  says)  yielded  one  of  the  big  pearl  finds 
of  the  season. 


The  continuation  of  this  interesting  account  of  the 
life  of  Billie  Button  will  appear  in  our  next  issue. 
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SALESMANSHIP  AND  ADVERTISING. 
Advertising    Is    Salesmanship    by    the  Written 
Method — "Salesmanship  the  Life  Blood  of 
Business  and  Heart  That  Pumps  the 
Life  Blood  Is  Service." 
{{"PERSONAL  salesmanship  and  advertising  are 

AT  twin  sisters,"  said  Arthur  F.  Sheldon,  Chi- 
cago, of  the  Sheldon  School  of  Salesmanship,  speak- 
ing at  a  recent  noonday  luncheon  of  the  Advertisers' 
Club  of  Milwaukee.  Mr.  Sheldon,  who  took  for  his 
subject,  "Advertising  in  its  Relation  to  Personal 
Salesmanship,"  said,  in  part: 

"Advertising  may  be  defined  as  salesmanship  by 
the  written  method.  Advertising  is  the  most  potent 
possible  power  in  introducing  into  the  mind  of  the 
prospective  patron  at  least  two  of  these  four  pro- 
cesses, namely,  favorable  attention  and  interest.  It 
is  the  most  potent  because  of  the  possibility  of  wide- 
spread impressions.  The  advertising  man,  as  a  sales- 
man by  the  written  word,  can  reach  thousands  and 
even  millions  where  the  personal  salesman  can  reach 
one. 

"But  in  most  businesses  to  make  the  first  invest- 
ment of  salesmanship  through  advertising  effective 
it  must  be  backed  up  by  the  right  kind  of  personal 
salesmanship,  which  is  persuasion  by  the  spoken 
word,  when  the  customer  reaches  the  store.  This  is 
notably  true  in  departmental  store  advertising.  The 
prospective  customer  may  or  may  not  truly  desire 
the  product,  although  he  may  be  interested  suffi- 
ciently to  come  to  look  it  over.  It  is  the  province 
of  the  salesman  to  change  interest  to  desire  and 
desire  to  action. 

"If  the  individual  who  reads  the  advertisement 
happens  to  meet  an  order  taker  at  the  store  instead 
of  a  salesman,  he  may  have  his  interest  changed 
to  indifference,  indifference  to  disgust  and  disgust 
to  repulsion. 

"Salesmanship  is  the  life  blood  of  business  and 
the  heart  that  pumps  the  life  blood  is  service.  Un- 
less the  service,  functioning  in  quality,  quantity  and 
mode  of  conduct,  is  right,  the  first  investment  made 
in  advertising  to  bring  people  to  the  store  is  largely 
wasted.  The  house  is  known  by  the  customers  it 
keeps,  not  those  it  gets.  That  brand  of  salesman- 
ship which  borders  on  hypnotism,  unduly  persuad- 
ing people,  is  dangerous.  It  does  not  tend  to  the 
upbuilding  of  confidence  in  the  mind  of  the  cus- 
tomer. Every  unit  of  the  institution  which  is  sell- 
ing goods  should  remember  that  the  interest  of  the 
buyer  and  seller  are  mutual." 


"WHAT'S  THE  USE  OF  ADVERTISING  WHEN 
WE  CAN'T  TAKE  ANY  MORE  BUSINESS?" 

FROM  the  standpoint  of  advertising  to  the  trade, 
if  trade  advertising  is  looked  at  in  the  right 
way,  what  possible  difference  can  it  make  whether 
a  manufacturer  is  sold  up  or  not? 

The  man  who  says  he  can't  see  why  he  should 
advertise  now  when  he  is  sold  up  is  the  same  one 
who,  only  a  little  while  ago,  couldn't  advertise  be- 
cause business  was  too  dull. 

Advertising  either  is  or  is  not  an  aid  to  business. 
If  it  is  a  power  for  good,  then  whether  business  is 


dull  or  rushing,  doesn't  make  any  difference.  If,  on 
the  other  hand,  advertising  is  a  waste,  this  in  itself 
is  sufficient  reason  to  do  without  it. 

That  advertising  is  a  power  for  good  is  a  recog- 
nized fact,  at  least  by  the  hundreds  of  manufacturers 
who  are  daily  utilizing  this  force. 

That  a  lull  or  rush  in  business  doesn't  alter  the 
situation  as  far  as  the  value  of  advertising  is  con- 
cerned is  well  illustrated  by  the  fact  that  these  ad- 
vertisers are  continuing  month  in  and  month  out, 
despite  change  in  time  and  conditions. 

What  possible  bearing  can  one's  present  condition 
of  health  have  on  the  question  of  the  value  or  neces- 
sity of  life  insurance? 

You  hear  some  manufacturers  say :  "How  can  I 
advertise  when  I  can't  get  enough  raw  material  to 
take  care  of  the  orders  on  hand?" 

They  seem  to  think  that  the  only  way  advertising 
can  be  done  is  to  come  out  before  the  trade  and  bid 
for  business. 

That  is  practically  the  only  way  in  which  trade 
journal  advertising  should  not  be  done, — or  at  least 
it  is  the  last  way. 

Every  manufacturer  has  a  great  many  important 
thoughts  and  messages  to  deliver  to  the  trade,  both 
regarding  his  business  and  his  product. 

Under  unusually  strained  conditions,  such  as  the 
industry  experiences  today,  each  manufacturer  has 
more  important  statements  to  make  than  ever. 

What  the  trade  wants  to  know  about  each  manu- 
facturer today  is :  What  kind  of  a  product  is  he 
going  to  turn  out?  Is  he  going  to  charge  more  for 
the  same  merchandise  of  the  past?  Is  he  going  to 
give  inferior  qualities  at  former  prices?  Or  is  he 
going  to  give  the  same  value  at  former  prices? 

On  the  other  hand,  they  would  also  like  to  know 
whether  he  is  in  a  position  to  fill  orders,  whether  he 
has  plenty  of  raw  material  on  hand,  whether  he  is 
seeking  more  business,  or  whether  he  is  sold  up. 

These  and  many  other  important  angles  of  each 
individual  manufacturer's  business  are  of  vital  in- 
terest to  every  ambitious  and  wide-awake  retailer 
today. 

Still  more  is  it  essential  to  remember  that  when  a 
manufacturer  voluntarily  limits  himself,  because  of 
his  inability  to  expand  and  to  reach  out  for  more 
business,  many  merchants  are  bound  to  forget  his 
very  existence. 

What  then  is  the  most  logical  step  under  the  con- 
ditions ? 

Simply  to  keep  one's  house  and  product  and  the 
important  factors  of  both  continually  before  the 
important  people  in  the  trade. 

What  more  economical  and  direct  means  could  be 
devised  than  the  mouthpiece  of  the  industry, — the 
trade  journals  which  both  retailers  and  manufac- 
turers look  upon  as  the  connecting  link  between 
every  important  factor  in  the  industry? 


Opportunities  don't  fall  around  you  like  the  ripe 
fruit  of  a  windfall.  You  have  got  to  climb  the  tree 
to  get  them. 


January,  1917 
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Bailey,  Green  &  Elger  to  Move. 

Bailey,  Green  &  Elger  Lease  Quar- 
ters in  Mills  &  Gibb  Building. — Bailey, 
Green  &  Elger,  importers  of  buttons, 
etc.,  have  leased  the  sixth  and  seventh 
floors  in  the  Mills  &  Gibb  Building, 
Fourth  Avenue  and  22nd  Street.  The 
lease  was  negotiated  through,  Roy 
Scherick  for  the  Mills  &  Gibb  Cor- 
poration. Daniel  Birdsall  &  Co.  rep- 
resented the  owners. 


A.  B.  Novelty  Co.  Locate  on 
Broadway. 
A  Beck,  formerly  associated  with 
Isadore  Kuchlik  in  the  covered  but- 
ton manufacturing  business,  is  now 
located  at  1239  Broadway  under  the 
firm  name  of  A.  B.  Novelty  Co.  Mr. 
Beck  continues  to  act  on  the  director- 
ate of  the  Covered  Button  Manufac- 
turers Association. 


Biltmore  Fasteners  Selling  Well. 

Hoitasch  &  Co.  are  meeting  with 
success  in  marketing  the  "Biltmore" 
fastener.  It  very  evidently  fills  the 
bill  in  supplying  the  needs  of  their 
customers. 


Gotham  Pearl  Button  Works  Increase 
Capital. 

The  Gotham  Pearl  Button  Works, 
with  factory  and  offices  at  49  Crosby 
street,  New  York,  have  increased 
their  capital  stock  from  $20,000  to 
$30,000  and  will  greatly  enlarge  their 
facilities. 


Collins  Levy  Button  Co.,  Inc., 
Doubles  Capital. 

The  Collins-Levy  Button  Co.,  Inc., 
with  offices  at  65  Fourth  avenue,  New 
York,  has  increased  its  capital  stock 
from  $10,000  to  $20,000.  Henry  H. 
Silver,  attorney  for  the  corporation, 
filed  the  necessary  papers. 


Harris  J.  Lipman  Optimistic. 
Harris  J.  Lipman  reports  present 
trade   satisfactory   and   the  business 
outlook  for  the  future  to  be  good. 


Young  Brothers  Growing. 
The  hustling  members  of  the  firm 
of  Young  Bros,  are  due  to  be  heard 
from  in  no  uncertain  tones  in  the  near 
future.  The  firm  is  growing  and  ex- 
pects to  add  several  new  lines  soon. 


Business  Good  for  Ethelle  Manufac- 
turing Company. 
Brother  Peter  was  found  busily  en- 
gaged the  other  day  when  the  B.  T. 
T.  T.  man  called  at  the  Ethelle  But- 
ton Company's  offices.  "Business 
good  now  and  lots  more  in  sight; 
nothing  to  kick  about,"  was  his  greet- 
ing. 


Thompson  Novelty  &  Button 
Company  Remove. 
The  Thompson  Novelty  &  Button 
Company,  of  232  West  18th  street, 
New  York,  have  leased  the  fourth 
loft  of  12-14  West  21st  street,  where 
with  larger  space  and  better  facilities 
they  will  be  better  able  to  care  for 
their  constantly  increasing  trade. 


Western  Button  in  New  Premises. 

The  Western  Button  Co.,  manufac- 
turers and  importers,  formerly  at  17- 
21  East  22d  street,  are  now  at  103 
Fifth  avenue,  New  York,  occupying 
quarters  three  times  the  size  of  the 
former  ones. 


Moe  Erlanger  Admitted  to  Firm  of 
Erlanger  &  Reis. 

Erlanger  &  Reis  announce  that 
hereafter  the  firm  will  be  known  as 
Erlanger  &  Reis,  Inc.,  Moe  Erlanger, 
son  of  the  president,  has  been  taken 
into  the  business.  Officers  of  the 
new  organization  are:  Michael  Er- 
langer, president,  and  Herman  Reis, 
secretary  and  treasurer.  The  busi- 
ness was  established  in  1894. 


Sidney  F.  Stern  Makes  Some 
Improvements. 

Carpenters  are  holding  forth  in  the 
establishment  of  Sidney  F.  Stern, 
making  a  few  improvements  in  the 
front  office. 


Nat  Bass  Starts  in  Notion  and 
Trimming  Business. 
Nat  Bass,  who  was  formerly  with 
the  American  Plush  and  Velvet  Press- 
board  Co.,  and  also  with  Berkman 
Bass  &  Co.,  has  started  in  the  notions 
and  trimmings  business  at  125  Fifth 
avenue,  New  York. 


Schamberg  &  McKeown  Succeed 
Doblin,  Schamberg  & 
McKeown. 

Schamberg  &  McKeown  have  suc- 
ceeded the  business  of  Doblin,  Scham- 
berg &  McKeown,  manufacturers  and 
jobbers  of  buttons,  746  Broadway, 
which  has  been  dissolved  by  mutual 
consent. 


Good  Business  in  Japanese  Pearl 
Buttons. 

Pratt  &  Farmer  Company  report 
that  not  only  is  the  present  business 
being  done  in  Japanese  pearl  buttons 
very  satisfactory,  but  that  the  outlook 
for  the  coming  season  is  particularly 
bright.  The  advance  orders  taken  on 
this  class  of  merchandise  exceed  any 
for  some  years,  therefore  it  is  advan- 
tageous for  buyers  to  place  orders  as 
early  as  possible.  The  improvement 
in  the  manufacture  of  these  buttons 
is  quite  noticeable,  and  they  are  now 
used  very  extensively  on  garments  of 
the  better  class  as  well  as  on  the 
cheaper  grade. 


Majestic  Button  Co.  Enters  the 
Button   Mfg.  Field. 

A  recent  incorporation  at  Albany  is 
that  of  the  Majestic  Button  Company, 
to  engage  in  manufacturing.  The 
capitalization  is  $5,000,  and  the  incor- 
porators are  Nat  J.  Birnbaum,  Morris 
Ritt  and  Abraham  Ritt,  all  of  Brook- 
lyn. 


New  Button  Factory  for  Arkansas 
City,  Kansas. 
A  report  recently  received  from 
Arkansas  City  is  to  the  effect  that  a 
button  factory  is  to  be  started  there 
in  the  near  future.  It  is  stated  that 
the  new  factory  will  employ  about  50 
persons  regularly  and  will  manufac- 
ture pearl  buttons,  securing  its  ma- 
terial from  pearl  shells  gathered  along 
the  rivers  near  this  city. 

Isadore    Kuchlik    Succeeds    Beck  & 
Kuchlik. 

Isadore  Kuchlik  will  continue,  under 
his  own  name,  the  covered  button 
manufacturing  business  at  23  West 
36th  street,  N.  Y.,  formerly  known  as 
Beck  &  Kuchlik. 


Hyman  Godt  to  Continue  Business  of 
Prospect  Button  Works. 

Hyman  Godt,  trading  as  the  Majestic 
Button  Company,  New  York  City,  will 
continue  the  business  of  the  Prospect 
Button  Works,  Inc.,  which  corpora- 
tion was  recently  dissolved. 


A  Correction. 

Through  an  error  in  the  December 
issue  it  was  announced  that  A.  Beck 
was  located  at  18  West  31st  street,  N. 
Y.  This  should  have  been  stated  as 
M.  Back,  who  is  employed  at  the 
above  address  and  is  not  connected 
in  an  official  capacity  with  the  Covered 
Button  Manufacturers'  Association. 


O.  K.  Hammer  Changes  Position. 

O.  H.  Hammer,  formerly  sales  man- 
ager of  the  Wisconsin  Pearl  Button 
Company,  La  Crosse,  Wis.,  is  now  oc- 
cupying a  similar  position  with  the 
Iowa  Pearl  Button  Company,  Mus- 
catine, Iowa.  Announcement  has  just 
been  made  that  he  will  have  charge 
of  the  New  York  City  office  of  the 
local  factory  when  it  is  established 
within  the  near  future.  It  has  not  yet 
been  definitely  decided  when  the  east- 
ern branch  will  be  established. 

For  the  past  nine  years  Mr.  Ham- 
mer has  been  identified  with  the  sales 
end  of  the  button  business,  although 
he  has  had  considerable  experience  in 
practically  all  of  its  various  branches. 
He  is  widely  and  favorably  known 
throughout  the  country  and  has  ac- 
quired an  enviable  reputation  as  a 
successful  sales  manager.  His  con- 
nection with  the  new  local  button  fac- 
tory is  regarded  as  a  master  stroke 
on  the  part  of  the  company  officials. 
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Notions  and  Fancy  Goods 


A.  M.  TURKELTAUB 


TELEPHONES: 
FARRAGUT  2710-2711-2712 


JULIUS  LICHTER 


Sterling  Button  Company 


122-124-126  WEST   26TH  STREET 


NEW  YORK 


For  the  Jobber  Only 

FRANK  CANNATA 

Manufacturer 

Crochet  Buttons  and  Novelties 

2060  First  Avenue,  New  York 

SPECIAL  DESIGNS  FOR  THE  WHOLESALE  TRADE 

Telephone,  545^  Harlem 


MONEY  MAKING 
"Defiance"  Button  Covering  Machines 
Over  500%  Profit 

Any  clerk  in  your  employ  can  turn  out  all  the  covered  buttons  needed  at  practically 
no  expense.    Customers  will  appreciate  having  buttons  made  from  their  own  materials. 
The  button  moulds  cost  as  low  as  2c.  per  dozen  and  you  get  no  less  than  15c.  a 
dozen  for  malting  buttons. 

SPECIAL  INTRODUCTORY  OFFER 

COMPLETE  BUTTON  MAKING  OUTFIT  FOR 

$10.50 

Comprising: 

Machine,  including  implements  to  make  24-30-36  Half  Ball  Shape 

5  gross  24  Half  Ball  Black  Japanned  Moulds 

5  gross  30  Half  Ball  Black  Japanned  Moulds 

5  gross  36  Half  Ball  Black  Japanned  Moulds 

Additional  sizes  and  styles  can  be  added  and  made  on  the 
same  machine  as  your  button  demands  increase. 

The  wonderful  convenience  and  economy  this  machine  offers 
cannot  be  fully  described.    It  must  be  used  to  be  appreciated. 
Do  not  delay,  but  send  your  order  at  once. 
Over  25,000  Defiance  Button  Covering  Machines  in  use. 


DEFIANCE  BUTTON  MACHINE  CO. 


43  West  24th  Street 


New  York,  U.  S.  A. 


WHOEVER  YOU  ARE 

A  Subscription  to 

Notions  and  Fancy  Goods 

will  make  you  a  bigger— better 
business  man. 

Send  a  Dollar  for  a  Year's 
Subscription 


AP  FASTENER  SUES  CO. 


Telephone 
Farragut  773 


1133  Broadway,  New  York 


The  Newest  and  the  Best 
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SPRING  SNAP  FASTENER 
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HAS  ALL  THE  GOOD  POINTS  OF  THE  IMPORTED 
AND  NONE  OF  THE  DISADVANTAGES  OF  THE  NEW 
DOMESTIC.    THREE  SIZES— O-OO-OOO 
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Iowa  Pearl  Button  Company 

Manufacturers  of 

PEARL  BUTTONS 

From  Sweet  Water  Shell 

Sizes,  12 — 60  Lines 

Staple  and  Fish  Eye  Patterns  in  White, 
Iridescent  and  Colored  Stock 


Correspondence  Solicited 


MUSCATINE 


IOWA 


TELEPHONE 
BERGEN  1436 


THE  J.  FELDMAN  COMPANY 


ESTABLISHED  1900 
INCORPORATED  1907 


31  to  39  Fremont  Street 
241  to  245V2  Golden  Street 


CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 

JERSEY  CITY,  N.  J.,  U.  S.  A. 
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Two  Sections,  Including  Button  and  Trimming  Trade  Topics 
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2 
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42nd  Year  of  Publication 

PUBLISHED  MONTHLY  BY  THE  McCREADY  PUBLISHING  COMPANY,  118  EAST  28th  ST.,NEWYORK 


Copyright,  1917 


Single  Copies,  25  Cents 


SOME  of  the  older  men 
in  the  Notion  Line  re- 
in e  m  b  e  r  the  t  i  m e 
when  Knitting  Cotton  was 
sold  only  in  skeins  —  some 
with  quick  recognition  of 
improvements,  remember 
when  our  predecessors 
first  offered  Knitting  Cot- 
ton in  Balls.  The  man 
who  first  made  Balled 
Knitting  Cotton  practical 
was  the  Superintendent 
of  our  factory. 

Our  factory  was  the  first 
to  offer  the  Twenty  Ball 
Box;  we  were  also  the  first 
to  offer  the  Twentv-four 
Ball  Box. 


Twenty-four  Ball  Box 


IMITATION  IS  THE  SINCEREST  FLATTERY 
THE  BRAINS  THAT  DIRECT  ARE  STILL  WITH  US 


S.  E.  HOWARD'S  SON  &  COMPANY 


1150  Broadway 


NEW  YORK 


230  Fifth  Avenue 


A.  J.  HAGUE  CO.,  476  Broadway,  New  York 

TH&  .  ,  |(  (  ,  WITH 

house  Mllthm, ,  SURE 


THAT 

SHINES 


5"// 


SELLERS 


READY  FOR  IMMEDIATE  DELIVERY 


The  Hook  That's  Tempered  Right 


Stickerei  Trimming  Mercerized  Edge  and  Dot 


IMZB9 


Complete  Stock — All  sizes  7  to  14 — Assorted  8  to  13 


iMIItitiiMMItltlltlttltllllllIMM 
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Splendid  Substitute  for  Imported 


PLATED  THIMBLES 
in  Cabinets 


SPLENDID  LINE  OF 
TOOTH  BRUSH  CABINETS 


SAFETY  PINS 
That  are  Winners 


Full  Lines — Aluminum 
Steel  and  Celluloid 


Splendid  Assortment  Including 
Bone  and  Celluloid  Handles 
at    ATTRACTIVE  PRICES 


TWO  WINNERS  IN  HAIR  NETS 


None  Better — None  Cheaper 


Before  placing 
your  Spring  Orders, 
it  will  pay  you 
to  look  through 
our  line. 


l3J  HAS/?  M£.  T 

Fir**.  MciK 

9/bit  net  tivrfkrfuced 


A  Profitable  Number 


Most  popular  Net  on 
the  market — All  sizes 
and    colors    in  stock. 


A  full  stock 
of  Hat  Pins,  in 
5,  6  and  7  inch 
with  Jet,  White 
and  Mat  Heads. 


February,  1917 
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MORE  DRESS  SHIELD 
BUSINESS  FOR  YOU 


TO  demonstrate  the  remarkable 
daintiness  and  wonderful  invisi- 
bility of  the  new  flesh-colored 
Kleinert  Dress  Shields 

—  we  are  arranging  with  several  leading 
manufacturers  of  waists  and  dresses  to  put 

Kleinert  Dress  Shields  in  their  productions. 

/ 

This  means  more  dress  shield  business  fo/ 
you  because  when  the  dress  shields  must  be 
renewed  they  will  be  replaced  with  new 
dress  shields  purchased  at  your  notion 
department 

— because  women,  on  noting  the  daintiness 
of  the  new  dress  shields,  will  become  big- 
ger consumers  and  buyers  of  Kleinert 
Dress  Shields. 


L  B.  KLEINERT  RUBBER  COMPANY 
719  to  725  Broadway,  New  York 
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PORTER  BROS.  &  CO. 

Established  1855 

Commission  Merchants 

Acorn  Spring  Dress  Fasteners 


EVERYTHING  IN  NOTIONS 

For  the  Jobbing  Trade  Only 


Full  Assortment  of  Blood's  Needles  and  Darners,  Victoria  Union  and  America's 
Safety  Pins,  Bias  Seam  Bindings,  Shoe  and  Corset  Laces,  Hair  and  Cloth  Brushes, 
Elastic  Cords  and  Braids,  Lindsay  Hose  Supporters,  Horn  and  Ivory  Fine  Combs, 
Gilt,  Nickel  and  Celluloid  Buttons,  Dress  Beltings,  etc. 

108  WORTH  STREET  86  ESSEX  STREET 

NEW  YORK  BOSTON 
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For 
100  Years 


^Dexter  Cotton 


has  been  the  standard  for  knitting  and 
crocheting. 

"Quality  First"  is  the  slogan  through- 
out the  Dexter  Mills  in  every  depart- 
ment. 

Dexter  Yarns  are  spun  from  the  best 
obtainable  cotton  for  the  special  uses 
for  which  they  are  made.  Uniformly 
twisted,  bleached  and  dyed.  That  is 
why  they  represent  the  best  that  skill 
and  modern  machinery  can  produce. 

DEXTER  YARN  CO.,  Pawtucket,  R.  I. 
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New  York 
881  Broadway 
Denver 
Foster  Building 


Boston 
67  Chauncy  St. 


Chicago 
223  W.Jackson  Blvd. 

San  Francisco 
50  Sansome  St. 
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Dexter 

Cordonnet  Crochet  Cotton 

THE  CORDONNET  that  shows  you  real  profit.  Packed  TWELVE 
BALLS  (not  ten)  to  the  box,  thus  giving  you  20  cents  a  box  greater  profit 
than  any  other  Cordonnet  on  the  market  when  sold  at  10c  a  ball.  Made 
from  the  very  best  Sea  Island  cotton,  smooth,  uniformly  twisted,  easy  to  work 
with,  does  not  kink,  has  a  highly  mercerized  finish  that  improves  even  after 
washing  and  ironing,  which  is  peculiar  to  the  Dexter  Cordonnet.  Made  in 
white  in  all  sizes  from  1  to  100;  ecru  in  sizes  3  to  70;  also  made  in  the  fol- 
lowing colors:  king  blue,  light  blue,  lilac,  delph  blue,  sapphire,  pink,  rose 
pink,  light  rose  pink,  orange  and  sea  green  in  sizes  3,  10,  30,  50,  70. 


IDexter  Silko 


ART  310 

ADAPTED  for  making 
all  fancy  crochet  and 
embroidery  articles — scarfs, 
caps,  bags,  art  embroidery 
work,  etc.  Made  in  all 
staple  colors  and  shades, 
in  100-yard  spools,  1  dozen 
spools  to  the  box. 


Baxter  Silko  Tatting  Cotton 

ART  970 

THIS  is  made  of  the  same 
quality  yarn  as  the  Dex- 
ter Cordonnet,  and  is  made 
likewise  in  the  same  colors. 
It  is  particularly  adapted  for 
delicate  edgings  and  all 
other  forms  of  tatting.  Put 
up  in  -ounce  balls,  1  dozen 
to  the  box. 


3)exter  Dyconett 


ART  305 

DEXTER  DY- 
CONETT is 
Dexter  Crochet 
Twist  mercerized.  It 
is  used  for  the  same 
purposes  as  the  Cro- 
chet Twist.  Put  up 
150  yards  to  the  ball, 
16  balls  to  the  box, 
in  white, cream,  ecru 
and  arabian. 


3)eX  teT  Pearl  CrochetCotton 


ART  370 

ANEW  Dexter 
product,  made 
with  the  same  expert 
care  and  from  the 
same  excellent  ma- 
terials as  DexterCor- 
donnet.  It  has  a 
beautiful  silk  lustre  and 
wears  better  than  silk. 
Put  up  in  20-gram  balls, 
10  balls  to  the  box. 
Made  in  a  wide  range 
of  colors,  in  size  5  only ; 
white  in  sizes  3,  5  and  S. 


3)^X^6 V  Turkey  Red  Embroidery  Cotton 


Embroidery  Cotton 

SUPERIOR  in  every 
way  to  similar  articles 
offered  as  "just  as  good." 
Color  guaranteed.  Made 
from  long  staple  cotton, 
uniformly  twisted,  giving 
a  smooth  and  even  finish. 
Put  up  30  yards  to  the 
spool,  1  dozen  spools  to 
the  box. 


THIS  product  is  also  packed  in  J^-gross  glass  top  cabinet 
and  Yz  gross  in  cardboard  box.   This  cabinet  and  box  are 
packed  together  in  a  carton  and  are 
not  sold  separately.  Packed 
Assorted  Nos.  H 
to  18. 


Knitting  Cotton 


ART  200 


THE  leading  knitting  cotton 
for  a  hundred  years  — "  The 
Kind  Grand  ma  Used.  Made  in 
bothwhite  and  black, three  and  four 
thread.  Other  colors  four  thread 
only.  Large  variety  of  colors — white, 
unbleached,  ecru,  fast  black,  light  blue, 
pink,  lavender,  navy  blue,  cardinal,  seal 
brown,  blue  and  white,  scarlet  andwhite, 
brown  and  white.  Put  up  20  balls  to 
the  box. 

Crochet  Twist 

ART  300 


A SUPERIOR  twist, especially  adapt- 
ed for  making  crochet  lace,  doilies, 
tidies,  bags  and  all  macrame  effects  in 
knittingand  crocheting.  Made  in  white, 
cream,  ecru  and  arabian,  220  yards  to 
the  ball.    Put  up  16  balls  to  the  box. 


For  sale  by  the  leading  jobbing  houses  throughout 
the'jUnited  States  and  Canada.  [If  your  jobber  will 
not  supply  you,  write  to  our  nearest  office  for  sam- 
ples and  prices. 


De  Graff  &  Palmer, 

'  Sole  Selling  A  vents 


67  Chauncy  St. 
BOSTON 


Sole  Selling  Agents 

881  BROADWAY,  NEW  YORK,  N.  Y. 

223  W.  Jackson  Blvd.  Foster  Building  50  Sansome  St. 

CHICAGO  DENVER  SAN  FRANCISCO 


February,  1917 
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COLONIAL  PAGE 


COLONIAL  Quality  is  our  trade-mark  flag  that  flies  over  the  small  ware 
world.  It  has  a  following  in  every  clime  producing  fancy  goods  and 
notions.  The  items  illustrated  are  typical  values  showing  the  diversity  of  our 
stock  and  the  scope  of  our  operations. 

In  America  the  Colonial  trade-mark  signifies  nation-wide  distribution,  a 
manufacturing  system  that  helps  a  merchant  build  up  a  prestige  and  profit.  Fol- 
low this  page  —  it  will  guide  you  in  buying  the  right  merchandise  at  the  right 
time  and  at  the  right  prices.    Order  now  from  the  Colonial  Page. 


No.  6710— Georgette  square  back  collar  trimmed  with 
lace  and  insertion.    Price  per  dozen,  $8.50. 


nvisible 

— the  first  REAL  national  adver- 
tising campaign  for  the  first  REAL 
invisible  hair  net.  The  Fashionette 
is  processed  for  invisibility  and 
strength  and  packaged  prettier 
than  any  item  on  your  notion 
counter.  Send  for  the  beautiful 
Crystal  Cabinet,  free  with  your  or- 
der for  2  gross  of  Fashionette 
Invisible  Hair  Nets. 


No.  500 — Moji  ties — a  new  neck  adorn- 
ment— ornamented  with  characteristic  Chi- 
nese beads.  Ties  in  all  new  shades,  such 
as  Chartreuse,  Gold,  Shadow  Lawn 
Green,  Bronze,  Chinese  Blue,  Rose,  Delf, 
etc.  Price  per  dozen,  $2.12.  (Less  5% 
trade.) 


No.  3511 — A  Colonial  grain  pocketbook  bag  with  a 
top  handle,  has  an  overlap  inside  frame.  Size  of 
bag  8%  x  3% ;  also  has  a  very  neat  enamel  button. 
Lined  with  Tussah  silk.  Comes  in  assorted  colors. 
Price  per  dozen,  $12.00. 


No.  3/477 — The  ever  popular  Jitney  purse 
with  a  green,  gold  and  copper  colored 
combination  effect  and  an  embossed  floral 
design.    Price  per  gross,  $51.00. 


No.  5059 — Pure  gum  cap,  shirred  in  front 
to  give  bandeaux  effect,  and  butterfly  in 
front  of  different  colors,  making  a  pretty 
combination.    Price  per  gross,  $51.00. 


SAMSTAG  &  HILDER  BROS. 

Broadway  and  29th  Street,  New  York  City 

Chicago  Showrooms,  212-216  West  Adams  Street 


8 


Notions  and  Fancy  Goods 


RBT  IRYISIBLB 
ON  FOR  K  H  BAD 
HO  STRAY 

Not*  at  boitom  of  N<t  ihe  "Tight  H*Ir,"  which,  when 
Ma  DAA  placed  over  forehead,  forms  a  neat  "bag"  shape,  keeping  the 
*^  U*  Ftont  Dressing  of  Hair  'Tidy"  whilst  allowing  ample  fulnui. 


SIX 
POPULAR 
NUMBERS 

IN 


\8T  INVlSIIILH 

NO  STRAY  LOCKS, 


■  B  UNTID 
H&T  SLIPS 
DOWN  OV8R 
"OHBHBAD 


tkT  n  ****  **  bottom  of  net  the  "Tigfat  H«ir,"  which  when 

IN  O.     K22  E!iced  "*<  kwhtad,  form*  a  neat  T'bag"  ahape,  keepinB  iha 

'  Front  Drtaalng  of  Han  "Tiiy."  whilst  allowing  ample  fulntu 


Real  Human  Hair  Nets 

That  should  be  in  every  Notion  Stock 


Each  one  a  tried  and  proved 
favorite 


Complete  Stocks  on  hand 
ready  for  immediate  delivery 


Special  "AUTOMOBILE"  NET. 


COlPPUftB  UNTIDY 
NBT  BLIPS 
DOWN  OVBR 
PORBHBAD. 


No.  R26  £ 


at  bottom  of  Net  the  "Tight  Hair,"  which,  when 
d  over  forehead,  forms  a  neat  "bag"  ahape,  keeping  the 
t  Dressing  of  Hair  'Tidy"  whilst  allowing  ample  fulness. 


NBT  IRVI 
ON  PORBHBA 
HO  STRAY 


_  -  _  Note  at  bottom  of  net  the  "Tight  HsJf,"  which  when 
[\fV     P  placed  over  forehead,  forms  a  neat    bag"  shape,  keeping  the 

l  W»    rVAt       fin!  Druilng  of  Hair  "TUy,"  whilst  allowing  ampU  f  Jnaas 


Retail  at  Prices  as  Low  as 
Many  Inferior  Competing 
Brands 


Each  Number  can  be  furnished  in  the  following  shades — Blonde,  Light  Brown, 
Medium  Brown,  Dark  Brown,  Black,  Auburn,  Pepper  and  Salt  (Gray)  and  White. 

SOLE  AGENTS 

DIECKERHOFF,  RAFFLOER  &  CO. 

560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 

Philadelphia,   Pa.,  925  Chestnut  St.  31  Bedford  St.,  Boston,  Mass. 


Self 
Adapting 


CAP  NET 

QUITE  .  . 


No  Loose  Ends. 


No  Pins  Required. 
No  Draw  Threads. 
Color:  MID  BROWN 


IIVISIILL 


Finest  Real 
Ham  an  Hair 


Manufactured 
by 

Rosenwald  Bros. 
27  Noble  St. 
London,  Eng. 


Large  Size 
every  net  guaranteed. 


COPYRIOHT 


/ncf/spensable  for  Prevailing  Styles  of  Coiffure 
Color  MID  BROWN 


February.  1917 
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BUILDING 

Occupied  for  1 5  year*  by 

Wm.  E.  Wright  &  Sons  Co. 


NEW  BUILDING 

Main  front  on  Church  Street  and 
entrance  to  offices  which 
are  on  2nd  floor. 


NEW  BUILDING 

Part  of  which  has  been  occupied 
for  several  years  by 

Wm.  E.  Wright  &  Sons  Co 


I* 


Room  for 


Ml  TAP! 


Bias  Fold  Tape  isn't  bulky  merchandise  but  the  constantly  increasing  demand  for  our  "W  &  N,"  MONARCH  and 
METEOR  brands  has  overcrowded  our  quarters  at  40  Lispenard  Street.  Several  years  ago  we  had  to 
break  through  the  wall  into  number  38,  but  this  space  has  also  proved  insufficient  and  we  have  now  taken  the  large 
double  building  at  315  and  317  Church  Street  and  connected  it  with  38  Lispenard,  which  it  adjoins  at  the  rear. 

Our  new  general  offices  are  on  the  second  floor  of  the  Church  Street 
bui'ding  and  the  new  address  is 

315  Church  Street 

We  not  only  have  greatly  increased  facilities  for  our  own  work  but 
ample  space  for  entertaining  visiting  buyers  who  find  it  convenient 
to  use  our  office  for  their  headquarters. 

Don't  forget!  The  new  address  is  next  door  and  around  the  corner 
from  the  old  one.   The  number  is  315  Church  Street. 


WM.  E.  WRIGHT 

Pioncor  Manufacturer 
EST.  1897  INC.  1900 


WM.  E.  WRIGHT  &  SONS  CO.,  Mfrs. 

Old  Address  \jriI7    Vf^OI^'  ^ew  Address 

40  Lispenard  Street  1\E-W     I  UKJV  315  Church  Street 


Notions  and  Fancy  Goods 


Joseph  L  Porter  Company,  inc. 

Yankee  Notion  House 

61-63  Leonard  Street 
NEW  YORK 

We  Have  on  Hand 
For  Immediate  Delivery 

Flat  Centered  Daisy  Crochet  Hooks. 


FOR 
THE 
JOBBING 
TRADE 

Cotton,  Mercerized  and  Silk  Inside  Skirt  Banding.  ONLY 


"Lady  Gay"  Spring  Snap  Fasteners,  Size  0-00-000, 
Black  and  White. 


Shoe  Laces,  Tubular  and  Blind  Eyelet. 
Middy  Laces,  Cotton  and  Silk. 

Stickerei  Trimming  —  Novelty  Edging,  Ric  Rac  and 
Featherstitch  Braid. 

Pearl,  Metal  and  Bone  Buttons. 

Hat  Elastic,  Cords  and  Braids 

Lisle  and  Loom  Garter  Elastic. 

And  Other  Desirable  Merchandise 

Joseph  L.  Porter  Company,  inc. 

Yankee  Notions 


February,  1917 
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Five  Extensively  Advertised  Sizes,  5  and  10c. 


A  New  Standard 
of  Style 

for  the  Notion  Department 


HUMP  Hair  Pin  advertising,  to  thirty  million 

women,  is  bringing-  a  new  atmosphere  of  Style 
and  Beauty  to  the  Notion  counter.  The  large 
number  of  window  displays  in  which  HUMP 
Hair  Pins  take  a  prominent  part  show  how 
ready  Notion  buyers  are  to  identify  their  de- 
partments with  the  first  advertised  notion  that 
has  set  a  Style  Standard  as  genuine  as  that  of 
the  regular  Style  Leaders.  For  the  smooth, 
faultless  coiffure  beneath  the  new  close-fitting 
brims   HUMP  Hair  Pins   are  indispensable. 

HUMP  Hair  Pins 

In  Demand  for  the 

New  Spring  Modes 


Keep  OPEN  Packages  on  Display 


Standard  Sizes 

Nos.  3.  4,  5.    These  three  sizes,  long,  short  and  medium,  with  the  two 
invisibles  are  the  minimum   number  of  sizes   required   to  meet  the 
demand. 


5c.  Packages — Nos.  1,  2,  3.  4,  5 — are  put  tip.  one  size  in  a  package.     12  packages,  banded  in  a  bundle. 

12  bundles  to  a  gross.    Per  gross  packages   $4.50 

Keep  a  complete  line  of  these  five  NECESSARY  ADVERTISED  sizes  in  stock  at  all  times. 


Assorted  Sizes 

No.  6.  10c.  Packages — five  sizes  as- 
sorted in  a  package.  Most  attractive 
10c.  package  on  the  market.  Meets 
the  needs  of  all  the  family  for  long, 
short,  heavy  and  thin  hair.  Per  gross 
packages   J'J.OO 


Finest  quality  steel.      Non-rust  Satin  Enamel  Finish.       Extra  Strong.     Flexible  and  Light  Weight. 


Display  Stand  Free  to  Dealers 

Handsome  15-inch  Steel  Display  Stand  for  Counter  and  Win- 
dow display.  Free  with  initial  orders  for  not  less  than  one 
gross  packages.  Lithographed  in  many  colors.  Supplied  with 
tray  to  hold  packages  in  all  sizes.  And  two  hangers  at  top 
of  camel  to  display  two  OPEN  Packages. 

Order  Through  Your  Jobber 

HUMP  HAIR  PIN  MFG.  CO. HprGe°s,dberg  Chicago,  111.,  u.  S.  A. 
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Notions  and  Fancy  Goods 


At  Last 

A  Spring  Dress  Fastener 
Perfect  in  All  Particulars 


iiiiiiiiiiiiiiiiiiiiiiMiiiiiimiiiiiiiiiiiimiiii 


MADE  IN  AMERICA 

and  superior  to  any  other  made  in 

America 

Germany 
Austria 
France 
Spain 

Italy 


or 


Watch  this  space  for  illustration  and  all  particulars 
of  the  new  fastener  which  will  appear  next  month 

Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 

iiiiiiiiiiiniiiiiifiifiiiiiniiiiiiiiiitiiiiitiliiii 

DIECKERHOFF,  RAFFLOER  &  CO 

560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 


February,  1917 
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SanforcTs 


Edgette,  Flutte,  Picot,  Stickerei  Edgings,  Soutache,  Rick  Rack, 
Feather  Stitch  Braids,  Embroidered  Emblems,  Marking  Initials, 

Middy  Laces,  Coronation  Cord 

Elastic  Braids,  Cor ds,0 vals  and  Flats 

Bias  Seam  Tape=— 


Sanford  Narrow  Fabric  Co. 


351  Fourth  Avenue 


New  York 


We  Babies  Demand 

tQTEWART'^  w 
l  LJ  PLE^C 
5AFETV  PIN5^ 


ASK  TO  SEE  THEM  AND  LEARN  WHY 

1.    The  double   head    allows  t 
point  to  fasten  from  either  side. 

//  2.    The  tongue  prevents  the  fabric  \ 
<f    from  catching  in  the  head  and  prevents  \ 
the  points  slipping  through. 

3.    The  long,  sharp  bevelled  point  passes 
easily  through  any  cloth,  but  cannot  bend. 

4.    The  guard    covers  the  coil  spring  at  side 
which  comes  next  to  cloth,  no  possible  chance  o 
catching  in  spring. 

Brass  wire,  cannot  rust,  extra  stiff  and  strong, does  not  bend 


,« 1 1  ]  1 1  s  1 1 1 9 1 1 1  i  2 1 1 1 1 1 1 1 1 1 1 1  f  1 1 1 1 1 1  a  >  1 1 1 1  c  i ;  c  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  e  i  a  e  i  i  j  1 1 1 1  c  j  1 1 1 3  j  1 1 1 1 1  >  1 1  r  1 1  1 1 1 1 1 1 1 1 1 1 1 1 

This  Card  In  Your  M^indow  X 

Will  let  the  people  of  your  section  know  that  E 

you  believe  in  giving-  your  customers  the  best  = 

quality — even  in  safety  pins —  E 

^TEWART'5.  1 

Duplex 

^SAFETY  PINS  | 

TRADE  MARK  REOISTCReD  — 

"CON  SAP  I  CO"  = 

It  will  add  to  your  reputation  as  a  reliable  E 

dealer,  and  attract  the  trade  of  women  who  = 

are  not  satisfied  with  anything  less  than  E 

The  Safest  | 

Safety  Pins  for  Baby"  | 

Best  Made,  Best  Known,  Best  Advertised.  E 

Prompt  Shipment  of  Immediate  Orders.  = 

Write  for  Display  Card  in  Colors  Today!  E 

Consolidated  Safety  Pin  Company  | 

Dept.  L.  BLOOMFIELD,  N.  J.  | 

■  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 f  minium  ii  ii  mum  mini  iiimmiiiiiiiiiimiiimimiiF 


14 


Notions  and  Fancy  Goods 


William  Schimper  &  Company 


Office  and  Factory 
322-338  Ferry  Street 
Hoboken,  N.  J. 

Telephones 
1530  Hoboken  1531  Hoboken 


Established  1867 

Manufacturers 

R.  R.  DEBACHER,  President 


Salesrooms 
33  Union  Square  West 

(Broadway,  bet.  16th  and  17th  Sts.) 

New  York  City,  N.  Y. 

Phone,    214  Stuyvesant 


Our  1917  Lines  Are  Now  Ready  for  Inspection 

It  will  be  to  your  interest  to  see  these  lines.  We  have  added  interesting- 
numbers  to  our  METAL  ART  CRAFT  Smokers'  Lines,  as  well  as  our 
ENAMELED  PERSIAN  IVORY  LINE,  both  of  which  must  be  seen  to 
be  appreciated. 

Your  attention  is  also  called  to  our  PLAIN  IVORY  LINE.    Call  at  our 

Salesrooms  and  verify  our  claims. 


JLGL 


MADE  IN 
U.  S.  A. 


CROCHET 


r  m  ' 

MERCERIZED 
SIX  CORD  •  HARD  TWIST 

|  |  j 

SIX  CORD  MERCERIZED 
"CORDONNET  SPECIAL" 

10  Balls  in  a  box.  White  and  Ecru 

Sizes 
1  to  100  White 
1  to  50  Ecru  and  Linen  Shades 
5-30-50  and  70  all  colors 

ALL  SIZES  CAN  BE  JOBBED  AT  ONE  PRICE 


A  six-cord  hard-twist  highly  mercerized  Crochet  Cotton  made  from  the  very  best  long  staple  Sea  Island  Cotton 
which  insures  for  it  strength  and  brilliancy  of  lustre,  a  superior  article  for  all  crochet  purposes. 
We  positively  guarantee  the  quality,  finish,  etc.,  to  be  equal  to  that  of  any  other  similar  article  now  on  this 
market,  and  the  price  is  better. 

PRATT  &  FARMER  CO.,     48-52  E.  21st  St.,  New  York 


February,  1917 


IS 


Two  Interesting  Examples  of  the  Season's  Latest  Hair  Ornaments 


Specials  to  retail  from  50c  upward.  Place  your  orders  now  for 
Easter  Offerings.  At  the  same  time  include  Sport  and  Dansant.  If  you  haven't 
seen  them  write  for  samples. 


'ILADTS  FASHIONABLE^. 


Society  Casque. 


3  &5  West  19fi'  Street,      New  York 

^  (COR.  5U3AVE.) 

"The  House  You  Helped  to  Build" 


Society  Comb. 


A  Good  Number 

MANICURE 
SEVEN  PIECE 
ROLL  UP 

$9.00  per  dozen 


Specialties  for  the  Notion  Jobbers 
SEASON  1917 

Our  Line  is  Now  Ready 


Tourist  Cases 
Manicure  Sets 
Sewing  Sets 
ilitary  Brush  Sets 


Collar  Pouches 
Music  Rolls  and  Bags 
Brief  Cases 

Flasks  (Leather  Covered) 


THE  BODINGER  M'F'G  CO. 


3  and  5  West  19th  Street, 


NEW  YORK 


Sole  Agents 
for  the 


De  Graff  &  Palmer 

World  Renowned  Stag  Combs 


881  to  887  Broadway 

New  York 


Made  in  BINGHAMTON,  N.  Y.,  U.  S.  A.,  by  NOYES  COMB  CO.,  Established  1759 
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Notions  and  Fancy  Goods 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


OSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  38  Sansome  Street 


E  A.  GUTHMAN  CO. 


MANUFACTURERS  OF 


Toilet  Specialties  and  Art  Novelties 

Originators  of  Novelties  in  Society  and  Guest  Bags,  Tourist  Cases,  Powder  Puff 
Specialties,  Pullman  Aprons,  Vanity  Cases  in  Leather  and  Silk,  Sachets,  etc. 

DIRECT  IMPORTERS  OF 

Sweet  Grass  Baskets 

TRIMMED  AND  UNTRIMMED 
Deliveries  Guaranteed — No  Disappointments.    Baskets  When  You  Want  Them 

NOTE  NEW  ADDRESS 

137  FIFTH  AVENUE,  NEW  YORK 


Toilet 
Brushes 

SAKABE  &  CO. 

Jiro  Sakabe,  Prop, 

OSAKA,  -  -  JAPAN 


Largest  Manufacturers 

and 

Exporters  of  the  Kind. 


DIRECT  TRANSACTIONS 


February,  1917 
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=Jfrentf)  Jborp 


IMMEDIATE  DELIVERIES 


W\)t  Venetian  J^obeltp  Company 

**AT  YOUR.  SERVICE'* 

312  SEVENTH  AVENUE      (At  28th  St.)      NEW  YORK 


HORRAX 

(A  Buy  Word  for  Notions) 

HEADQUARTERS  FOR 

NOTIONS 

AND  SMALL  WARES 

Agents  for  William  H.  Cole  &  Co.'s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 

Edwin  Horrax,  Inc. 


35-37  East  20th  St. 
NEW  YORK 

A  Few  Doors  East  of  Broadway 
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T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 

ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 

315-321    FOURTH   AVENUE  Just  a  few  steps  from  the  23rd  St.  Subway  Station  NEW  YORK 
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Poirier  &  Lindeman  Co- 
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(Between  26th  and  27th  Streets) 
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Selling  "Russell"  Elastic  Webs 
Is  Real  Customer  Service 

The  merchant  who  prospers  most  is  he  who  sells  only  the  most  re- 
putable merchandise.  He  gets  100%  value  for  his  money,  and,  in 
turn  makes  it  possible  for  his  customer's  dollars  to  buy  a  full  1  00 
cents'  worth  of  merchandise. 

Merchants  who  sell  Russell  Elastic  Webs  are  giving  their  customers 
the  best  kind  of  service.    Every  reel  of  the  genuine  bears  the  name 
"Russell."    This  name  is  the  merchant's  guarantee  of  unvarying  high 
quality  in  the  goods.    It  is  the  customer's  guarantee  of  satisfaction,  too. 

Look  for  the  name  "Russell"  on  the  elastic  webs  you  buy,  and  teach 
your  customers  to  ask  for  "Russell"  by  name.  It  will  mean 
greater  profits  for  you. 

We  are  also  large  manufacturers  of  braids 
of  all  kinds.   Write  for  samples  and  prices 


THE  RUSSELL  MANUFACTURING  COMPANY 

New  York  Office:  349  Broadway 

Factory:    Middletown,  Conn. 
Established  1834.  Capital,  $900,000.00 


HOYTS  FAST  SELLERS 


HOYT'S 

GENUINE  GERMAN  COLOGNE 

HOYT'S 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

F.  HOYT  &  CO.,  Ltd..  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER  CO.,  Inc.,  Selling  Agents 
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They  Sell! 

They  Please! 
They  Repeat! 

85%  Profit 
When  Bought  in 
Quantities 

LIST 

Nadinola  Cream  (22  drachms)  per  doz.  $8.00 

Nadinola  Cream  (10  drachms)  per  doz.  4.00 

Egyptian  Cream  (2  ounces)  per  doz.  4.00 

Nadine   Face   Powder,   White,   Flesh,  Pink, 

Brunette   per  doz.  4.00 

Nadinola    (Rose   Tint)    Rouge  per  doz.  2.00 

Nadine   Flesh   Soap  per  doz.  1.75 

Nadinola   Talcum   Powder  per  doz.  1.50 

TERMS— 2  per  cent,  off  for  cash  in  ten  days;  or  net  60  days.  Orders 
for  $12.00  or  more  freight  or  express  prepaid  to  shipping  points  in  the 
United  States. 

FREE  GOODS 

With  orders  of  $15.00  Free  at  list  price  $1.75 

With  orders  of     25.00  Free  at  list  price  3.50 

With  orders  of    50.00  Free  at  list  price  8.00 

With  orders  of  100.00  Free  at  list  price  20.00 

ADVERTISING  National  magazines  with  a  circulation  aggregating 
about  twenty  millions.    The  leading  daily  press  of  each  locality. 

Nadinola,  Egyptian  Cream,  Nadine  Flesh  Soap  and  Nadine  Face 
Powder  are  all  called  for  in  directions  for  the  Nadinola  treatment. 

No  better  merchandise  can  be  placed 
in  your  store 

Order  from  your  Jobber  or  from  factory  and  you  will  not  regret  it. 

PREPARED  BY 

NATIONAL  TOILET  COMPANY 

PARIS,  TENN.,  U.  S.  A. 


"HOB  NOVELTIES" 

ARE 

Good  Profit  Makers 


Our  special  as- 
sortments at  $15, 
$25,  $35,  $50,  in- 
clude infants' 
decorated  sets, 
toys,  rattles,  coat 
hangers,  carriage 
straps,  carriage 
ornaments,  rec- 
ord books  and 
hot  water  bags. 

Put  in  a  line  at 
once. 


HOB  MANUFACTURING  CO. 

40  East  22nd  Street,  N.  Y. 
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I  Do 
I  You 
|  Handle 

1    5,10  and  25c,  Goods? 

Do  You  Want  To  Know 

E  where  these  goods  can  be  purchased  from  first 

hands,  the  same  as  the  large  5,  10  and  25c.  syn- 
E  dicate  stores  do? 

Do  You  Want  To  Learn 

of  the  selling  methods  employed  by  these 
E  stores,  which  have  built  up  such  tremendous 

E  businesses? 

|  Send  for  Sample  Copy 

|      5  and  10c.  Store  Magazine 
and  Variety  Review 

E  A  consolidation  of  two  trade  journals  devoted  to  5, 

E  10  and  25c.  stores,  variety,  department  stores,  etc. 


301-308  Gerke  Building, 


Cincinnati,  Ohio 
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Sign  on  the  Dotted  Line 


Date    igi6 

McCready  Publishing  Co. 
118  East  28th  Street 
New  York 

Please  send  ''Notions  and  Fancy  Goods"  for 
one  year  to  the  address  below.  F.nclosed  find  one 
dollar  in  payment. 

Name  

Address  
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Notions  and  Fancy  Goods 


Order  Through 
Your  Jobber 

It  is  a  great  big,  unprecedented  landslide  to  So-E-Z.  Never  in  all 
the  history  of  notions  has  an  article  had  so  instantaneous  and  uni- 
versal a  success,  and  we  are  taking  a  stand  that  we  believe  is  not 
only  for  the  welfare  of  retailers,  but  for  the  jobbers  as  well.  We 
prefer  orders  sent  us  through  the  jobber  wherever  it  is  possible. 

That  is  one  of  the  reasons  why  practically  every  worthwhile  job- 
ber is  boosting  and  rooting  hard  for  the  greatest  snap  fastener  that 
was  ever  offered  to  the  women  of  America  —  the 


SPRING  SNAP  FASTENER  WITH 
THE  TURTLE  BACK  (It  Lies  Flat) 

Jobbers  and  retailers  all  recognize  the  self-selling  points  of  So-E-Z,  its  wonderful  card,  its  splendid  display  box 
■ — the  virtue  of  the  turtle  back  as  a  talking  point.  You  will  hear  jobbers  and  retailers  everywhere,  telling  how 
the  turtle  back  makes  opening  easy,  because  it  gives  finger  nail  room  and  alleviates  the  rubbing  on  the  thread. 
You  hear  these  salesmen  and  buyers  and  sales  people  over  the  counters,  telling  the  women  that  at  last  a  reliable 
American  concern  has  superceded  all  foreign  manufacturers  with  the  most  perfect  snap  fastener  ever  made, 
manufactured  by  American  labor,  on  American  automatic  machinery.  So  the  American  woman  again  is  lib- 
erated from  foreign  dependence. 

Join  the  army.    Everybody  in  the  retail  trade  is  finding  the  So-E-Z  so  easy  to  sell. 

For  Jobbers'  Catalogues 

We  will  supply  complete  advertisements  or  single  cuts  through  our  advertising  agents,  on 
request.  We  have  ready  for  retailers  display  boxes,  cards,  hangers,  counter  literature, 
electros  for  advertisements — all  that  you  want.  Are  you  watching  the  big  national  con- 
sumer campaign  we  are  carrying  out  on  your  behalf  and  ours? 


Five  sizes:  0000,  000,  00,  0,  1,  in  white,  nickel  plated  and  black,  specially  treated,  guaranteed 
fast  color. 


A  dashingly  good 
card  in  four  striking 
colors  that  will  stick 
out  of  a  pile  on  your 
counter. 


Made  by  THE  AUTOYRE  CO. 

A.  L.  CLARK  &  CO.,  Inc., 

652  BROADWAY 


Sole 

Distributors 

NEW  YORK 
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PEET'S  !"ti-ieHEI!!  The  Hook  With  An  Eye  for  Business 

PATENT                                    "  * 

P^ease  women-folks — that's  the  business  of  a 

^^^^Pr^P^  ••''S^              1  Vet's  Eyes  have  made  a  hit  because  the  triangle 

f-^^mm^^^^^y                 makes  them  easy  to  sew  on.    Makes  them  star  on  and 
ypgfjjSB  y                      stay  bunked.    Because  they  lie  flat  and  make  a  neat 

^kJ^y^^^W^*^                                                           "It  s  in  the  Triangle" 

They've    educated    women    away    from   just    "hooks-and-eyes"  to 
"PEET'S  Hooks  and  Eyes"  and  they  pile  up  the  repeat  sales. 

WON'T  RUST                 PEET  BROTHERS,                     Philadelphia,  Pa. 
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Notions  and  Fancy  Goods 


Holding  Our  Trade  After  the  War 

An  Address  by  Hon.  Leo  S.  Rowe,  Secretary-Gen  eral  of  the  International  High  Commission,   Delivered  at 
the  Fifth  Annual  Meeting  of  the  Chamber  of  Commerce  of  the  United  States. 


WE  are  constantly  speaking  of  the  European 
war  as  laying  the  foundation  of  America's 
industrial  and  financial  leadership.  There  is  some- 
thing almost  naive  in  the  widespread  feeling  that 
this  remarkable  expansion  of  our  foreign  trade  will 
continue  as  a  permanent  asset  of  the  country.  If,  on 
the  other  hand,  we  deal  with  facts  rather  than  with 
fancy,  it  will  not  take  us  long  to  see  that  the  prog- 
ress that  has  been  made  in  our  Latin-American  trade 
does  not  represent  by  any  means  a  permanent  part 
of  our  commercial  expansion.  In  fact,  there  is  a 
widespread  feeling  throughout  Central  and  South 
America  that  American  merchants  and  manufac 
turers  are  exploiting  to  the  fullest  extent  the  needs 
of  Latin-American  merchants,  and  that  they  are  pay- 
ing but  little  heed  to  the  conditions  that  will  arise 
immediately  at  the  close  of  the  European  war. 

During  the  last  two  years  I  have  made  two  pro- 
longed trips  through  the  countries  of  South  America 
and  I  could  not  help  but  be  impressed  with  the 
deeply  rooted  feeling  of  irritation  on  the  part  of 
Latin-American  merchants  because  of  the  fact  that 
our  own  manufacturers  were  taking  advantage  of  the 
fact  that  they  could  no  longer  secure  the  goods  they 
wanted  from  some  of  their  European  sources  to 
exact  from  them  not  merely  unusually  high  prices, 
but  to  require  of  them  other  onerous  conditions  with 
reference  to  financial  arrangements.  Rightly  or 
wrongly,  there  was  a  distinct  feeling  that  the  United 
States  was  utilizing  a  momentary  opportunity  with- 
out attempting  to  lay  the  foundations  for  permanent 
commercial  relations  with  the  merchants  of  Latin 
America. 

Let  us  not  delude  ourselves  with  reference  to 
what  is  going  to  happen  immediately  at  the  close  of 
the  European  war.  I  found  the  Latin-American 
merchant  longing  to  resume  his  relations  with  Euro- 
pean manufacturers,  and  particularly  with  the  Ger- 
man manufacturers.  In  fact,  he  was  looking  for- 
ward to  the  close  of  the  European  war  as  a  promise 
of  emancipation  from  the  exactions  of  the  American 
producer. 

I  make  this  statement  not  so  much  with  the  view 
of  casting  any  reflections  on  our  American  mer- 
chants, but  to  point  out  that  if  we  are  concerned,  not 
so  much  with  the  utilization  of  a  temporary  advan- 
tage but  rather  with  the  establishment  of  a  perma- 
nent and  leading  place  in  South  American  trade,  we 
must  lay  the  foundations  far  deeper  than  they  are 
at  present  and  of  a  character  upon  which  the  good 
will  of  the  South  American  merchants  can  be  de- 
veloped. We  must  also  have  sufficient  perspective, 
sufficient  vision,  sufficient  insight  and  foresight  to 
see  that  an  important  part  of  the  structure  that  we 
are  attempting  to  rear  will  be  greater  uniformity 
in  commercial  methods,  greater  uniformity  in  com- 
mercial legislation,  greater  certainty  and  security 
in  financial  arrangements  and  the  gradual  removal 


of  those  irritating  administrative  regulations  which 
are  so  often  a  real  obstacle  to  the  development  of 
international  trade. 

It  is  to  these  purposes  that  the  International  High 
Commission  has  addressed  itself.  The  direct  out- 
growth of  the  Pan-American  Financial  Conference 
of  1915  represents,  as  it  were,  a  permanent  standing 
committee  of  the  conference,  entrusted  with  the  ac- 
complishment of  definite,  practical  purposes  which 
will  bring  about  greater  unity  of  thought  and  action 
on  the  American  Continent  in  matters  relating  to 
commercial  methods,  commercial  law  and  financial 
arrangements. 


FIRE  PREVENTION. 

REMARKABLE  work  is  being  done  in  the 
removal  of  causes  which  lead  to  the  destruc- 
tion of  property  by  fire.  The  question  of  fire  pre- 
vention has  been  agitated  for  years,  but  only  re- 
cently has  this  agitation  taken  the  form  of  practical 
measures.  In  some  cities  the  fire  department  now 
collects  from  property  owners  the  cost  of  extin- 
guishing a  fire  after  an  investigation  has  shown  that 
the  owner  was  negligent  in  guarding  against  danger 
from  this  source. 

The  National  Board  of  Fire  Underwriters,  whose 
headquarters  are  in  New  York  City,  has  published 
some  interesting  statistics  showing  the  extent  to 
which  education  on  the  subject  of  fire  prevention 
has  diminished  the  number  of  fires  in  the  principal 
cities.  New  York  City  is  stated  to  have  had  1,010 
fewer  fires  in  1915  than  in  1914,  with  a  decrease  of 
$2,460,793  in  aggregate  losses,  while  the  loss  per 
fire  was  $140.50  less  than  the  lowest  previous  re- 
cord. Chicago  in  1915  had  1,238  fewer  fires  and 
$906,605  less  in  total  fire  losses  than  in  1914.  Cin- 
cinnati had  430  fewer  fires  and  $33,903  less  in  losses 
in  1915  than  in  1914.  Milwaukee  had  682  fewer  fires 
and  $290,837  less  losses  in  1915  than  in  1914.  The 
Boston  metropolitan  district,  which  includes  the  city 
and  25  neighboring  towns,  has  made  remarkable 
showing  since  appointing  its  fire  prevention  com- 
missioner in  1914.  In  the  month  of  June,  1916,  605 
alarms  were  reported,  against  1,337  in  the  corre- 
sponding month  of  1914,  which  is  a  decrease  in  two 
years  of  64  per  cent. 

While  quoting  these  figures  with  satisfaction,  the 
board  says  that  only  a  beginning  has  been  made 
in  reducing  the  great  losses  which  this  country  an- 
nually suffers  from  fire.  In  the  year  1915  the  single 
item  of  dwelling  house  fires  in  the  United  States 
resulted  in  the  enormous  total  of  $35,591,227.  It 
is  therefore  demonstrated  that  a  great  deal  of  educa- 
tional work  and  more  drastic  supervision  by  author- 
ities are  needed  to  bring  fire  losses  to  reasonable 
limits. 
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The  Salespeople  at  the  Notions  Department 

The  Importance  of  Intelligent  Help  in  This  Department  Is  Now  Being  Recognized.  Successful 
Notion  Departments  Are  No  Longer  Clearing  Houses  for  Junior  and  Incompetent  Help. 


DEPARTMENT  store  management  has  reached 
the  practical  limits  of  advantages  to  be  gained 
by  foolproofing  the  business  with  rules.  Clerks 
know  what  is  expected  of  them  under  the  rules. 
Give  them  an  overdose  of  rules  and  they  lose  interest 
in  making  sales.  In  other  words,  the  overdose  acts 
as  a  damager  on  their  spirits  and  all  that  is  left  is 
an  organization  which  is  supersensitive  regarding 
the  red  tape  and  not  inclined  to  be  responsive  to 
the  salesmaking  opportunities  of  the  day.  With 
this  foreword  of  expression  on  the  subject  of  rules 
as  an  indicator  of  the  department  store  situation, 
and  the  danger  of  pressing  the  situation  further 
being  evident  enough,  the  interesting  question  is  as 
to  the  direction  that  store  management  should  now 
take  in  the  interests  of  business  progress. 

Although  it  will  not  be  attempted  here  to  answer 
the  question  for  the  store  as  a  whole,  there  is  bound 
to  be  something  of  value  to  all  departments  in  the 
following  account  of  the  development  of  the  notion 
department. 

Out  of  a  small  beginning  of  humble  necessaries 
such  as  needles  and  pins,  buttons  and  whatnot,  the 
notion  counter  was  first  set  up  with  a  stock  in 
trade  that  needed  no  explanation  to  the  shopper. 
So  the  notion  girl  was  apt  to  be  the  newest  clerk, 
who  had  yet  to  prove  her  fitness  for  a  more  select 
department.  It  goes  without  saying  that  the  pay 
was  small.  For  a  time  the  work  of  developing  more 
showy  departments  so  absorbed  the  management 
that  the  notion  department  of  the  big  store  just 
went  along  by  itself. 

But  it  was  attracting  more  and  more  customers  to 
its  counters,  attracting  them  despite  the  fact  that 
notions  were  the  least  showy  goods  and  the  least 
advertised.  One  day  the  management  set  out  to 
value  the  departments  according  to  the  profit  each 
produced  and  the  discovery  was  made  that  the  notion 
department  was  a  veritable  gold  mine  compared  with 
many  another  more  favored.  Its  stock  cost  com- 
paratively little,  its  profits  were  exceptionally  good 
and  its  operating  expenses  were  so  low  as  to  make  it 
remarkable  that  a  department  which  practically 
ran  itself  should  yield  returns  of  such  importance. 

Proprietors  and  managers  of  stores  began  to  take 
an  interest  in  the  development  of  the  department 
and  saw  to  it  that  the  various  articles  which  were 
constantly  being  produced  were  placed  in  stock  and 
properly  featured.  Needles  and  pins  were  no  longer 
the  backbone  of  the  department.  Instead  of  a 
couple  of  dozen  items  which  formerly  masqueraded 
as  a  complete  notion  stock,  there  are  today  hundreds 
of  items  all  of  which  are  in  constant  demand.  Sales 
are  not  confined  to  the  least  inexpensive  articles ; 
in  fact,  owing  to  the  great  variety  of  articles  used  in 
modern  dressmaking  the  average  amount  of  the 
sales  checks  in  notion  departments  today  are  four 
or  five  times  larger  than  they  were  some  years  ago. 


Another  development  which  has  had  much  to  do 
with  the  growing  importance  of  the  department 
was  that  of  ornamental  and  attractive  methods  of 
putting  up  the  various  articles  sold  there.  With  this 
development  came  the  need  of  a  type  of  salesgirl 
peculiarly  suited,  temperamentally,  to  sell  the  goods 
of  the  notion  department,  which  displayed  art  goods, 
something  of  cutlery,  novelties  in  jewelry,  touches 
of  leather  goods,  and  all  kinds  of  fancy  items.  Then 
came  the  question  as  to  what  kind  of  a  salesgirl 
should  be  selected  to  sell  the  goods  of  the  notion  de- 
partment. 

Three  general  ideas  are  carried  out  in  the  modern 
notion  department.  First,  there  are  beads,  tapes, 
buttons  and  similar  things  for  personal  ornamenta- 
tion, including  the  implements  of  work  such  as 
needles  and  thread.  Second,  there  are  goods  and 
implements  for  making  things  of  an  ornamental 
character  for  the  home.  Third,  there  are  miscel- 
laneous conveniences  for  home  and  person.  Alto- 
gether, it  is  apparent  that  the  type  of  girl  to  sell  this 
merchandise  is  the  girl  with  a  natural  love  of  "mak- 
ing things"  and  surrounding  herself  with  decorative 
fancies.  She  fits  so  perfectly  into  the  frame  given 
her  temperament  by  this  department  that  the  cus- 
tomer cannot  help  but  feel  well  disposed  toward 
purchasing  before  going  away  from  the  department. 
By  fitting  the  right  personality  to  the  department 
the  increased  sales  that  will  result  more  than  com- 
pensate for  the  increased  pay  earned  by  the  right 
girl  for  the  notion  counter.  Such  a  clerk  will  take 
care  of  the  necessary  rules  governing  the  store  be- 
cause it  is  her  nature  to  avoid  useless  friction,  but 
where  red  tape  hampers  you  will  never  be  able  to  get 
the  best  results. 

The  value  of  such  a  girl  to  the  department  can 
scarcely  be  overestimated.  She  is  a  treasure  beyond 
comparison.  But  to  get  the  best  results  of  which 
she  is  capable  she  must  have  the  co-operation  of  the 
manager  of  the  department.  Unfortunately  co-op- 
eration on  the  part  of  the  buyer  with  his  salespeople 
is  frequently  lacking  and  the  business  suffers  in 
consequence. 

Many  buyers  feel  that  when  they  supply  their 
departments  with  a  full  stock  of  well  selected  goods, 
bought  at  the  lowest  possible  price,  and  have  marked 
them  at  prices  as  low  or  lower  than  those  of  their 
competitors,  they  have  done  all  that  is  necessary 
to  make  their  departments  a  success.  A  buyer  who 
proceeds  along  these  lines  is  making  a  fatal  mistake. 

There  are  three  great  essentials  necessary  to  a 
good  and  growing  business.  First,  right  merchan- 
dise at  salable  prices;  secondly,  salespeople  who 
have  the  interest  of  their  department  at  heart  and 
who  can  sell  goods;  lastly,  truthful,  convincing,  hon- 
est advertising. 

A  buyer  can  collect  a  stock  of  the  finest  and  most 
desirable  goods  on  the  market,  yet  the  carelessness 
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and  incompetence  of  his  sales  force  can  undo  his 
splendid  efforts.  Merchandise  will  not  sell  itself,  no 
matter  how  desirable,  or  how  reasonably  priced  it 
may  be. 

The  most  successful  buyer  as  a  rule  is  the  one  who 
takes  his  salespeople  into  his  confidence,  advises  with 
them  and  accepts  with  good  grace  the  criticisms  that 
they  offer  regarding  the  goods  in  stock.  The  clerk 
who,  not  from  a  spirit  of  faultfinding,  but  from  a 
sense  of  duty,  points  out  any  defects  that  he  or  she 
may  notice  is  a  most  valuable  acquisition  to  any  de- 
partment. 

The  Advantages  of  "Sewing  Week"  Sale. 

The  featuring  and  advertising  of  a  "Dressmakers' 
Week"  or  a  "Sewing  Week"  which  has  been  taken  up 
by  the  large  department  stores  all  over  the  country, 
has  not  only  proved  profitable  to  those  firms  featuring 
this  plan  of  increasing  their  notion  business,  but  has 
naturally  increased  to  a  very  considerable  extent  the 
trade  of  the  wholesale  dealers  in  this  class  of  goods. 

There  is  scarcely  any  dry  goods  or  department 
store  proprietor  anywhere  who  would  not  be  benefit- 
ed by  having  one  of  these  sales,  and  no  time  is  more 
opportune  than  the  present,  when  practically  every 
woman  is  busy  in  preparing  for  her  spring  and  sum- 
mer outfit.  Another  important  thing  is,  that  more 
home  sewing  is  being  done  just  now  than  at  any  time 
for  many  years  past,  and  to  a  very  large  proportion 
of  these  home  sewers  the  making  of  their  own  dresses 
is  practically  a  lost  art.  When  a  woman  who  for  a 
number  of  years  past  had  all  her  sewing  done  for 
her,  then  makes  up  her  mind  to  do  such  work  herself 
she  finds  that  not  only  are  her  needs  much  more 
extensive  than  she  had  supposed,  but  that  there  are  a 
number  of  little  helps  to  home  sewing  now  on  the 
market  of  whose  existence  she  had  absolutely  no 
knowledge. 

During  a  sale  of  this  character  every  effort  should 
be  made  to  sell  as  many  notion  items  as  possible  in 
bulk — that  is  to  sell  things  by  the  dozen  or  the  pack- 
age instead  of  by  the  single  piece.  There  are  many 
articles  which  can  be  sold  in  this  way,  which  tend  to 
largely  increase  the  sales  of  the  department. 

Aisle  tables  and  bargain  booths  are  almost  indis- 
pensable in  one  of  these  "Sewing  Week  Sales."  As 
far  as  possible  the  goods  should  be  shown  in  baskets 
or  trays,  and  each  should  carry  a  card  with  the  name 
of  the  article  and  the  price  plainly  marked.  Keep 
as  much  of  the  notion  stock  forward  as  it  is  possible 
to  do,  for  it  is  the  showing  that  sells  the  goods. 

Special  tables  should  be  set  apart  for  articles  or 
groups  of  articles  which  can  all  be  sold  at  one  price. 
These  tables  should  have  large  signs  with  the  price 
plainly  shown  thereon.  Plenty  of  plainly  lettered 
price  tickets  are  of  great  importance,  as  they  enable 
customers  practically  to  wait  upon  themselves  by 
making  their  selections  before  they  approach  the 
sales  girl. 

Besides  the  articles  advertised  in  the  usual  way, 
special  bargain  items  should  be  prepared  for  each 
day  of  the  sale,  and  marked  with  a  conspicuous  ticket 
as  "special  bargains  not  advertised."  This  idea  al- 
ways attracts  attention  to  the  goods  and  means  extra 
sales. 

In  order  to  make  a  sale  of  this  character  a  decided 
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success  there  must  be  an  active  co-operation  between 
the  advertising  department,  the  store  decorator  and 
the  buyer  of  the  department.  The  co-operation  of 
the  window  trimmer  is  particularly  important.  Very 
few  window  decorators  like  putting  in  a  notion  win- 
dow, for  two  reasons — in  the  first  place,  very  few 
notion  windows  reflect  credit  on  the  decorator,  and 
in  the  second,  much  time  is  required  by  reason  of 
the  nature  of  the  goods  and  the  size  and  number  of 
articles  to  be  handled.  For  the  latter  reason  alone 
only  one  window  can  be  reasonably  expected,  and 
the  decorating  should  be  done  in  the  department. 

Radical  Reductions  in  Price  Not  Necessary 

A  great  many  buyers  have  an  idea  that  to  do  a 
very  large  amount  of  business  during  these  sales,  it 
is  necessary  for  them  to  mark  down  a  very  large 
proportion  of  the  goods  in  stock.  This  is  a  decided 
mistake ;  while  there  is  no  question  that  prices  in 
many  instances  have  to  be  cut,  particularly  upon 
these  goods  with  which  the  public  is  most  familiar, 
it  is  not  necessary  to  do  this  to  any  considerable 
extent. 

The  goods  to  be  marked  down  should  be  such  as 
will  make  the  deepest  impression  upon  the  custom- 
er's mind,  and  upon  careful  examination  it  will  be 
found  that  these  items  are  remarkably  few  and  that 
the  losses  on  them,  if  any,  can  be  made  comparative- 
ly light. 

The  deepest  cuts  should  be  made  upon  the  lowest 
priced  goods,  as  they  will  produce  a  more  decided 
effect  of  cheapness  on  the  minds  of  customers  than 
would  be  the  case  if  applied  to  the  more  expensive 
articles.  For  instance,  a  two-cent  paper  of  pins 
marked  at  one  cent  will  have  a  much  greater  effect 
upon  the  purchasing  public  than  a  fifty-cent  article 
marked,  say,  at  thirty-nine  cents ;  while  in  the  one 
case  the  apparent  loss  is  one  cent  and  the  other 
eleven  cents,  yet  the  reduction  is  more  apparent  and 
more  vivid  to  the  minds  of  the  customers. 

Recent  Notion  Novelties. 

A  scissor  holder  in  which  three  wise  looking 
owls  act  as  guards  over  three  pairs  of  scissors  is 
a  recent  novelty  for  the  notion  counter. 

So  that  the  force  will  all  be  on  duty  at  the  same 
time  the  birds'  feet  are  fastened  to  one  standard. 
The  birds  are  wooden  and  are  painted  black.  At 
the  feet  of  each  bird  is  joined  a  piece  of  wood  to 
form  a  pocket  for  a  pair  of  scissors.  The  middle 
bird  is  the  tallest,  so  in  his  pocket  is  thrust  the 
largest  pair  of  scissors,  whose  round  handles  form 
spectacle  rims  around  the  white  eyes  with  their 
black  centers.  The  owls  on  either  side  of  the  central 
one  are  smaller  and  of  uniform  size.  In  their  pockets 
are  smaller  scissors  and  their  handles  form  spectacle 
rims  for  their  eyes. 


Human  hair  nets  have  advanced  considerably 
within  a  short  time.  The  causes  seem  to  be  in- 
creased pay  of  operatives,  sharp  advance  in  exchange 
as  the  Mexican  dollar  has  risen  about  50%  in  value, 
and  the  difficulty  of  getting  freight  facilities.  Silk 
hair  nets  have  also  shared  in  the  advance,  on  account 
of  the  blockade  and  rise  in  raw  silk.  Those  firms 
farsighted  enough  to  have  stocks  on  hand  are  now 
reaping  the  benefits  of  these  advanced  prices. 


A  UNIQUE  WINDOW  ATTRACTION. 

^  HE  use  of  cut-outs  as  effective  business  bringers  is  becoming  more  general.  Merchants 
everyzvhere  who  have  used  this  method  of  attracting  attention  to  their  'window  displays  are 
enthusiastic  over  results. 

The  one  illustrated  above,  suggestive  of  spring  shopping,  can  be  made  very  attractive  with 
very  little  trouble  by  any  person  of  average  intelligence,  and  the  cost  is  practically  nothing. 

It  can  be  made  any  size  desired,  as  the  design  can  be  cut  out  of  ordinary  cardboard  and 
braced  at  the  back  with  light  strips  of  wood  or  composition  board.  The  parasol  can  be  cut  out 
of  bright  blue  cardboard,  the  chicken  out  of  yellow1 — the  hat  out  of  white  with  red  roses  and 
green  leaves,  and  the  parasol  handle  cither  of  wood  or  brown  cardboard.  The  blossoms  on  the 
branch  should  be  cut  out  of  pink  paper.  Cover  the  branch  itself  with  gray  crepe  paper.  When 
all  the  cut-outs  are  made  the  severed  parts  may  all  be  glued  together.  A  fine  ivire  stretched 
across  the  window  at  the  back  will  afford  all  the  support  needed. 
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Ladies'  Belts  Favorites  of  Fashion 

Our  Forecast  Regarding  the  Coming  Popularity  of  Ladies'  Belts  Now  Being  Verified — All  Indica- 
tions   Point   to   a   Splendid   Business   in  Prospect. 


ladies'  belts. 


UR  readers  will  doubtless  remember 
that  some  months  ago,  last  November, 
to  be  exact,  a  rather  lengthy  article 
appeared  in  this  journal  regarding  the 
fashion  development  as  applied  to 
In  that  article  it  was  pointed  out  that 
the  leading  coutouriers  of  Paris  had  adopted  the 
separate  belt  as  the  most  distinguished  accessory  of 
the  coming  season's  costumes.  We  also  pointed  out 
the  fact  that  the  growing  popularity  of  sport  cos- 
tumes had  considerable  to  do  with  the  revival  of  in- 
terest in  ladies'  belts  and  that  in  Paris  scarcely  a 
sport  suit  could  be  seen  that  was  not  equipped  with 
a  belt. 

Since  that  article 
appeared  the  infor- 
m  a  t  i  o  n  contained 
therein  has  been 
widely  disseminated 
throughout  the  coun- 
try, featured  by 
fashion  journals  and 
the  style  adopted  by 
the  most  prominent 
dress  and  suit  mak- 
ers of  the  country, 
even  the  lightest  and 
filmiest  lingerie 
dresses  being 
adorned  by  a  belt. 
For  the  past  two 
months  leading  de- 
signers of  belts  have 
been  kept  busy  in  the 
production  of  novel 
designs  which  have 
been  demanded  by 
the  manufacturing 
trade.  They  have 
learned  from  most 
reliable  sources  that 
of  all  the  new  things 
shown  in  Paris  since 

the  beginning  of  December,  not  one  front  has  been 
worn  by  mannequins  without  the  belt,  which  have 
been  anything  from  two  to  six  inches  wide,  the  lat- 
ter being  the  most  favored. 

So  far  the  business  in  ladies'  belts  has  been  prac- 
tically confined  to  those  of  plain  kid  or  patent  leather 
to  be  used  with  sport  costumes,  but  with  the  opening 
of  the  spring  season  there  will  undoubtedly  be  a 
big  demand  for  those  of  a  more  ornamental  nature 
designed  to  wear  with  more  elaborate  costumes. 

Manufacturers  who  are  now  assured  of  the  vogue 
of  the  belt  are  busily  engaged  in  the  production  of 
a  line  of  novelties  in  original  and  attractive  styles. 
While  scarcely  any  lines  are  fully  complete  a  few  of 
the  most  noticeable  examples  may  be  described. 
Amongst  the  most  attractive  belts  are  those  made 


Recent  Novelties  in  Ladies' 
Leather  Belts  and  Girdles. 
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of  many  strands  of  cord,  either  antique  silver  or  gold, 
caught  together  at  intervals  and  fastened  in  the  front 
with  buckles  or  rings  of  the  same  materials.  Some 
have  ends  hanging  in  the  front  with  tassels  or  balls, 
while  others  end  at  the  waistline.  Another  on  the 
same  order  comes  in  the  cords  and  various  colors 
having  a  Roman  stripe  effect.  Others  are  of  satin 
in  black  or  colors  with  beaded  motifs  and  long  sash 
ends  or  satin  trimmed  with  straps  of  suede  and  small 
silver  buckles. 

Owing  to  the  popularity  of  black  satin  or  velvet 
as  a  material  for  gowns,  in  which  touches  of  white 
usually  appear,  there  is  a  strong  probability  of  belts 

of  black  and  white 
becoming  exceeding- 
ly popular,  and  many 
are  the  designs  on 
this  order  being 
shown.  Patent  leath- 
er seems  to  be  fa- 
vored, with  combina- 
tions of  white  kid. 
Others  are  ornament- 
ed by  odd  shaped  or- 
naments of  pyroxy- 
lin in  a  variety  of 
high  colors,  such  as 
red,  green  and  yel- 
low. Many  also  are 
of  black  patent  leath- 
er combined  with 
different  colors  in 
suede  or  kid  and  still 
others  show  slash- 
ings in  the  leather  at 
intervals;  all  of  the 
belts  are  rather  wide, 
generally  about  two 
and  one-half  or  three 
inches.  One  very 
novel  belt  laces  on 
each  hip  and  is  clev- 
erly curved  to  fit  and 
show  off  the  wearer's  figure  to  best  advantage. 

Many  novelties  of  foreign  manufacture  are  also 
being  shown,  the  majority  of  which  show  the  liberal 
use  of  beads.  Apparently  the  Paris  coutouriers 
have  borrowed  some  of  their  ideas  from  examples 
of  primitive  American  art  and  many  of  the  newest 
belts  strongly  suggest  the  wigwam  of  our  native 
American  Indians.  Some  of  the  most  charming  of 
these  imported  belts  are  made  entirely  of  beads  in 
various  colors.  The  beads  are  so  arranged  that  there 
is  a  distinct  design,  in  some  instances  introducing 
figures.  Quite  unique  is  a  belt  of  black  patent 
leather  with  a  design  done  in  black  and  white  beads. 
Another  is  shown  in  a  checkerboard  effect  done  in 
bugle  beads.  There  are  others  of  suede  in  bright 
colors  liberally  sprinkled  with  beads. 
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Many  of  the  large  department  stores  are  so  fully 
convinced  that  ladies'  belts  will  be  in  large  demand 
that  they  are  showing  handsome  window  displays 
of  many  new  and  novel  styles  suitable  for  wearing 
with  the  new  spring  blouses. 

Many  of  the  new  belts  are  liberally  embroidered 
with  beads,  cut  steel  being  favored  to  a  considerable 
extent.  Many  of  the  more  expensive  sorts  however 
show  intricate  designs  of  combinations  of  jewels 
and  beads.  White  kid  belts  covered  with  steel  beads 
are  very  effective.  Some  very  novel  belts  also  of 
white  kid  have  Chinese  designs  in  a  combination  of 
beads  and  colored  silk. 

Quite  a  variety  of  silk  belts  are  being  shown. 
One  of  the  most  novel  and  attractive  is  embroidered 
with  beads  in  Balkan  colors  with  bead  fringe  ends. 
This  belt  is  about  two  inches  wide  and  nearly  two 
yards  long,  goes  around  the  waist  twice  and  ties  in 
front.  Some  very  smart  belts  are  made  of  two  strips 
of  patent  leather  held  in  place  by  slides  of  silver. 

One  prominent  retailer  is  showing  a  wonderful 
display  of  tinseled  girdles  of  Grecian  simplicity  in- 
tended to  be  worn  with  evening  gowns  and  after- 
noon frocks.  They  are  of  antique  or  bright  gold 
or  silver  tinsel,  as  well  as  of  white,  black  or  bright 
blue,  and  are  from  two  to  two  and  a  half  yards  in 
length. 

Now  that  the  popularity  of  ladies'  belts  is  assured 
retailers  should  not  fail  to  take  advantage  of  present 
developments  and  start  active,  aggressive  merchan- 
dising. Those  merchants  who  will  put  in  a  line  of 
the  newest  novelties  are  bound  to  reap  the  reward 
of  their  enterprise  and  forehandedness.  Those  who 
sew  the  seed  in  proper  season  will  surely  reap  the 
harvest. 

There  is  nothing  to  be  gained  by  delay.  While 
many  of  the  novelties  may  appear  to  be  quite  ex- 
pensive, it  must  be  remembered  that  practically  all 
lines  of  merchandise  are  advancing  in  price  and  belts 
can  be  no  exception.  Prices  will  not  be  lower,  at 
least  for  some  time  to  come.  Even  should  buyers, 
by  reason  of  delay  and  procrastination,  succeed  a 
little  later  on  in  buying  a  few  lines  of  belts  at  a  slight 
reduction  from  present  prices,  nothing  will  be  gained, 
as  the  difference  in  price  will  hardly  equal  the  busi- 
ness lost.  They  will  doubtless  discover  that  while 
they  have  been  waiting,  their  more  optimistic  and 
wide  awake  competitors  who  bought  early  of  the 
new  productions  have  secured  the  cream  of  the  busi- 
ness and  the  resultant  profits. 


THE  SUBURBAN  STORE'S  OPPORTUNITIES. 

Many  merchants  doing  business  in  suburban 
communities  are  appalled  at  the  amount  of  money 
spent  by  these  great  city  establishments  in  adver- 
tising and  make  up  their  minds  that  they  are  not  in 
a  position  to  compete.  This  is  a  decidedly  wrong 
attitude.  They  attach  entirely  too  much  impor- 
tance to  the  fancied  attractions  of  cheapness.  Suc- 
cessful city  merchants,  however,  know  that  cheap- 
ness is  not  the  best  appeal  to  suburban  customers. 
They  use  merchandise  as  an  attraction  and  draw 
their  customers  by  showing  them  what  is  new, 
novel  and  attractive  rather  than  what  is  cheap. 


THE  ADVANTAGES  OF  EARLY  BUYING. 

THE  lesson  taught  by  the  scarcity  of  desirable 
goods  in  many  lines  which  was  so  apparent 
during  the  last  holiday  season,  should  have  the  effect 
of  inducing  a  much  larger  proportion  of  early  buying 
during  the  present  season. 

We  realize,  however,  one  serious  obstacle  to  the 
early  placing  of  orders  by  buyers  of  the  large  depart- 
ment stores,  namely,  the  merchandise  man.  A 
buyer  who  is  worthy  of  the  name  in  any  line  of 
merchandise  knows  what  he  wants  and  when  he 
wants  it,  and  he  also  knows  that  in  order  to  secure 
his  goods  when  they  are  needed  he  must  place  his 
orders  in  time. 

The  buyer  who  makes  a  study  of  his  needs  and 
the  condition  of  the  market  and  realizes,  as  he  must 
at  times,  that  the  early  placing  of  orders  is  necessary 
for  prompt  delivery,  is  usually  willing  to  do  his  share, 
but,  unfortunately,  the  decision  in  many  cases  does 
not  rest  with  him.  He  must  consult  the  merchan- 
dise man,  and  this  ubiquitous  individual  has  his 
mind  bent  upon  a  different  proposition  from  that  of 
the  buyer. 

The  buyer  is  naturally  anxious  to  make  a  good 
showing  in  his  department ;  wants  to  show  a  profit 
to  the  firm  and  wants  to  make  his  store  the  head- 
quarters of  people  who  wish  to  buy  the  articles  he 
is  instructed  to  purchase,  which  cannot  be  done  un- 
less the  proper  goods  are  ordered  in  proper  season. 

But  often  too  the  merchandise  man  steps  in,  his 
wishes  act  as  a  brake,  his  instructions  are  that  out- 
standing orders  do  not  exceed  a  certain  amount,  and 
that  the  stock  carried  does  not  exceed  a  certain 
amount.  Thus  the  best  efforts  of  the  buyer  is  nulli- 
fied by  the  action  of  a  man  who  often  knows  nothing 
whatever  of  the  merits  of  the  case. 

Until  the  management  of  a  department  is  based 
upon  more  than  a  general  consultation  between  the 
merchandise  man  and  the  buyer — until  that  author- 
ity which  responsibility  should  give,  is  more  gen- 
erally restored  to  the  buyer — the  various  depart- 
ments, provided  they  are  under  proper  management, 
must  suffer. 


NOVEL  ONE-CENT  SALE. 

BERNHEIMER  BROS.'  Department  Store. 
Baltimore,  Md.,  recently  held  a  "One  Cent 
Sale"  that  was  somewhat  different  from  the  ordinary 
"One  Cent  Sale."  After  making  purchases  totaling 
a  certain  amount  the  customer  could  have  her  choice 
of  certain  articles  at  the  bargain  booth  at  one  cent 
each. 

With  every  dollar's  purchase  a  five-cent  bar  of 
ivory  soap  could  be  purchased  for  one  cent;  with 
every  $2  purchase  a  ten-cent  box  of  Washington 
Crisps  for  one  cent ;  $3  purchase,  fleecy  and  warm 
crib  blankets,  one  cent.  Other  articles  offered  at 
one  cent  for  purchases  totaling  various  amounts 
were :  Three  pounds  granulated  sugar,  bed  blankets, 
dolls,  ten  pounds  coffee,  flour,  etc.  Six  cans  of  corn 
with  a  $5  purchase  were  offered  for  one  cent;  large 
basket  of  potatoes  with  a  $12.50  purchase,  and  a  cut 
glass  punch  bowl  with  stand  and  six  cups  for  one 
cent  with  $15  purchases. 
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Notions  and  Fancy  Goods 


Development  of  Fancy  Goods  Lines 

American  Manufacturers,  Spurred  on  by  the  Opportunities  Afforded  by  Conditions  in  Europe,  Making  Splendid 

Progress  Towards  Supremacy  in  This  Interesting  Line. 


RADE  conditions  in  this  interesting 
line  are  exceedingly  satisfactory. 
Even  thus  early  in  the  season,  when 
business  in  fancy  goods  is  usually 
somewhat  dull,  the  demand  is  such  as 
to  give  manufacturers  more  than  ordinary  confi- 
dence. 

The  only  drawback  from  the  manufacturer's  stand- 
point is  the  practice  which  has  been  adopted  in  a 
large  measure  by  buyers  of  putting  in  a  most  com- 
prehensive line  of  merchandise,  but  ordering  them 
in  limited  quan- 
tities.  The 
method  adopted 
of  ordering  in 
some  cases  only 
a  piece  or  two 
of  a  wide  va- 
riety of  styles, 
instead  of  or- 
dering a  fairly 
liberal  quantity 
of  a  few  num- 
bers is  one 
which,  while  far 
from  being  sat- 
isfactory to  the 
makers,  is  nev- 
ertheless the 
most  noticeable 
feature  of  the 
present  busi- 
ness. 

The  business 
done  during  the 
recent  holidays 
was  eminently 
satisfactory  to 
both  manufac- 
turers and  deal- 
ers. Not  only 
were  the  demands  made  upon  the  manufacturers 
sufficiently  large  to  deplete  their  stocks  to  a  most 
unusual  extent,  but  the  business  which  materialized 
at  the  last  moment  was  of  sufficient  volume  to  cause 
some  tall  scurrying  round  the  market  to  secure  the 
merchandise  called  for. 

In  consequence  of  this  exceptional  holiday  busi- 
ness, the  close  of  the  year  1916  found  stocks  of  fancy 
goods  in  the  hands  of  both  manufacturers  and  re- 
tailers lower  than  has  been  the  case  for  many  years. 
These  conditions  being  general,  the  hopes  of  a  brisk 
spring  business  are  likely  to  be  fully  realized.  An- 
other reason  for  the  optimism  being  displayed  lies 
in  the  fact  that  buyers  are  finding  out  that  business 
in  fancy  goods  need  not  be  confined  to  the  holiday 
season,  but  that  a  satisfactory  and  profitable  busi- 
ness can  be  secured  during  the  entire  year  by  their 
keeping  a  proper  and  comprehensive  line  in  stock 


By  courtesy  of  the  Will  and  Baumer  Co. 


and  making  a  proper  display  of  it  to  attract  buyers. 

It  is  with  considerable  satisfaction  we  note  that 
so  far  this  spring  buyers  are  paying  more  than  the 
usual  attention  to  the  higher  grades  of  merchandise. 
We  believe  that  the  interest  being  displayed  in  goods 
of  this  character  is  largely  the  result  of  the  efforts 
being  made  by  American  manufacturers  to  raise  the 
standard  of  their  productions  and  to  rival,  if  not 
excel,  the  products  of  those  European  manufac- 
turers whose  goods  formed  such  a  large  proportion 
of  the  business  done  in  this  particular  line  before 
  the  present  Eu- 
ropean conflict. 

Domestic 
manufacturers 
some  time  ago 
began  to  realize 
the  opportuni- 
ties presented 
them,  and  by 
bringing  to  bear 
typical  Ameri- 
can energy,  in- 
itiative, push 
and  vigor  have 
succeeded  to 
such  an  extent 
that  the  loss  of 
the  European 
importations 
are  today  not 
seriously  felt. 

Many  buyers 
fail  to  realize  to 
the  fullest  ex- 
tent the  oppor- 
t  u  n  i  t  i  e  s  pre- 
sented for  doing 
business  in  this 
interesting  de- 
partment. As  a 
matter  of  fact,  there  is  no  class  of  merchandise  sold 
in  a  department  store  which  so  readily  lends  itself 
to  high  class  and  attractive  display  effects  than  that 
of  fancy  goods  in  general  and  metal  fancy  goods  in 
particular. 

This  particular  feature  is  frequently  lost  sight  of  in 
the  apportionment  of  contour  space  and  window  dis- 
play, and  there  is  hardly  any  question  but  that  this 
class  of  goods  is  entitled  to  a  better  representation 
than  it  usually  gets. 

Buyers  of  fancy  goods  should  take  up  this  matter 
of  a  proper  representation  of  their  goods  with  the 
powers  that  be,  at  the  earliest  possible  moment,  and 
not  wait  until  the  spring  rush  is  on  and  other  mat- 
ters are  claiming  their  attention. 

It  is  eminently  proper  that  the  novelties  which 
the  buyer  has  been  at  such  pains  to  procure  should 
have  a  proper  showing,  particularly  in  the  show 
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windows,  and  the  sooner  they  are  displayed  the 
greater  will  be  the  chance  of  their  being  disposed  of 
at  profitable  prices. 

Fancy  Goods  Show  Russian  Tendency. 

The  prevailing  Russian  fashion  movement  in 
clothing,  millinery,  jewelry  and  perfumes  is  extend- 
ing to  the  realm  of  fancy  goods..  The  fad  for 
piercing,  hammering  and  fashioning  brass,  which 
seems  to  gather  strength,  would  seem  to  make  it  ad- 
visable for  buyers  to  stock  at  least  a  small  assort- 
ment for  the  coming  season. 

This  class  of  work  has  already  given  a  consider- 
able impetus  to  the  retailing  of  fancy  articles  in  brass 
and  copper  fashioned  after  Russian  models.  The 
display  of  genuine  Russian  articles  in  the  finer  retail 
shops  is  very  extensive,  among  which  are  seen  many 
examples  of  copper  flower  pots,  fern  dishes  and  tall 
Circassian  coffee  pitchers.  Somewhat  less  expen- 
sive are  the  light  and  shimmering  brasses.  They  are 
used  for  everything,  from  lamp  shades  to  desk  sets. 
Most  unusual  of  all  are  the  seven-branched  candle- 
sticks, replicas  of  those  holy  candlesticks  used  in  the 
Jewish  synagogues.  As  thoroughly  Russian  are  the 
large  samovars  used  for  heating  water  and  so  useful 
in  the  average  Russian  household. 

Many  examples  of  antique  Russian  handiwork  are 
also  seen.  These  are  old  cups  decorated  with  He- 
brew inscriptions  so  old  that  the  lettering  is  partly 
erased.  Some  of  the  old  Warsaw  plate  is  extremely 
ancient  and  valuable;  it  is  so  worn  that  the  copper 
peeps  through  the  silver  in  places. 

Growing  Demand  for  Artificial  Ivory. 

The  tremendous  demand  which  manufacturers 
of  artificial  ivory  are  now  facing  is  proof  that  it 
continues  to  gain  favor  with  the  public  and  is  re- 
placing in  a  large  measure  silver,  silver  plate,  ebony 
and  other  ornamental  woods  formerly  so  widely 
used  in  the  manufacture  of  toilet  articles. 

There  are  many  reasons  for  this  continued  popu- 
larity, amongst  which  may  be  mentioned  the  fact 
that  artificial  ivory  is  most  hygienic,  being  smooth 
and  easily  washed,  that  it  does  not  tarnish  and  can 
be  used  for  so  many  purposes  for  which  wood  and 
metal  are  unsuitable.  This  is  shown  by  the  large 
numbers  of  new  articles  added  to  toilet  and  mani- 
cure sets,  which  frequently  number  from  twenty  to 
thirty  pieces. 

The  situation  which  prevailed  during  the  past 
season  is  very  likely  to  be  duplicated  this  year  unless 
something  unforeseen  happens.  Manufacturers  then 
were  unable  to  supply  the  demand  and  many  sales 
were  lost  in  consequence.  Wise  buyers  profiting 
by  this  experience  have  already  placed  gener- 
ous orders  for  future  delivery.  Even  though 
these  orders  were  placed  right  after  the  holidays, 
the  largest  manufacturers  are  not  promising  any 
deliveries  before  July.  As  far  as  can  be  learned 
these  early  orders  were  placed  at  the  prices  pre- 
vailing last  year,  but  there  is  every  probability  of 
a  raise  from  ten  to  twenty  per  cent  very  shortly, 
the  cost  of  materials  and  manufacturing  having  ad- 
vanced materially  since  last  season.  It  may  be  news  to 


many  in  the  trade  that  tissue  paper  is  one  of  the 
most  important  materials  used  in  the  manufacture 
of  artificial  ivory  and  the  tremendous  advances  which 
have  been  made  in  the  price  of  paper  is  bound  to 
increase  the  cost  of  the  manufactured  product. 


PUT  YOUR  STORE  IN  ORDER. 

NOW  is  the  time  to  get  your  store  in  shape  for 
spring  business,  spend  a  few  dollars  to  freshen 
things  up  and  remind  your  customers  that  spring  is 
nearly  here ;  the  money  will  come  back  to  you  with 
interest  in  the  shape  of  increased  business. 

Judging  from  the  early  and  severe  winter,  we  are 
likely  to  have  an  unusually  early  spring,  and  an  early 
season  makes  a  long  one.  The  length  of  the  season 
and  the  amount  of  your  profits  will  largely  depend 
upon  what  preparations  you  make  now. 

Your  spring  season  will  commence  as  soon  as  your 
store  is  ready  for  it  and  presents  a  spring  appearance 
and  new,  bright  merchandise  is  placed  upon  your 
counters.  Don't  be  afraid  to  purchase  a  few  novel- 
ties ;  the  effect  that  they  will  produce  upon  the  minds 
of  your  customers  is  worth  all  they  cost,  even  if  they 
are  not  sold  at  a  profit. 


THE  VALUE  OF  WORK. 

MORE  people  suffer  from  underwork  than  from 
overwork.  Lack  of  occupation  for  mind  and 
body  puts  more  people  into  hospitals  and  under 
doctors'  operations  than  toil.  The  happiest  peo- 
ple in  the  world  are  the  busy  people — they  have  no 
time  to  be  miserable.  The  necessity  for  hard  work 
may  originally  have  been  a  curse,  but  men  have  be- 
come so  habituated  to  applied  energy  that  today  no 
greater  curse  could  befall  this  world  than  to  make 
it  possible  for  every  man  to  satisfy  his  wants  withou? 
effort.  Probably  the  best  specific  for  mental  and 
physical  well  being  is — don't  fret,  fuss  or  worry. 
Remember  that  it  is  the  idle  man  who  deserves  sym- 
pathy— not  the  man  with  something  to  do  and  the 
disposition  and  ability  to  do  it. 


SENATE  HEARS  DESIGN  BILL. 

DOWN  at  Washington  the  Senate  Patents  Com- 
mittee has  been  giving  the  Design  Registration 
Bill  a  looking  into.  Its  friends  and  its  foes  have  been 
heard  and  the  worst  that  anyone  has  found  to  say 
against  it  is  that  someone  might  send  a  professor  or 
something  to  Egypt,  obtain  a  lot  of  old  designs,  bring 
them  here  and  register  them,  thus  preventing  others 
from  using  those  particular  designs.  Wouldn't  you 
think  that  after  a  man  had  gone  to  all  that  trouble 
and  expense  he  would  be  entitled  to  the  exclusive 
use  of  the  designs?  Some  people  have  a  most  dis- 
torted way  of  taking  the  meaning  of  the  fact  that 
"this  is  a  free  country."  What  the  design  bill  aims 
to  do  is  to  prevent  others  from  making  free  with 
designs  that  are  PUT  INTO  USE  by  their  origina- 
tors at  some  little  expense. 


Don't  be  the  kind  of  clerk  who  goes  around  telling 
people  what  he  would  do  if  he  were  running  the 
store.  If  you  know  of  ways  to  improve  the  service, 
tell  them  to  the  boss. 
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Splendid  Prospects  for  Ladies'  Hand  Bags 

American  Manufacturers  Showing  a  Wealth  of  Novelties  and  Original  Designs  That  Have  Never  Been 
Equalled.    The  Lack  of  Foreign  Handbags  Scarcely  Noticeable. 


AGS,  bags  and  still  more  bags.  Never 
before  have  ladies'  hand  bags  occupied 
the  position  in  the  world  of  trade  that 
they  do  today.  And  never  before  were 
women  willing  to  pay  the  prices  asked 
for  the  beautiful  specimens  of  handicraft  which  are 
being  offered  for  their  approval. 

Apparently  the  women  of  America  specialize  in 
extravagances.  One  year  they  run  to  extravagant 
footwear,  another  year  for  expensive  sweaters,  and 
so  on.  Now  they  are  extravagant  in  the  matter  of 
hand  bags,  and  the  buyer  who  fails  to  realize  this 
condition  and  prepares  himself  accordingly  is  likely 
to  lose  a  lot  of  profitable  business. 

Women  of  wealth  think  nothing  of  paying  $25  or 
$30  for  a  bag  of  brocaded  silk  that  cannot  possibly 
wear  many  months,  even  if  it  did  not  get  out  of 
style,  and  she  is  liable  to  pay  twice  that  amount  for 
a  small  beaded  bag — more  durable  than  the  silk  one, 
to  be  sure,  but  bought  because  women  of  fashion  are 
wearing  them  rather  than  because  it  may  wear  its 
life  away  in  an  old  attic  trunk. 

It  was  not  so  very  long  ago  when  the  woman  who 
could  afford  it  thought  that  she  was  well  supplied 
if  she  possessed  one  of  gold  mesh  and  one  of  silver 
mesh.  Nowadays  with  the  amount  of  money  that 
two  such  bags  would  cost  she  would  be  likely  to 
invest  in  a  dozen  or  so  of  bags  to  carry  out  the  scheme 
of  each  of  her  various  costumes.  The  woman  of 
more  limited  means  takes  her  cue  from  her  wealthier 
sisters  and  supplies  herself  with  a  variety  of  bags, 
but  of  a  less  costly  nature,  and  frequently  is  able  to 
secure  less  expensive  but  none  the  less  effective 
materials  made  on  similar  lines. 

Manufacturers  are  busily  engaged  in  the  produc- 
tion of  novelties  for  the  coming  season,  and,  while 
but  a  small  proportion  of  the  latest  designs  have 
been  allowed  to  see  the  light,  enough  have  been  put 
on  sale  to  show  that  a  most  auspicious  season  is 
ahead.  Both  buyers  and  manufacturers  fully  realize 
the  business  prospects  and  are  shaping  their  actions 
accordingly. 

The  tremendous  business  done  in  hand  bags  last 
season  has  spurred  manufacturers  to  still  greater 
efforts,  the  result  of  which  will  be  shown  in  the  very 
near  future.  Of  one  thing  we  may  be  sure,  that 
never  before  in  the  history  of  the  trade  have  such 
a  beautiful  collection  of  artistic  goods  been  pro- 
duced. 

Although  but  a  small  proportion  of  the  season's 
newest  ideas  have  so  far  been  shown,  it  must  not  be 
thought  that  there  is  any  scarcity  of  novel  or  beauti- 
ful things ;  on  the  contrary,  the  assortment  of  sam- 
ples now  being  shown  is  more  complete  than  ever 
shown  heretofore  so  early  in  the  season. 

Amongst  the  most  admired  are  hand  bags  made 
of  plush  so  shaped  that  the  handle  slips  over  the> 
wrist.    The  opening  is  closed  by  a  narrow  band  of 


the  plush,  which  slips  up  or  down  as  required.  An 
ornament  in  colored  beads  adds  an  effective  touch 
to  these  handsome  bags.  Another  novelty  is  a  beau- 
tiful bag  of  thick  piled  white  velvet  with  a  sable 
top — a  bag  that  looks  as  much  like  a  muff  as  a  bag. 
Then  there  are  bags  of  maroon  velvet  ornamented 
with  vari-colored  beads.  Many  handsome  designs 
are  shown  in  black  velvet  ornamented  with  spark- 
ling steel  beads,  which  form  flashing  designs  against 
the  black  surface.  Moire  and  satin  bags  with  filigree 
or  jeweled  tops  are  shown  in  a  number  of  styles. 
The  linings  of  these  bags  are  bright  fancy  colored 
silks  or  satins  and  are  fitted  with  dainty  mirrors  and 
change  purses. 


By  courtesy  of  MannheAmer,  Berkoioitz  &  Co. 

The  bag  illustrated  at  the  left  is  a  new  production 
called  the  "La  Parisienne"  and  is  made  of  flowered 
cut  velvet  in  assorted  colors  and  silk  moire,  the 
fancy  tunic  effect  being  made  of  the  cut  velvet  and 
tassels  on  front  and  back.  Fancy  colored  silk  lined, 
and  fitted  with  round  beveled  hanging  mirror  and 
coin  purse  in  shirred  pocket.  Fancy  covered  frame 
with  vari-colored  jeweled  locks.  Size  5x9  inches. 
This  bag  retails  readily  at  five  dollars. 

The  bag  at  the  right  is  called  the  "La  Mode"  and  is 
made  of  genuine  black  Pin  Seal,  in  either  bright  or 
dull  finishes.  Fancy  colored  striped  silk  lined,  and 
fitted  with  round  beveled  mirror  and  inside  frame 
pocket.  Self  covered  frame  with  fancy  knob  lock. 
Scallop  effect  on  both  front  and  back.  Size  5^  x  8 
inches.  This  bag  also  is  a  ready  seller  at  five 
dollars. 

Bags  with  ruffles,  which  were  so  prominent  in 
the  selling  of  last  season,  appear  to  be  still  favored 
and  many  new  designs  on  this  order  are  shown.  The 
most  favored  are  of  moire  and  satin,  with  frames  of 
self  material,  finished  with  a  jeweled  top.  They  are 
made  with  two,  three  and  four  ruffles  similar  to  the 
ruffled  effects  in  women's  skirts.  A  novel  showing 
is  an  ostrich  muff  and  fan  to  match.  The  bag  has  a 
satin  top  closed  with  a  draw  cord  and  the  bag  itself 
is  made  of  ostrich  feathers  with  a  rounded  end.  They 
come  in  natural,  light  and  dark  colors  and  white. 
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The  tendency  to  Oriental  effects  which  was  so 
noticeable  last  season  in  the  special  form  of  evening 
wraps  and  opera  coats  has  extended  to  the  realm  of 
ladies'  hand  bags.  Two  of  the  latest  designs  will 
bear  description.  One  was  in  the  shape  of  an  im- 
mense bean,  made  of  painted  silk — a  pure  Chinese 
conceit.  The  other,  an  ingenious  conventionalized 
representation  of  things  Chinese,  was  a  long  tubular 
bag  with  four  or  five  flaring  ruffles  giving  the  well 
known  pagoda  effect.  The  bag  was  embroidered 
with  colored  silk  and  small  beads.  Bits  of  Chinese 
embroidery  are  seen  as  trimming  on  hats,  coats  and 
even  muffs.  Green  jade  bracelets  are  attached  to 
many  muffs,  as  a  means  of  securing  them  to  the 
wrist,  and  carved  ivory  figures  in  handles,  hatpins 
and  other  small  accessories. 

The  present  showings  of  opera  bags  are  wonder- 
fully complete  and  many  charming  novelties  are  be- 
ing shown.  Naturally  in  the  various  assortments 
there  are  bags  of  various  degrees  of  dressiness,  just 
as  there  are  in  other  articles  of  dress.  All  tastes, 
however,  can  be  met.  Amongst  the  newest  are  some 
exquisite  combinations  of  metal  cloth  brocade  and 
gold  metal  lace.  These  are  greatly  enhanced  by 
dainty  rosebud  clusters  and  gold  cord  knots.  Some 
are  made  to  show  a  combination  of  vanity  bag  and 
opera  bag,  often  with  a  mirror  on  the  bottom.  Usu- 
ally a  rope  or  ribbon  draws  up  the  bag  and  also 
serves  as  a  handle.  There  are  more  sedate  bags  for 
the  older  woman  to  carry.  These  are  extremely 
pretty  and  very  smart.  Brocade,  velvet  or  dark 
metalized  silks  are  generally  used  with  hand  em 
broidery,  beading  or  applique  as  trimming.  These 
are  in  most  instances  rather  conservative  in  shape 
and  design,  though  the  materials  may  be  very  rich. 

Hand  Bags  in  Art  Embroidery  Departments. 

The  art  needlework  departments  of  many  of  the 
large  dry  goods  establishments  have  taken  advan- 
tage of  the  present  popularity  of  ladies'  hand  bags 
and  are  showing  most  remarkable  collections.  There 
has  been  many  a  clash  between  the  buyer  of  this 
department  and  the  buyer  of  fancy  leather  goods 
and  ladies'  hand  bags  regarding  this  new  innovation, 
the  leather  goods  buyer  claiming  that  hand  bags 
of  every  description  should  be  sold  at  his  depart- 
ment, and  the  buyer  of  the  art  needlework  depart- 
ment of  art  goods  insisting  that  they  should  be  sold 
in  that  department.  While  we  do  not  attempt  to 
decide  this  important  question,  it  seems  as  though 
a  profitable,  as  well  as  a  satisfactory  business  could 
be  done  in  both  departments. 

Amongst  the  many  handsome  bags  shown  in  the 
art  department  was  one  of  black  chiffon  velvet 
trimmed  with  silver  lace.  Another  equally  charm- 
ing bag  was  made  of  rose  colored  velvet,  also 
trimmed  with  silver.  The  band  across  the  top  of 
this  one  was  apparently  made  on  flat  wooden  pieces 
of  about  an  eighth  inch  in  thickness  and  probably 
seven  inches  long.  These  were  covered  with  the 
rose  silk  and  over  that  was  drawn  tight  a  remnant 
of  silver  trimming.  Along  the  bottom  was  a  tri- 
angular shaped  piece  of  heavy  buckram,  covered 
with  the  rose  silk  and  trimmed  with  a  large  silver 


thread  motif.  Tipped  with  a  big  silver  tassel  the 
bag  was  indubitably  unique. 

Some  Recent  Novelties. 

A  small,  old-fashioned,  just  plain  bag,  with  a  pull 
string,  hung  saucily  over  the  end  of  a  knitting  stand. 
Of  sprig-covered  taffeta  it  was  made.  It  had  turned- 
over  scalloped  ruffle  and  about  its  middle  was  fes- 
tooned gilt  braid  and  tassels.  Not  very  big  was  this 
particular  bag,  but  I  can  see  it  now  with  its  pert 
little  air  swinging  boldly  among  its  haughty  com- 
panions, one  of  which  was  of  wondrous  blue  silk 
faille.  Blue  and  green  and  gold  bunches  of  fruit 
made  of  silks  snuggled  in  every  corner  of  its  aristo- 
cratic exterior.  Gold  all-over  lace  in  fish-scale  de- 
sign covered  the  outside  most  of  the  way  up  and 
marvelously  designed  metallic  braid  was  arranged 
in  bow-knotted  points  across  the  top  and  furnished 
the  handles. 

Another  was  fashioned  of  green  velvet,  banded 
with  old  gold  lace.  Green  glass  buttons  marked  the 
place  at  the  bottom  and  sides  for  gold-colored  silk 
tassels  to  dangle.  The  bag  was  fastened  to  two 
knot-ended  sticks,  which  were  covered  with  silk  the 
color  of  the  tassels,  and  the  bag  was  lined  with  the 
same  material. 

Cretonne  and  chintz  bags  seem  to  be  largely  favor- 
ites in  this  department.  Most  of  them  are  very 
highly  colored  and  in  showy  patterns.  One  of 
chintz  rather  out  of  the  ordinary  was  of  plain  drab, 
but  the  demure  hue  had  gotten  into  very  gay  society, 
for,  tacked  to  its  sides  by  a  brilliantly  woven  gimp, 
was  an  oval  piece  of  the  most  colorful  chintz  imagin- 
able. The  handles  were  of  the  same  bright  design 
and  twined  sympathetically  about  their  modest  com- 
panion. 

Mesh  Bags  in  Great  Demand. 

There  is  such  a  tremendous  demand  for  mesh  bags 
of  all  kinds  that  the  most  strenuous  efforts  of  manu- 
facturers fall  considerably  below  their  ability  to 
supply  it. 

The  present  rush  for  this  class  of  merchandise  is 
largely  the  result  of  the  lack  of  condence  on  the  part 
of  buyers  early  in  the  season  that  the  popularity  of 
mesh  bags  would  continue. 

While  it  is  far  from  our  purpose  to  advise  injudi- 
cious stocking  up  of  any  article  that  comes  under 
the  head  of  fancy  goods,  yet  it  is  our  opinion  that 
it  is  just  as  essential  for  buyers  to  order  a  fancy 
article  ahead,  when  the  signs  point  unmistakably  to 
a  coming  demand,  as  it  is  to  place  advance  orders  for 
staples. 

The  adoption  of  new  and  up-to-date  machinery  for 
the  making  of  these  bags  has  enabled  manufacturers 
to  make  their  prices  considerably  lower  than  they 
were  able  to  when  first  they  became  popular.  Very 
few  new  styles  or  patterns  are  being  shown,  manu- 
facturers having  no  inclination  to  produce  new  styles 
when  they  are  unable  to  supply  the  demand  already 
existing  for  what  might  be  considered  staple  styles, 
which,  while  not  new,  are  nevertheless  popular  and 
salable. 


32. 


Notions  and  Fancy  Goods 


Toilet  Articles  as  Easter  Gifts 

The  Importance  of  Taking  Advantage  of  the  Easter  Holidays — Buyers  Should  Be  Preparing  to  Meet  the  Increased 
Demand  for  Goods  of  This  Character — Splendid  Results  Secured  from  Manufacturers'  Advertising. 


ONDITIONS  in  the  line  of  toilet  ar- 
ticles continue  to  be  very  satisfactory. 
Business  at  retail  is  unusually  good. 
This  naturally  is  reflected  in  the 
orders  being  placed  with  importers 
and  manufacturers.  It  seems  to  be  generally 
recognized  now  that  with  each  succeeding  season 
this  department  is  being  more  generally  recog- 
nized as  an  important  factor  in  the  upbuilding 
of  the  business  of  the  store.  This  is  decidedly  evi- 
dent just  now,  and  from  present  indications  there  is 
every  reason  to  believe  that  the  approaching  spring 
and  summer  seasons  will  find  a  most  satisfactory 
business  coming  to  hand. 

That  the  value  of  the  department  as  a  trade  winner 
is  being  appreciated  by  many  of  the  heads  of  the 
largest  establishments  was  fully  shown  by  the  efforts 
expended  by  them  during  the  recent  holiday  season 
in  the  making  of  elaborate  and  attractive  displays, 
not  only  in  their  show  windows,  but  at  the  depart- 
ments. These  displays  naturally  attracted  the  at- 
tention of  the  shopping  public,  and  an  increased  busi- 
ness was  the  result. 

The  trade  in  toilet  articles  and  accessories  of  a 
kindred  nature  is  increasing  at  a  tremendous  rate. 
Not  only  are  American  women  becoming  more  par- 
ticular regarding  their  personal  appearance,  but 
manufacturers  are  stimulating  this  disposition  by 
constantly  putting  new  articles  on  the  market  and 
by  clever  and  convincing  advertising  encourage 
women  to  use  them. 

This  liberal  and  extensive  advertising  of  manufac- 
turers of  specialties  is,  of  course,  largely  responsible 
for  the  growth  of  business.  It  has  had  a  most  valu- 
able effect  in  creating  a  public  demand  for  their 
products,  which  in  turn  naturally  benefit  the  retailer 
who  is  wise  enough  to  take  advantage  of  their  efforts. 
Not  only  this,  but  the  advertising  has  been  of  such 
an  educational  character  that  it  has  had  the  effect 
of  overcoming  to  a  large  extent  the  aversion  held  by 
many  women  to  the  use  of  artificial  aids  to  beauty, 
and  not  only  that,  it  has  been  done  so  well  that  hun- 
dreds of  articles  which  were  once  classed  as  luxuries, 
only  to  be  used  by  the  very  wealthy,  are  now  deemed 
to  be  actual  necessities  by  the  average  woman  with 
no  claims  to  wealth. 

Prepare  Now  for  Easter  Sales. 

Notwithstanding  the  fact  that  Easter  this  year 
does  not  occur  until  April  8th,  it  is  none  too  early  for 
toilet  goods  buyers  to  make  preparations  to  take  care 
of  the  business  that  should  come  to  them  at  that 
time.  As  a  matter  of  fact,  many  buyers,  particularly 
those  engaged  in  the  large  department  stores,  have 
well  under  way  their  preparations  for  the  pre-Easter 
gift  season. 

To  the  toilet  goods  buyer  the  Easter  season  is  only 
second  in  importance  to  that  of  Christmas,  in  fact  in 


the  lines  of  perfumes  it  is  very  often  of  more  impor- 
tance. Very  many  buyers  neglect  their  opportunities 
in  this  respect,  and  those  who  have  never  made  the 
effort  to  do  an  increased  business  during  that  time 
will  find  it  profitable  to  do  so. 

As  more  gifts  are  purchased  by  suggestion  than 
by  any  other  means,  it  is  up  to  the  buyer  to  see  that 
perfumes  and  other  toilet  articles  are  suggested  to 
customers  as  suitable  gifts.  A  daintily  put  up  bottle 
of  perfume  is,  in  the  majority  of  cases,  in  better  taste 
than  a  gift  item  of  candy,  flowers  or  books.  The 
average  woman,  particularly  the  woman  of  refine- 
ment, will  appreciate  it  to  a  far  greater  extent. 

In  order  to  get  the  benefit  of  the  Easter  trade  an 
extra  featuring  of  the  fancy  lines  of  toilet  goods 
should  be  done  during  the  ten  days  preceding  Easter ; 
if  this  is  done  with  judgment  and  suggestive  show 
cards  prominently  shown,  the  revenue  from  this  de- 
partment should  be  considerably  increased.  In  order 
to  do  this  it  is  not  necessary  to  purchase  any  extra 
quantity  of  goods;  on  the  contrary,  it  is  more  than 
likely  that  a  good  showing  can  be  made  from  the 
fancy  articles  left  over  from  the  holidays. 

Business  and  Profit  in  Toilet  Soaps. 

There  seems  to  be  a  disposition  on  the  part  of 
many  heads  of  toilet  goods  departments  in  some  of 
the  largest  department  stores  to  overlook  the  very 
profitable  and  satisfactory  business  that  can  be  done 
in  fancy  toilet  soaps. 

This  course  of  action  is  not  confined  altogether  to 
the  large  department  stores.  Many  proprietors  of 
small  and  medium  sized  stores  having  fairly  repre- 
sentative stocks  of  perfumes  and  toilet  accessories 
are  alike  unaware  of  the  opportunities  within  their 
reach  in  this  direction. 

Recently,  however,  owing  to  the  liberal  advertis- 
ing campaigns  that  have  been  carried  on  by  some  of 
the  large  manufacturers,  the  matter  of  featuring 
goods  of  this  character  has  claimed  a  large  share  of 
the  retail  buyers'  attention.  Many  of  them  are  be- 
ginning to  realize  the  profitable  business  that  can 
be  secured  by  taking  advantage  of  this  campaign  of 
publicity. 

Not  only  are  manufacturers  spending  large  sums 
of  money  in  creating  a  demand  for  their  products, 
but  they  are  vying  with  each  other  in  producing 
soaps  of  good  quality,  to  the  manifest  advantage  of 
the  public  at  large. 

The  manufacturers  are  also  spending  large  sums 
of  money  in  improving  the  appearance  of  their 
packages,  many  of  them  going  to  considerable  ex- 
pense in  employing  artists  and  designers  for  origi- 
nal sketches  and  designs  for  wrappers  and  boxes. 
The  result  of  this  has  been  that  many  packages  of 
toilet  soaps  are  really  beautiful  and  artistic  and  a 
pleasure  to  handle. 

Buyers  who  take  advantage  of  this  action  on  the 
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part  of  manufacturers  and  who  liberally  stock  up 
and  properly  display  these  tempting  and  artistic 
packages  find  themselves  well  repaid  by  the  business 
they  will  surely  secure. 

Recently  one  of  New  York's  largest  department 
stores  advertised  a  sale  of  toilet  soaps  in  which  over 
a  hundred  different  kinds  or  sizes  of  toilet  soaps 
were  offered  at  reduced  prices,  by  the  cake,  the  dozen 
or  the  box.  The  result  of  this  sale  would  astonish 
the  average  retailer. 

In  the  display  advertisement  which  appeared  the 
evening  before  the  sale  the  regular  as  well  as  the 
reduced  prices  were  printed,  and  the  selling  figures 
were  made  more  conspicuous  by  setting  them  in 
heavier  type  than  was  used  by  the  balance  of  the  list. 

We  are  fully  aware  of  the  fact  that  a  sale  of  this 
magnitude  would  be  out  of  the  question  for  a  small 
dealer,  or  one  not  having  a  large  population  to  appeal 
to,  but  the  lesson  that  it  should  teach  them  is  that 
they  would  undoubtedly  profit  by  occasionally  feat- 
uring toilet  soaps. 

The  Wonderful  Variety  of  Toilet  Articles. 

Few  people  are  aware  of  the  large  number  of 
articles  which  properly  come  under  the  head  of  toilet 
articles  and  toilet  accessories,  and  a  detailed  and 
complete  list  of  the  entire  assortment  would  doubt- 
less furnish  a  surprise  even  to  many  buyers. 

The  single  item  of  soap,  for  instance,  liquid  and 
solid,  plain  and  fancy,  is  much  larger  than  is  gener- 
ally known  and  is  large  enough  to  furnish  an  entire 
department  devoted  exclusively  to  their  sale. 

Then  there  are  the  numberless  articles  which 
might  be  classed  under  the  head  of  beautifiers,  such 
as  face  creams,  lotions,  cosmetics,  rouges,  etc.,  for 
which  there  is  such  a  demand,  nearly  all  of  which 
are  extensively  advertised  by  their  manufacturers  or 
importers. 

The  articles  which  are  used  in  various  ways  for  the 
treatment  of  the  hair  are  extremely  numerous,  and 
also  important;  this  line  includes  all  kinds  of  hair 
tonics,  dandruff  cures,  shampoo  creams,  soaps  and 
powders,  which,  taken  altogether,  are  an  important 
branch  of  the  department. 

The  foregoing  are  only  a  very  small  portion  of  the 
many  items  which  go  toward  making  what  could 
properly  be  considered  a  complete  and  well-assorted 
stock. 

Good  Help  Absolutely  Essential. 

If  there  is  one  department  more  than  any  other  in 
which  good  help  is  essential,  that  department  is  sure- 
ly the  perfumery  and  toilet  goods  department.  Not 
only  must  the  salespeople  be  neat  and  attractive  in 
appearance,  but  they  must  be  able  to  talk  intelligent- 
ly about  the  merits  of  the  articles  they  are  endeavor- 
ing to  sell. 

Customers  as  a  rule  welcome  suggestions  on  the 
part  of  salespeople  in  regard  to  complexion  and  hair 
remedies,  etc.,  but  must  first  be  impressed  by  the  fact 
that  the  clerk  is  competent  to  give  advice  in  that  re- 
spect. A  clever  clerk  with  a  thorough  knowledge  of 
the  goods  she  is  handling  can  not  only  make  sales 
but  can  make  permanent  customers,  and  permanent 
customers  are  what  the  department  needs. 


If  a  customer  should  come  to  the  department  in 
search  of  a  particular  kind  of  goods,  and  is  waited 
on  by  the  ordinary  indolent  and  careless  clerk,  she 
would  probably  leave  the  department  without  pur- 
chasing, whereas,  if  a  competent  clerk  should  wait 
on  her,  she  could  more  than  likely  sell  some  other 
brand  in  place  of  the  one  asked  for,  and  perhaps  other 
articles  as  well. 

Good  salespeople  are  not  all  that  is  required  ;  clerks 
that  will  take  an  interest  in  the  stock  and  see  that 
it  is  well  cared  for  and  free  from  dust  are  also  abso- 
lutely necessary  if  the  department  is  to  be  a  success. 
Nothing  is  more  damaging  to  its  success  than  for 
its  appearance  to  be  anything  but  bright,  clean  and 
cheerful. 


HOW  POMANDER  GOT  ITS  NAME. 

PERFUMES  have  been  used  from  time  imme- 
morial. Sometimes  in  connection  with  cere- 
monial functions,  but  usually  as  a  part  of  the  toilette, 
no  matter  how  inadequate  that  may  have  been  in 
times  that  date  back  beyond  Biblical  record  to  the 
Egyptians  and  Phoenicians,  and  perhaps  even  to  the 
mythical  ages  beyond. 

During  the  Middle  Ages  perfumes  were  enclosed 
in  various  receptacles,  generally  shaped  in  the  form 
of  a  pear  or  an  apple.  These  pendant  scent  cases 
or  pomanders  were,  like  other  pendants  of  the  same 
form,  general  throughout  the  whole  of  the  period 
extending  from  the  fourteenth  to  the  seventeenth 
centuries. 

Primarily  the  pomander  seems  often  to  have  desig- 
nated a  ball  composed  of  various  highly  scented  sub- 
stances which  serve  the  purpose  both  of  counter- 
acting the  smells  which  must  have  been  particularly 
general  and  offensive  in  olden  days,  and  also  as 
protection  against  infection.  It  was  enclosed  in  a 
rich  metal  case,  opening  across  the  centre  and  per- 
forated so  as  to  allow  the  scent  to  escape. 

The  title  "pomander" — originally  meaning  simply 
a  perfumed  ball — was  given  to  the  case  which  con- 
tained it.  In  many  instances  the  perfumes,  instead 
of  being  mixed  together  in  the  ball,  were  placed  in 
separate  compartments,  the  lids  of  which  are  found 
inscribed  with  the  names  of  the  contents.  These 
compartments,  varying  in  number  from  four  to  as 
many  as  sixteen,  are  formed  like  segments  of  an 
orange. 


TIE  PACKAGES  PROPERLY. 

AN  express  company  recently  stated  that  it 
spends  on  an  average  over  twenty-six  thou- 
sand dollars  a  year  for  paper  and  twine,  most  of 
which  is  consumed  in  tying  up  damaged  packages. 

This  shows  the  importance  of  giving  proper  atten- 
tion to  the  tying  of  packages  and  seeing  that  good 
quality  twine  is  used. 

If  a  package  is  not  properly  tied  or  if  the  twine 
used  is  not  strong  enough  for  the  purpose,  the  pack- 
age becomes  loose  or  the  string  breaks.  This  means 
a  delay  while  it  is  retied  by  the  express  company 
apart  from  the  danger  of  damage  to  the  shipment 
before  it  receives  attention.  It  is  surely  important 
for  everybody  to  see  that  their  packages  are  well 
tied. 
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Notions  and  Fancy  Goods 


Encouraging  Prospects  for  Jewelry 

Indications  All  Point  to  An  Increase  in  Prices. 


HEN  times  are  good  and  money 
plentiful  the  jewelry  business  is  al- 
ways good,  and  the  past  year  has  been 
no  exception.  The  season,  however, 
has  been  far  from  satisfactory,  owing 
to  the  decided  shortage  of  manufactured  goods, 
many  manufacturers  being  over  a  month  behind  on 
their  deliveries.  A  number  of  things  conspire  to 
bring  about  this  condition.  The  lack  of  sufficient 
artificial  gems,  and  the  shortage  of  skilled  labor  being 
the  most  important. 

As  is  well  known,  practically  all  artificial  gems  are 
manufactured  in  Europe.  Almost  from  the  begin- 
ning of  the  present  war 
the  United  States  has 
been  cut  off  from  the 
source  of  supply.  This 
naturally  had  the  effect 
of  raising  the  price  of 
all  kinds  of  jewelry  in 
which  artificial  stones 
are  employed. 

From  all  indications 
the  present  year  will 
see  a  still  greater  de- 
mand for  jewelry  of  all 
kinds.  The  extensive 
advertising  of  last  year, 
coupled  with  the  gen- 
eral prosperity  of  the 
country,  will  have  the 
effect  of  stimulating  a 
demand  for  all  kinds  of 
articles  of  adornment. 

That  prices  will  be 
higher  is  a  foregone 
conclusion.  Hampered 
as  they  are  by  the 
scarcity  of  materials, 
manufacturers  will  be 
compelled  to  largely 
turn  their  attention  to 

the  production  of  such  Courtesy  of  Hen  Felsenthal  &  Co.,  Inc 

articles  of  jewelry  in  which  no  artificial  stones  or 
gems  are  required.  Another  reason  for  an  advance 
in  prices  is  the  condition  of  the  labor  market.  Un- 
fortunately many  of  the  plants  of  the  largest  Eastern 
manufacturers  are  located  in  the  neighborhood  of 
munition  factories.  The  high  wages  being  paid  in 
these  factories  has  resulted  in  many  of  the  operatives 
in  jewelry  concerns  being  lured  away.  Naturally  the 
ones  remaining  demand  higher  wages  and  shorter 
hours.  These  advances  have,  of  course,  to  be  added 
to  the  cost  of  the  goods. 

The  products  of  Japanese  manufacturers  are  more 
frequently  seen  than  ever  before  in  the  lines  shown 
by  jobbing  jewelers — in  fact,  many  of  these  lines 
have  a  distinctly  Oriental  atmosphere.  Bracelets 
and  necklaces  of  Japanese  and  Chinese  beads  are 
very  much  in  evidence  and  from  all  accounts  are 


selling  quite  freely.  One  very  novel  necklace  is 
made  of  varied  colored  beads  in  the  form  of  a  snake 
about  eighteen  inches  long,  in  which  the  tail  fastens 
inside  of  the  mouth.  Jade  is  quite  popular  not  only 
for  bracelets  but  for  handles  for  the  new  fancy  fabric 
handbags. 

Just  now,  naturally,  the  largest  demand  is  for 
jewelry  for  evening  wear,  combs  leading  all  other 
kinds  of  ornamentation.  Many  new  and  strikingly 
attractive  designs  are  being  shown,  in  most  of  which 
rhinestones  play  the  leading  part.  These  are  in  pure 
white  or  in  combination  with  colored  stones,  giving 
them  a  strong  oriental  tone.    All  colors  are  used, 

bright  blues,  greens 
and  reds  predominat- 
ing. 

The  beaded  Juliet 
caps  for  evening  wear 
appear  to  be  in  for  an- 
other run.  Some  of  the 
latest  Parisian  models 
are  wonderfully  attrac- 
tive. One  little  close- 
fitting  cap  is  of  silver 
cloth  lined  from  back 
to  front  with  strands  of 
rhinestones.  Another 
in  a  greenish  gold  cloth 
has  no  top  to  the  crown 
and  has  a  brim  short  in 
the  front  and  back  and 
rolling  high  on  the 
sides.  This  is  beaded 
in  green,  red  and  blue 
in  Oriental  shades  and 
has  in  the  middle  of  the 
front  a  yellow  paradise. 

Hat  pins,  which  have 
not  been  prominent,  are 
finding  favor  amongst 
fashionable  folk.  Many 
of  the   newest  follow 
in  tints  and  tones  those 
used  in  the  latest  millinery  models.    Many  of  these 
are  of  silver  or  gold,  entirely  plain,  modeled  in 
small,  dainty  forms,  decorated  with  filigree  wire  and 
beads  of  gold,  after  the  Grecian  manner,  or  set  at  the 
top  of  the  pin  head  with  small  pieces  of  the  opaque 
stones.    Waist  sets  enameled  in  delicate  colors,  and 
tie  pins  that  will  be  appreciated  by  all  sportswomen, 
adapt  themselves  well  for  use  on  the  new  ties  and 
neckerchiefs,  are  amongst  the  newest  importations. 

Evening  requirements  are  well  taken  care  of.  Fine 
bodice  pieces  are  made  produced  in  silvered  settings 
at  prices  that  make  them  irresistible.  One  hand- 
some piece  of  brilliants  and  pearls  is  executed  in  the 
form  of  a  jeweled  bust  of  a  Dutch  girl. 

White  pearls  are  very  scarce,  so  the  necklace  trade 
has  had  to  make  the  most  of  what  can  be  done  with 
yellow  pearls.    All  imported  beads  are  practically 
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off  the  market,  though  one  lot  of  Cashmere  managed 
to  find  its  way  to  this  country  not  long  ago. 

Pronounced  Demand  for  Jet. 

The  demand  for  jet,  which  is  now  so  apparent  in 
Paris,  has  already  had  its  effect  in  this  country,  and 
considerable  jet  jewelry  is  being  sold.  In  Paris 
jet  has  taken  on  a  particular  importance.  The  num- 
ber of  people  there  in  mourning  and  the  general 
desire  to  wear  only  very  sober  jewels  is  the  cause  of 
this  vogue.  They  sometimes  attract  people  who  are 
not  absolutely  compelled  to  choose  black.  Around 
the  neck  they  put  narrow  ribbons  of  black  velvet,  or 
better  still,  insertions  of  Chantilly  with  a  jet  clasp 
and  a  jet  plaque  worked  and  perforated. 

In  hair  ornaments  jet  is  pre-eminent.  In  many  of 
the  new  pins  for  the  hair  the  shaped  part  is  covered 
with  tiny  dull  beads  and  the  border  of  polished  cut 
jet.  In  back  combs  and  ornaments  such  as  tiaras, 
etc.,  the  designs  are  usually  extremely  light.  Some 
of  them  have  light,  fine  antennas  in  imitation  of  an 
ostrich  feather  or  a  hair  ribbon,  but  they  often  attain 
the  importance  of  real  diamonds. 

Jet  pendants  are  similar  to  the  jewel  pendants  or- 
namented with  real  or  artificial  stones,  many  being 
close  copies  of  those  most  popular.  Sometimes 
small  fine  paste  stones  brighten  them  up,  in  black 
and  white  effect.  For  certain  highly  priced  pieces 
onyx  is  employed.  In  this  class  are  crosses  of  onyx 
ornamented  with  fine  beads.  The  question  of 
mourning  jewels  has  put  the  amethyst  also  in  favor. 

Rhinestone  hair  ornaments  are  beautiful,  shown 
with  the  evening  gowns.  Most  of  these  are  in  cres- 
cent moon  effects,  both  in  rhinestones  and  colored 
stones.  Others  show  rhinestone  tracery  in  high  or- 
namental combs  of  tortoise  shell ;  and  very  often 
just  the  large  carved  tortoise  shell  comb  supports 
the  puff  of  hair  in  back. 

Clear  Out  the  Old  Stock  Now 

If  you  have  not  already  attended  to  it,  don't  wait 
any  longer,  but  go  through  the  stock  and  clear  out 
the  "stickers."  Nothing  hurts  the  business  of  the 
department  more  than  to  have  a  few  lots  of  odds  and 
ends  lying  around  bearing  unmistakable  evidences 
of  being  out  of  date  and  spoiling  the  effect  of  the 
display  of  new  merchandise. 

Get  them  out — if  one  price  won't  sell  them,  another 
will — "the  first  loss  is  the  cheapest"  is  an  old  maxim, 
but  a  true  one.  Don't  imagine  that  these  slow  sellers 
will  sell  all  right  next  season  and  so  put  them  away 
— they  won't.  They  will  look  far  worse  when  you 
take  them  out  next  season  than  they  do  now. 

There  is  nothing  more  profitable  or  satisfactory  in 
the  end  than  to  have  the  new  season  open  up  with 
all  last  season's  undesirable  merchandise  sold,  and 
plenty  of  room  to  stock  and  display  the  new  goods 
coming  in.  Not  only  does  the  department  look  more 
attractive  to  customers,  but  the  salespople  are  en- 
thusiastic over  the  new  merchandise  and  are  not  dis- 
couraged by  the  fact  that  there  is  a  lot  of  old  stuff 
yet  to  be  gotten  rid  of. 

 ♦  

Trouble  doesn't  drive  people  to  drink  until  after 
drink  has  driven  them  to  trouble. 


MOTION  IN  JEWELRY  DISPLAY 

DURING  the  holiday  season  Gimbel  Brothers, 
New  York,  introduced  a  novelty  in  jewelry 
display.  It  consisted  of  a  black  box,  long,  wide  and 
low,  with  a  sloping  front.  On  the  slope  there  is  a 
cut  out  space  over  which  a  cover  closely  fits.  This 
cover  opens  and  closes,  and  each  time  it  opens  a  new 
display  is  disclosed. 

Now  it  is  open  and  one  sees  smelling  salts  in  small 
glass  bottles  with  silver  caps;  it  closes,  opens  again 
and  one  sees  diamond  studded  combs.  Eight  changes 
are  made.  The  lid  works  slowly,  but  there  is  enough 
action  to  command  the  attention  of  the  passerby. 
On  top  of  the  box  was  spread  a  green  cover  edged 
with  gold,  and  on  it  were  shown  all  sorts  of  articles 
of  jewelry  on  yellow  pads. 


CHEAP  JEWELRY  IN  ENGLAND. 

ACCORDING  to  recent  advices,  there  is  a  de- 
cided boom  in  England  just  now  in  the 
cheaper  kinds  of  jewelry,  which  is  attributed  to  the 
increased  earnings  of  those  engaged  on  munitions 
of  war.  The  demand  for  wrist  watches  has  been 
especially  heavy.  This  has  led  to  a  practically  new 
line  of  business  with  Switzerland,  which  sent  Great 
Britain  last  month  34,085  gold  watches  and  34,390 
gold  watch  cases,  and  since  the  first  of  1916  a  total 
of  261,597  watches  and  390,910  cases  to  be  made  up 
there.  The  latest  government  order  has  killed  this 
trade,  as  it  prohibits  the  importation  of  gold,  but  no 
mention  is  made  in  the  order  of  silver  watches.  The 
trade  is  trying  to  secure  a  modification  of  the  order. 


THE  GLOBE   TRADEMARK  CONTROVERSY. 

REFERRING  to  an  article  which  appeared  in 
the  December  issue  of  "Notions  and  Fancy 
Goods"  regarding  the  injunction  obtained  by 
Waldes  &  Co.  against  the  International  Manufac- 
turers' Agency,  makers  of  snap  fastener  tape  and 
snap  fasteners,  we  desire  now  to  state  that  we  are 
informed  the  decision  referred  to  did  not  affect  the 
production  or  selling  of  the  Diamond  Snap  Fasten- 
ers made  by  the  International  Manufacturers' 
Agency  in  any  way. 

An  important  part  of  the  decision  rendered  by  the 
Court  was  to  the  effect  that  if  the  globe  trademark 
is  omitted  from  the  snap  fasteners  made  by  the  In- 
ternational Manufacturers'  Agency  it  would  not  in 
any  way  infringe  the  rights  of  Waldes  &  Co.  We 
are  informed  by  Mr.  Eisenkramer  of  the  Interna- 
tional Manufacturers'.  Agency  that  the  globe  trade- 
mark on  all  items  made  by  his  concern,  excepting 
snap  fasteners  and  snap  fastener  tape,  is  not  affected 
by  the  injunction. 

S.  H.  Schreiber  &  Co.,  manufacturers  of  fancy  hair 
ornaments,  are  rapidly  getting  settled  in  their  new 
quarters  32  Union  Square,  New  York. 

Freydberg  Bros.,  Inc.,  of  41  West  18th  Street, 
have  leased  the  eighth  floor  and  fitted  it  up  for  of- 
fices and  salesrooms.  The  ninth  floor  is  devoted  to 
the  use  of  the  factory,  packing  and  shipping  depart- 
ments. 
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Growth  of  Business  in  Art  Embroideries 

The  Development  of  the  Art  Embroidery  Department  During  the  Past  Few  Years  Has  Been 
Little  Short  of  Phenomenal.     Now  One  of  the  Show  Places  of  the  Store. 


HE  art  embroidery  department,  whose 
possibilities  for  business  for  years  was 
not  fully  appreciated  or  understood  by 
the  great  majority  of  merchants,  is 
now  coming  into  its  own.  A  tour  of 
the  various  large  department  stores  would  convince 
the  most  casual  observer  that  this  most  interesting 
department  is  now  one  of  the  handsomest  and  most 
attractive  in  the  entire  store. 

For  some  time  past,  while  the  improvement  has 
been  gradual,  it  has  nevertheless  been  steady,  par- 
ticularly in  the  development  of  the  beautiful  and  the 
artistic;  so  much  so  in  fact,  that  in  most  of  the 
prominent  establishments  today 
the  art  embroidery  department 
is  considered  as  one  of  the  show 
places  of  the  store.    While  the 
practical  has  not  been  neglect- 
ed, the  artistic  side  has  devel- 
oped in  a  most  wonderful  man- 
ner.   The  department  has  also 
been  broadened  to  a  consider- 
able degree,  and  many  lines 
have  been  introduced  which  in 


Manufacturers  have  not  been  slow  in  recognizing 
the  trend  of  affairs  and  are  producing  lines  of  goods 
which  for  artistic  beauty  and  attractiveness  from  a 
selling  standpoint  has  never  before  been  equalled. 
While  the  artistic  has  been  featured  to  a  most  un- 
usual extent  the  practical  has  by  no  means  been  neg- 
lected. In  fact  a  very  large  proportion  of  the  new 
articles  being  shown  in  all  lines  of  fancy  needlework 
are  of  useful  and  practical  nature. 

Now  that  the  holidays  are  past  and  the  making  of 
fancy  articles  for  gifts  is  no  longer  claiming  the  time 
and  attention  of  women  generally,  they  are  mani- 
festing considerable  interest  in  articles  of  a  more 
practical  nature.    Lingerie  of 
all    kinds,    particularly  those 
made  up  and  stamped  ready  for 
embroidering,  have  taken  the 
place  of  the  less  practical  work 
of  the  holidays.   Articles  of  lin- 
gerie made  up  and  ready  for 
embroidering  appeal  strongly 
to  women  of  refined  tastes,  par- 
ticularly to  those  who  appre- 
ciate the  necessity  of  economy 


Articles  of  lingerie  all  made  up 
and  stamped  for  embroidery  arc 
very  much  in  demand.  The  three 
pieces  illustrated  herewith  are 
from  the  new  line  of  the  Richard- 
son Silk  Co. 


years  gone  by  were  totally  neglected,  or  were  fea- 
tured in  some  other  department.  Many  lines  which 
were  formerly  considered  as  fancy  goods  now  find 
a  place  in  the  art  embroidery  department. 

Truly  the  properly  equipped  and  well  arranged 
art  embroidery  department  today  is  a  charming  place 
to  visit.  With  its  array  of  floor  and  boudoir  lamps 
ornamented  with  handsome  shades,  the  various 
boudoir  baskets  and  trays  made  from  the  most 
artistic  materials  and  gorgeous  colorings,  together 
with  the  beautiful  tapestries  and  illuminated  em- 
broidery work  tastefully  displayed,  the  department 
is  one  that  is  bound  to  attract  the  attention  of  visit- 
ors.   This  in  the  end  is  bound  to  induce  trade. 


in  satisfying  their  desires  for  those  articles  which 
combine  beauty  and  utility. 

Manufacturers  generally  are  aware  of  these  con- 
ditions and  many  of  them  are  showing  larger  assort- 
ments of  made  up  lingerie  than  has  been  the  case  for 
many  seasons  past.  The  present  showings  include 
new  designs  in  negligees ;  gowns,  chemises,  corset 
covers  and  matinees  in  various  materials,  of  which 
nainsook  appears  to  be  most  favored.  We  illustrate 
on  this  page  three  of  the  newest  gowns,  all  of  which 
are  distinctively  new  and  attractive  in  design.  They 
are  of  nainsook,  made  up  complete,  ready  for  the 
embroidery.  Any  one  of  these  designs  can  be 
profitably  retailed  at  seventy-five  cents. 
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On  the  sample  counters  of  the  manufacturers  can 
be  seen  a  wonderful  variety  of  beautiful,  and  at  the 
same  time  practical,  articles  that  can  be  retailed 
profitably  at  surprisingly  low  figures  considering  the 
general  advance  in  all  the  materials  which  go  into 
the  products.  There  are  dainty  dresser  and  luncheon 
sets  embodying  entirely  new  ideas  and  all  ready  for 
the  dainty  work  of  the  embroiderer,  also  combina- 
tion sets  including  center  piece  bureau  scarf  and  sofa 
pillow,  similarly  stamped.  Then  there  are  stamped 
towels,  with  and  without  fringe,  pillow  tops  in  end- 
less assortment,  fancy  aprons,  library  scarf  outfits 
and  numbers  of  other  articles  which  we  have  not 
sufficient  space  to  enumenrate. 

Towels  stamped  with  fancy  designs  continue  in 
good  request  and  many  attractive  patterns  are  being 
shown.  Wash  cloths  stamped  with  various  small 
designs  in  the  corners  are  also  selling  very  well. 
They  can  be  had  in  the  open  as  well  as  in  package 
form. 

Tinsel  Advanced  in  Price. 

Now  that  tinsel  is  being  used  so  extensively  in 
the  manufacture  and  decoration  of  art  novelties  of 
all  kinds,  the  following  information,  supplied  by 
Consul  J.  E.  Jones,  stationed  at  Lyons,  France,  re- 
garding the  tinsel  situation  in  France,  should  be  of 
considerable  interest  to  the  trade.  In  a  recent  report 
to  the  United  States  Government  he  says : 

"The  manufacture  of  tinsel  goods  in  France  has 
been  almost  entirely  suspended  as  a  result  of  a  fur- 
ther sequestration  by  the  French  Government  of 
plants  that  heretofore  manufactured  such  articles. 
At  the  outbreak  of  the  war  many  manufacturing 
plants  were  taken  over  by  the  French  Government, 
but  in  order  to  retain  the  trade  in  tinsel  goods  that 
France  had  enjoyed  for  many  years  permission  was 
given  to  certain  of  these  plants  to  continue  the  man- 
ufacture of  various  kinds  of  tinsel  products. 

"The  production  of  tinsel  in  any  form  became  a 
difficult  matter  as  the  war  progressed  ;  for  to  produce 
tinsel  required  copper  in  large  quantities,  and  as  the 
demand  increased  the  Government,  to  prevent  a 
depletion  of  its  copper  reserve,  took  over  the  control 
of  the  stocks  of  this  metal.  Soon  the  call  for  tinsel 
exceeded  the  supply  of  metal,  workmen,  and  plants. 
The  United  States  alone  took  $909,788  worth  of 
French  tinsel  goods  in  the  first  nine  months  of  1916, 
as  contrasted  with  $534,268  in  the  whole  year  1915, 
and  it  is  believed  that  the  closing  quarter  will  bring 
the  value  to  a  figure  well  over  $1,000,000. 

"What  the  new  year  may  hold  in  the  way  of  pro- 
duction and  increased  prices  is  not  definitely  known, 
although  the  manufacturers  have  issued  a  new  tariff 
applicable  January  1,  1917,  which  not  only  shows  a 
substantial  increase  in  prices,  but  also  bears  a  dec- 
laration to  the  effect  that  the  manufacturers  will  not, 
in  future  contracts,  bind  themselves  as  to  prices  or 
dates  of  delivery.  These  new  complications  have 
more  or  less  upset  the  tinsel  industry,  and  there  is 
danger  that  tinsel  will  be  difficult  to  obtain  and  that 
Christmas  tree  ornaments  can  be  had  only  at  greatly 
enhanced  prices  and  in  small  quantities." 


"DUCHESS"  HOOPS 

Will  Put  New  Life  Into 
Your  Notion  Dept. 


"Duchess"  Embroidery  Hoops 
big  sales  and  profit   item  in 
18,000  stores,  and  every  one  of 
them  are  enjoying"  comfortable 
profit  gains. 

Once  a  woman  has  used 
'Duchess"  Hoops  she  will  never 
use  any  other,  as  they  contain 
features  which  especially  ap- 
peal to  her. 


Most  men  meet  failure  more  than  halfway. 


Sizes  in  Oval 
3x6,      4>/2x9,  and 
6xl2-inch 


"Duchess"  Hoops 
retail    for  10c. 
They    have  no 
spring    or  attach- 
ments projecting  to 
catch  the  thread  and 
hold    thick   or  thin 
fabrics  equally  taut. 


Check  over  your 
"Duchess"  Embroidery 
Hoop  stock  and  ask 
your  jobber  to  send  the 
necessary  sizes  to  com- 
plete your  assortment. 

Your  jobber  can  make 
prompt  delivery  of 
"Duchess"  Hoops. 
Write  him. 

THE  GIBBS  MFG.  CO. 

CANTON,  OHIO 


If  you  sell  Toys,  read 

jUYTHINffi 

A  Magazine  that  no 
Toy  Buyer  can  afford 
to  be  without. 
Over  200  Manufac- 
turers, Commission 
Houses  and  Jobbers 
of  Toys,  Games  and 
Amusement  Novelties 
advertise  in  PLAY- 
THINGS. 

Send  a  Dollar,  your 
Name  and  Address, 
and  receive  the  next 
Twelve  Issues  of 

JlAYTHINCS 

PUBLISHED  EVERY  MONTH  BY  THE 

McCREADY  PUBLISHING  CO. 
118  East  28th  Street,  New  York 
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WINDOW  DISPLAY  OF  ART  NEEDLEWORK. 
Featured  by  Gimbcl  Brothers,  New  York. 

This  handsome  display,  which  attracted  more  than  ordinary  attention  from  the  shopping  public, 
featured  exclusively  a  line  of  merchandise  recently  brought  out  by  Bcntlcy,  Franklin  &  Co.  It  con- 
sisted of  a  variety  of  attractive  articles  made  of  Honeycomb  cloth,  handsomely  embroidered  in  cross- 
stitch  and  solid  stitch  embroidery  in  a  variety  of  effective  and  artistic  designs. 

The  following  articles  were  represented  in  the  display:  double  and  single  bed  spreads,  double  and 
single  bolster  roll  covers,  oblong  pillows,  dresser  scarfs,  laundry  bags,  corset  bags  and  shampoo  jackets. 

A  distinctive  Blue  Bird  design,  in  outline  long  and  short  stitch  embroidery,  was  featured  exclusively 
in  articles  for  the  nursery.  The  assortment  included  baby  pillow,  crib  coverlet,  a  set  of  four  crib  sides, 
table  cover  for  baby's  table  and  eating  apron. 
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THE  GLOVE  SITUATION. 


HE  retail  business  in  gloves,  regardless 
of  the  prevailing  high  prices,  keeps 
up  remarkably  well  and  buyers  gen- 
erally are  looking  forward  to  an  excep- 
tional Easter  business.    There  is  some 


anxiety,  however,  on  the  part  of  buyers  as  to  whether 
they  will  be  able  to  secure  sufficient  goods  to  meet 
the  demands  of  their  customers.  While  stocks  in 
the  hands  of  importers  are  at  a  very  low  ebb,  the 
fact  that  many  shipments  ordered  to  arrive  in  time 
for  the  holiday  trade  are  now  coming  in,  gives  hopes 
that  the  shortage  will  not  be  as  acute  as  was  gener- 
ally feared. 

In  addition  to  this  welcome  supply,  a  very  large 
proportion  of  the  gloves  made  in  France  for  con- 
sumption in  London  and  Paris  are  finding  their  way 
to  this  country  on  account  of  the  economic  tendencies 
which  now  prevail  in  these  cities. 

Regarding  the  prospects  for  fall  business  and  pos- 
sibilities of  securing  a  reasonable  amount  of  gloves 
from  the  other  side,  but  little  can  be  said  at  the  pres- 
ent moment.  It  can  be  truly  said,  however,  that 
those  glove  buyers  who  have  refrained  from  ordering 
the  amount  of  merchandise  they  are  likely  to  need, 
in  the  hope  or  expectation  that  prices  are  likely  to 
be  lowered,  are  doomed  to  disappointment.  As  a 
matter  of  fact,  there  is  every  indication  that  prices 
are  likely  to  be  much  higher.  The  price  of  glove 
leather  in  Europe  keeps  steadily  advancing,  and 
when  the  limit  will  be  reached  no  man  can  possibly 
foretell. 

Prices  Are  Bound  to  Go  Higher. 

The  matter  of  the  continued  rise  in  the  price  of 
skins,  unfortunately,  is  not  the  only  thing  to  be  con- 
sidered in  arriving  at  a  definite  conclusion  as  to  how 
high  the  price  of  finished  gloves  will  soar.  The  labor 
situation  in  Europe  today  cuts  a  larger  figure  in  the 
ultimate  cost  than  even  the  high  price  of  materials. 
The  shortage  of  labor  occasioned  by  the  large  num- 
ber of  men  operatives  who  joined  the  colors,  which 
was  partly  made  up  by  the  employment  of  women 
in  their  place,  is  now  more  acute  than  ever,  owing  to 
the  recent  call  on  the  part  of  the  government  for 
women  to  do  military  duty  in  the  government  muni- 
tion plants  and  various  other  institutions  producing 
articles  needed  by  the  soldiers. 

In  addition  to  the  conditions  mentioned  above, 
there  are  many  other  causes  for  advances  in  prices. 
Insurance  rates  and  transportation  charges  are  con- 
tinually advancing,  and  no  man  knows  from  one  day 
to  another  what  it  is  going  to  cost  him  to  bring  his 
goods  from  the  point  of  manufacture  to  the  point  of 
destination. 

Then,  again,  the  rising  cost  of  materials,  exclusive 
of  the  leather,  snap  fasteners,  clasps,  buttons,  etc., 
have  advanced  to  unheard-of  prices,  and  thread,  dyes, 
boxing  and  packing  have  shared  in  the  upward 
movement.  This,  together  with  the  new  tax  on 
war  profits,  which  specifies  that  a  tax  of  fifty  per 
cent,  on  the  profits  made  since  the  war  began,  over 
the  amount  of  profits  made  in  a  corresponding  period 
in  pre-war  times,  makes  the  prospect  for  gloves  at 
anything  like  a  reasonable  price  a  most  unlikely  one. 


FOWNES  GLOVES 

Season  of  1917 


The  New  Styles  of 

SILK  and  FABRIC 

Gloves   are  now  showing  at  our 
Salesrooms  in 

NEW  YORK,  119  West  40th  Street 

BOSTON  CHICAGO 
Carter  Building  1627  Marquette  BIdg. 

12  West  St.,  Room  614  140  So.  Dearborn  St. 

SAN  FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


UNNA'S  MENDING  PLASTER 
MENDS  GARDEN  HOSE 

Put    up  by 

NEW  YORK  SPECIALTIES  CO. 

467  Broadway,  New  York 

Also    Manufacturers   of   UNNA'S   MENDING  TISSUE 

ALWAYS  THE  BEST  BY  TEST 


SALESMAN  WANTED— Territory 
open  for  a  salesman  of  Art  Em- 
broideries. Address  E.  P.  Bond  &  Co., 
15  East  22nd  Street,  New  York. 
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Notions  and  Fancy  Goods 


Foreign  Trade  Opportunities 

The  Following  Opportunities  for  Foreign  Business  in  Notions  and  Fancy  Goods  Have  Been  Noted  by  the 
Bureau  of  Foreign  and  Domestic  Commerce  of  the  Department  of  Commerce,  Washington,  D.  C. 
The  Names  and  Addresses  of  the  Firms  and  Other  Details  May  Be  Obtained  from  the  Bureau  in 
Washington  or  from  the  Branch  Bureaus  in  the  Various  Cities.     In  Applying  for  Ad- 
dresses Refer  to  File  Number  Preceding  the  Item  and  Write  Request  for  Each 

Opportunity  on  Separate  Sheet. 


No.  23626. — A  firm  in  British  East  Africa  desires 
to  purchase  toilet  preparations,  such  as  shaving 
soap  sticks,  dental  paste,  highly  scented  hair  oil, 
cheap  laundry  soap  in  1-pound  bars,  18  inches  long, 
6  bars  to  a  box  and  4  boxes  in  a  bundle,  also  shoe 
polish  for  brown  leather.  Quotations  should  be 
made  c.  i.  f.  destination.  Payment  will  be  made  by 
cash  against  documents.  Correspondence  may  be 
in  English.  Reference. 

No.  23627. — A  firm  in  Bolivia  wishes  to  be  put  in 
touch  with  American  manufacturers  and  exporters 
of  combs  and  cheap  rubber  hair  ornaments.  Samples 
of  the  combs  desired  may  be  inspected  at  the  Bureau 
or  its  district  offices.    (Refer  to  file  No.  2201.) 

No.  23624. — A  company  in  India  desires  to  repre- 
sent American  manufacturers  and  exporters  of  elec- 
trical goods,  sporting  goods,  watches,  cutlery,  sew- 
ing machines,  haberdashery,  embroidery,  fancy 
goods,  and  toys. 

No.  23565. — A  firm  in  the  West  Indies  wishes  to 
secure  an  agency  for  the  sale  of  jewelry  and  silver- 
ware of  all  kinds.  The  agency  will  also  cover  Vene- 
zuela. Correspondence  may  be  in  English.  Ref- 
erences. 

No.  23566. — A  man  in  Norway  desires  to  repre- 
sent American  manufacturers  and  exporters.  No 
particular  line  is  mentioned. 

No.  23578. — A  wholesale  commission  merchant  in 
Spain  desires  to  secure  an  agency  for  the  sale  of  no- 
tions of  all  kinds,  such  as  buttons,  laces,  dress  trim- 
mings, belts,  etc.  Correspondence  may  be  in  Eng- 
lish. Reference. 

No.  23550. — A  merchant  in  British  East  Africa  is 
in  the  market  for  tooth  powder,  soaps,  toilet  prepa- 
rations, men's  furnishings,  patent  medicines,  cutlery, 
hand  bags,  novelties,  and  notions.  Wherever  pos- 
sible, samples  should  be  submitted  with  prices,  dis- 
counts, shipping  and  packing  charges,  weights,  meas- 
urements, etc.  Terms  desired  are  seven  days'  sight 
draft  with  bill  of  lading  attached.  Correspondence 
may  be  in  English.  Reference. 

No.  23599. — A  firm  in  British  East  Africa  is  in  the 
market  for  tooth  powder,  which  is  now  being  fur- 
nished at  $12  to  $18  per  gross,  c.  i.  f.,  and  shaving 
soap  in  sticks,  which  is  furnished  at  $14  to  $27  per 
gross,  c.  i.  f.  These  goods  are  needed  in  large  quan- 
tities. Quotations  should  be  made  c.  i.  f.,  if  possible ; 
otherwise,  f.  o.  b.  New  York.  Discounts,  packing 
charges,  weights,  terms,  etc.,  should  be  clearly  stated. 
Terms  desired  are  seven  days'  sight  draft  with  bill 
of  lading  attached.  References. 

No.  23513. — A  man  in  Argentina  wishes  to  secure 
an  agency  for  the  sale  of  buttons  of  all  kinds.  Cor- 
respondence should  be  in  Spanish.  References. 


No.  23684. — A  man  in  Switzerland  desires  to  pur- 
chase erasers,  fountain  pens,  gold  and  steel  pens, 
penholders,  pencils,  and  small  leather  goods.  He 
also  wishes  an  agency  for  the  sale  of  such  goods  on 
a  commission  basis.  Correspondence  should  be  in 
French  or  German.  References. 

No.  23719. — A  company  in  British  East  Africa 
is  in  the  market  for  cheap  watches  and  jewelry,  such 
as  wrist  watches,  alarm  clocks,  table  clocks,  collar 
buttons,  pins,  cuff  buttons,  rings,  chains,  etc.  Illus- 
trated catalogues,  prices,  and  full  information  should 
be  submitted.  Quotation  should  be  made  c.  i.  f. 
destination.  Payment  will  be  made  by  cash  docu- 
ments in  New  York.  Correspondence  may  be  in 
English.  Reference. 

No.  23679. — A  firm  in  Norway  desires  to  purchase 
leather  gloves  and  woolen  mittens  for  men  and 
women.  The  first  order  will  amount  to  about  $5,000 
worth  of  these  goods.  Samples,  prices,  etc.,  should 
be  submitted.  Quotations  should  be  made  f.  o.  b. 
New  York.  Payment  will  be  made  by  cash  against 
documents.    Correspondence  may  be  in  English 

No.  23664. — A  company  in  British  East  Africa  is 
in  the  market  for  scissors  and  shears  of  different 
sizes  and  styles.  About  250  dozen  are  needed  annu- 
ally. Quotations  should  be  made  c.  i.  f.  destination- 
Payment  will  be  made  by  cash  against  documents  in 
New  York.  Samples,  catalogues,  prices,  etc.,  should 
be  submitted.    Correspondence  may  be  in  English. 

No.  23689. — A  man  in  Russia  desires  to  purchase 
locks  for  handbags  and  portfolios  in  about  50,000 
lots.  Quotations  should  be  made  f.  o.  b.  New  York. 
Payment  will  be  made  by  cash  in  New  York.  Cor- 
respondence may  be  in  English.  Reference. 

No.  23659. — A  firm  in  Bolivia  wishes  to  receive 
catalogues  and  full  information  from  American  man- 
ufacturers and  exporters  of  buttons,  rubber  combs, 
knitted  goods,  etc.  References. 

No.  23099. — A  wholesale  dealer  in  Spain  is  desirous 
of  purchasing  umbrella  frames  and  snap  fasteners. 
Correspondence  may  be  in  English.  Reference. 

No.  23091. — A  man  in  Holland  wishes  to  get  in 
touch  with  manufacturers  of  millinery  supplies  and 
novelties,  and  arm  shields. 

No.  23072. — A  firm  in  Norway  is  in  the  market 
for  shoe  laces,  and  hooks  and  eyes  for  shoes.  Corre- 
spondence in  English.  References. 

No.  23569. — A  firm  in  the  Dominican  Republic  de- 
sires to  communicate  with  American  manufacturers 
and  exporters  of  suspenders,  garters,  toilet  articles, 
toys,  collars  and  cuffs,  knit  goods,  handkerchiefs, 
towels,  blankets,  quilts,  etc. 


February,  1917 


41 


Trade  Items  of  Unusual  Interest 


Gilman  B.  Smith  Co.,  Inc.,  manu- 
facturers of  notion  specialties,  by 
reason  of  constantly  growing  busi- 
ness, have  been  compelled  to  remove 
to  larger  quarters.  They  are  now 
comfortably  located  in  a  handsome 
loft  at  121  West  17th  street,  New 
York,  where,  with  largely  increased 
facilities,  they  will  be  able  to  cope 
with  the  demands  of  an  ever-growing 
circle  of  customers. 


E.  A.  Guthman  Co.,  manufacturers 
of  toilet  specialties  and  art  novelties, 
who  recently  removed  to  much  larger 
and  more  convenient  quarters  at  137 
Fifth  avenue,  are  now  comfortably 
settled  in  their  new  home.  They  are 
showing  a  most  bewildering  assort- 
ment of  novelties  of  their  own  design 
and  manufacture,  which,  judging  by 
the  orders  being  placed,  are  meeting 
with  the  approval  of  the  trade. 

They  are  direct  exporters  of  sweet 
grass  baskets  and  by  reason  of  the 
close  connections  they  have  estab- 
lished they  are  able  to  guarantee 
prompt  deliveries  at  all  seasons  of  the 
year.  A  matter  of  considerable  im- 
portance to  buyers  of  this  class  of 
goods. 


Owing  to  the  constant  increase  in 
the  business  of  their  Bead  and  Button 
departments,  Albert  Lorsch  &  Co. 
Inc.,  for  many  years  past  located  at 
37-39  Maiden  lane,  New  York,  have 
been  obliged  to  move  to  larger  and 
more  commodious  quarters.  They  are 
now  comfortably  settled  in  their  new 
home,  39-41  West  38th  street.  These 
two  departments  are  in  charge  of 
Oscar  E.  Veit. 


Franz  Drewson,  for  overy  fifty 
years  connected  with  Dieckerhoff, 
Raffloer  &  Co.,  died  on  January  23rd 
at  his  home  in  Upper  Montclair,  N.  J. 
Mr.  Drewsen,  who  was  in  his  eighty- 
first  year,  was  known  to  merchants 
all  over  the  country.  He  merited  the 
esteem  in  which  he  was  held. 


New  York. — Harry  J.  Gray  &  Co., 
438  Broadway,  have  moved  their  quar- 
ters to  the  eastern  end  of  the  same 
floor,  where  they  will  have  double 
the  space  of  their  former  offices. 

They  report  that  their  business  for 
1916  was  more  than  double  that  of 
1915.  When  asked  as  to  the  pros- 
pect of  elastic  for  spring,  Mr.  Gray 
said  that  he  believes  that  elastic  will 
always  be  used  with  lingerie  and  silk 
waists  on  account  of  the  saving  in 
material. 


Merchandise  Clearing  House  Moves. 
— The  Merchandise  Clearing  House 
has  moved  from  41  West  17th  street 
to  new  quarters  at  621  Broadway. 


The  Bodinger  Mfg.  Co.,  3  and  5 
West  19th  street,  New  York,  are 
unique  in  their  methods  of  business. 
Instead  of  a  general  line  of  fancy 
leather  goods  they  feature  a  number 
of  specialties,  each  one  of  which  is 
a  winner.  They  are  now  showing  their 
new  line  for  1917.  It  consists  of  spe- 
cial numbers  in  medium  priced  Brief 
Cases,  Tourist  and  Manicure  Cases, 
Music  Bags,  Sewing  Sets  and  Collar 
Pouches. 

They  are  showing  a  line  of  tourist 
cases  ranging  in  price  from  $7.00  per 
dozen  up,  every  one  of  which  is  a 
wonderful  value.  One  special  Tourist 
case  which  can  be  retailed  at  $5.00  is 
remarkable.  The  fittings  are  ebonized 
and  the  brushes  have  real  ebony 
backs.  They  are  shown  in  about  two 
dozen  different  styles,  every  one  a 
seller. 

This  firm  is  specializing  in  a  line  of 
fancy  leather  goods,  which  while  ex- 
ceedingly attractive,  are  priced  at  such 
low  figures  that  they  can  be  sold  by 
notion  jobbers  as  well  as  strictly 
leather  goods,  stationery  and  drug 
concerns. 


Mr.  Chas.  Thaw  and  Miss  Rose 
Schecter,  who  have  unitedly  carried 
on  the  business  of  the  Laura  Hair 
Novelty  Co.,  Flatiron  Bldg.,  New 
York,  are  about  to  make  these  ar- 
rangements permanent,  inasmuch  as 
their  marriage  will  be  celebrated  on 
March  11th.  They  intend  to  take  a 
honeymoon  trip  through  the  South  for 
about  three  weeks,  and  their  many 
friends  are  wishing  them  all  happi- 
ness in  their  new  venture. 


Kaufman  Bros.  &  Cohen  have  re- 
moved from  their  Union  Square  office 
to  111  5th  avenue,  New  York  City. 
This  firm  reports  much  better  condi- 
tions in  the  hair  net  market,  the  de- 
mand being  greater  with  a  correspond- 
ing stiffening  in  prices. 


In  the  last  issue  of  this  magazine  it 
was  inadvertently  stated  that  Hugo 
Wessler,  who  has  recently  joined 
forces  with  Lew  Josephs  of  the  Mani- 
cure Novelty  Company,  had  formerly 
been  a  partner  in  the  firm  of  S.  Langs- 
dorf  &  Co.  We  have  been  informed 
that  while  Mr.  Wessler  had  an  interest 
in  the  profits  of  the  concern  he  was 
not  a  member  of  the  firm. 

Slote  &  Schaffer,  manufacturers  of 
ladies'  bags  and  belts,  have  secured 
the  services  of  Sam  Stander  and  O. 
W.  Tilton,  formerly  of  the  staff  of 
Perlman,  Hirschfeld  &  Wertheim,  who 
are  retiring  from  business.  Mr.  Stan- 
der will  represent  his  new  firm  in  the 
South,  while  O.  W.  Tilton  will  cover 
New  England. 


Harry  H.  Taylor,  who  has  handled 
the  large  trade  in  New  York  and  vi- 
cinity for  the  Richardson  Silk  Co.  for 
many  years  and  who  has  been  an  im- 
portant factor  in  the  merchandising  of 
the  products  of  the  company  for  the 
past  22  years,  has  been  placed  in 
charge  of  the  cotton  end  of  the  busi- 
ness with  headquarters  in  Chicago. 

The  appointment  of  Mr.  Taylor  fol- 
lows closely  upon  the  completion  of 
an  addition  to  the  Richardson  mill  at 
Belding,  Michigan,  both  steps  having 
been  found  necessary  to  handle  the 
large  business  the  Richardson  Silk 
Company  has  built  up  in  the  manufac- 
ture of  R.M.C.  Mercerized  Cotton  and 
Pure  Silk  Threads. 

Larry  Hirsch,  formerly  salesman  for 
the  firm  of  Perlman,  Hirschfield  & 
Wertheim,  who  are  retiring  from  bus- 
iness, is  now  with  the  Kenjohn  Co., 
manufacturers  of  fancy  leather  goods 
at  7  East  17th  Street,  New  York.  The 
territory  covered  by  Mr.  Hirsch  will 
be  the  Middle  West  and  Northwest. 


Owing  to  the  extraordinary  demand 
for  ladies'  and  children's  sport  belts, 
Bert  Newman,  of  the  Champion  Man- 
ufacturing Co.  (Herz  &  Newman),  has 
been  compelled  to  make  an  additional 
trip  over  his  Southern  territory.  He 
expects  to  leave  New  York  about  the 
middle  of  February,  to  be  absent  from 
six  to  seven  weeks.  He  will  carry  a 
most  comprehensive  line,  comprising 
staple  and  fancy  novelties 


The  Colonial  Toy  Manufacturing 
Co.  are  showing  a  complete  line  of 
"Drayton  Darling,"  "Anny-mile"  and 
"Drayton  Mother  Goose  Hug-Me- 
Tights." 


Alex  Marcus  Moves  to  Lafayette 
Street. — Alex  Marcus,  manufacturer  of 
notions,  powder  puffs  and  vanity 
specialties,  621  Broadway,  New  York, 
has  moved  to  376-380  Lafayette  street. 


Larger  quarters  have  been  engaged 
by  the  Empire  Thread  Co.,  which  was 
formerly  located  at  1  Union  Square. 
The  removal  takes  this  company  to 
100  Fifth  avenue,  where  J.  D.  Marko- 
witz  will  be  in  charge. 


The  Red  Seal  Co.,  notion  jobbers, 
announces  the  withdrawal  of  Isaac  N. 
Buckwalter  from  the  company.  The 
business  will  continue  without  change 
of  name,  conducted  by  Samuel  Simons 
and  Harry  C.  Walter. 


F.  M.  Hirsch,  formerly  with  Gold- 
stein-Migel  Co.,  Waco,  Texas,  has  ac- 
cepted a  position  with  Sanger  Bros., 
Dallas,  as  buyer  of  notions  and  fancy 
goods. 
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Notions  and  Fancy  Goods 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

NARROW  FABRICS 

OF     ALL  KINDS 
Belting,  Featherstitch,  Elastic  Tapes,  Etc. 


PAD  GARTERS  and  ARM  BANDS 

FOR  MEN 

HOSE  SUPPORTERS  AND 
FANCY  FRILL  BOW  GARTERS 

FOR  WOMEN  AND  CHILDREN 

The  right  line  for  the  best  job- 
bing trade — attractive  prices — 
prompt  deliveries. 

Crescent  Garter  Company 

515-517  Broadway,  New  York 


Jf  ttcpurg  ^orn  #oob£  Co. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS 
HORN  HAIR  PINS 

Barrettes 
Side  Combs  and  Back  Combs 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co. 


18  W.  33rd  St. 
N.  Y. 


AT 
NOTION 


DEPART- 
MENTS 


CORM  FITTING 
I  DRESS  BEtriNCSU 


GREANADIN  •  BRAS  INET 
KON  -KAVE 


Shaped  • 

Eliminates  labor  of  mailing'  darts 
Hu^s  the  -waist  closely  and  smoothly 

Grean  Dressmaking  Specialties 

32  West  18th  Street,  New  York 


FREE  SAMPLES  TO 
LOOK  OVER 

If  you  cannot  come  to  New  York  to  see  samples  of 
my  bags  in  silk  and  leather  to  retail  at  50c  to  $3.50 
each  at  50%  to  100%  profit  to  you,  I  will  send  you 
samples  at  my  expense  on  memo  bill  and  you  can 
retain  them  and  pay  me  for  them,  or  return  at  my 
expense.    Let's  co-operate. 

DAN  I.  MURRAY 

MANUFACTURER  AND  IMPORTER 

39  West  32nd  Street,  New  York 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


IMPORTERS  MANUFACTURERS 

Art  Needlework  wFancq  Goods 

"Peri-Lusta"  'Crystal" 
Mercerized  Cottons  AiUficial  Silk 
Embroidery  Materials 

Fancy  Linens  a*j  Piece  Goods 

MADEIRA  HAND  EMBROIDERED 

LINENS  and  HANDKERCHIEFS 

Campbell  Metzger^cobson 

^32-936  Bw>adwaxj  NewYork  Cor.22^St. 
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IMPORTERS  5.  JOBBERS  OF 


ERS  OF 


Broadway 

19th  and  20th  Sts. 

New  York 


THE 


LAURA 

Reg.  U.  S.  Pat.  Office 
Cap  Shape  and  Fringe  Nets 

QUALITY  UNEXCELLED 
PRICES  RIGHT 

All  Colors  in  Stock  for 
Immediate  Delivery 

Glass  Cabinet  Free 

With  First  Order  of  2  Gross 

The  Laura  Hair 
Novelty  Co. 

949  B'dway.,  New  York 

Flatiron  Building 
Telephone  Gramercy  1409 


Something 
New 

Every  week  in 
Infants  Novelties 

Complete  lines  at 
our   show  rooms 
for  the  inspection 
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When  You  Place  an  Order  With  a  Member 

OF  THE 

BUTTON,  NOTION  AND  DRESS  TRIMMING 
PROTECTIVE  ASSOCIATION 


YOU  CAN  BE  SURE 


That  it  will  have  quick  and  thorough  at- 
tention. A  feature  of  the  B.N.&D.T.P.  A. 
work  is  that  members  strive  to  make  it 
evident  to  everyone  that  Association  houses 
are  well  equipped  to  render  every  service 
consistent  with  fair,  up-building  business 
methods. 

And  that  fact  alone  makes  it  important  that 
every  business  man  in  the  lines  covered  by 
the  Association  should  inquire  into  the  ad- 
vantages to  be  derived  through  membership. 

Send  your  name  in,  requesting  full  details 
regarding  the  Association.  Address,  Sec- 
retary, 

Button,  Notion  &  Dress  Trimming  Protective  Ass'n 

22  5  Fifth  Avenue,  New  York 
Brunswick  Building 
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IF  YOU  MAKE 

COVERED  BUTTONS 


The 
Menkin  Way 
Makes 
Button 
Covering 
Pay 


MENKIN  SERVICE 

WILL  HELP  YOU 


What  Is  Menkin  Service? 


The 
Menkin  Way 
Makes 
Button 
Covering 
Pay 


Style  Creation 
Sales  Promotion — Prompt  Delivery 

For  more  than  60  years  we  have  Promoted,  Created  and  Produced 
covered  button  supplies.    The  name  of  "Menkin"  is  associated  in  the 
i  trade  with  style  progress.   Each  season  we  design  new 

r  *    .  and  attractive  buttons — and,  what  is  better,  our  custom- 

Creation  erg  are  tQ  make  tne  new  styles  at  a  moderate  cost. 
NO  NEW  DIES  ARE  NEEDED!  Only  INTERCHANGEABLE 
Centre-Pieces,  costing  from  75c.  up,  depending  upon  size  and  style. 
These  Centre-Pieces  fit  into  the  popular-style  dies  like  Half-Ball, 
Full-Ball,  Globe,  etc. 

Systematic  methods  of  stock  arrangement  and  shipping  practice  are 
behind  our  "within-the-hour"  deliveries  and  insure  accurate  order 
Prnmnt  filling. 

rrompi  y^e  carry  a  stock  of  more  than  2,500  button  parts  of 
Delivery       hundreds  of  styles. 

Our  aim  is  to  overcome  the  obstacles  of  time  and  place.  We 
aim  to  satisfy  Pacific  Coast  customers  as  easily  and  completely  as 
New  York  customers. 

Ask  to  have  your  name  placed  on  our  1917  Sales  Promotion  List. 

We  can  help  you  most  effectively  if  you  will  send  the  name  of  the 
machine  you  use  and  the  styles  and  sizes  of  buttons  you  now 
make. 


We  furnish  the  "BOOST"— You  supply  the  "PUSH. 


S.  MENKIN,  INC. 


60  Years  Experience  "Behind  Our  Service 
147  WEST  28th  STREET 


NEW  YORK 
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The  Day  of  Domestic  Buttons 

American  Manufacturers  Making  Wonderful  Strides  in  the  Production  of  Buttons.    The  Trade  No  Longer 
Dependent  Upon  Foreign  Sources  for  Their  Supplies.   Many  Novelties  Being  Shown  for  Spring. 


THE  time  has  come  when  all  who  are  in  the 
allied  button  lines  should  work  for  the  good 
of  the  domestic  industry  in  such  ways  as  will  show 
the  public  the  resources  of  design,  quality  and  quan- 
tity which  are  possessed  by  "made  in  the  U.  S.  A." 
buttons.  We  expect  the  tariff  commission  to  pro- 
tect domestic  interests,  so  let  us  show  the  gentlemen 
who  are  on  the  commission  that  domestic  manufac- 
turers have  formed  good  plans  which  the  jobbers 
and  retailers  are  prepared  to  utilize  in  bringing  the 
public  to  realize  how  well  buttons  are  made  in  this 
country. 

It  is  natural  that  plans  will  differ  in  details,  but 
they  must  agree  in  the  one  great  aim  to  popularize 
domestic  buttons  above  all  other  buttons.  Every 
manufacturer  will  have,  and  many  already  have, 
worked  out  the  method  that  seems  best  to  suit  the 
case  of  the  industrial  plant.  It  has  become  dan- 
gerous to  hold  out  promise  of  new  supplies  from 
abroad,  and  certainly  the  domestic  market  has  kept 
us  well  supplied  with  all  kinds  of  buttons.  By  now 
the  hardiest  supporter  of  the  idea  that  all  good 
things  must  come  from  abroad  should  have  arrived 
at  the  conclusion  that  since  the  American  public  has 
been  so  well  pleased  with  domestic  made  buttons 
there  is  reason  to  believe  that  it  will  be  still  more 
pleased  to  know  the  true  strength  and  powers  of  the 
button  industry  at  home. 

All  lines,  or  most  of  them  anyway,  that  have  been 
accustomed  to  depending  on  foreign  creative  work 
are  today  making  the  great  step  forward  that  is 
taken  by  the  simple  expedient  of  becoming  origina- 
tors in  place  of  imitators.  Garments  are  being  de- 
signed in  this  country  with  every  success.  And  if 
garments  can  be  made  here  and  prove  satisfactory, 
why  not  start  button  styles  here? 

Why  not?  Well,  as  a  matter  of  fact  the  designs 
of  the  past  season  were  principally  of  domestic  orig- 
in, and  when  was  there  ever  a  more  phenomenal  sea- 
son for  buttons  than  the  one  just  gone  by?  It  is  not 
the  aim  of  this  article  to  suggest  ways  and  means  of 
fixing  the  supremacy  of  domestic  buttons  firmly  in 
the  public  mind.  Rather,  since  this  is  the  button 
trade  journal  of  America,  we  wish  to  remind  the 
trade  that  there  is  a  time  when  international  affairs 
become  more  than  the  concern  of  statesmen,  and 
now  the  strained  relations  between  this  country  and 
Germany  must  show  the  domestic  button  man  that 
he  has  a  stake  in  the  issue.  But  before  we  can  hope 
to  win  many  foreign  markets  for  our  buttons  we 
must  have  so  well  established  the  supremacy  of  these 
buttons  at  home  that  other  countries  will  want  our 
product  because  they  find  us  so  partial  to  our  own 
make. 

Let  us  remember  that  Germany  never  sought  to 
introduce  abroad  a  thing  that  it  could  not  make  to 
the  entire  satisfaction  of  the  home  consumer.  In 
that  way  Germany  achieved  a  reputation  that  was 
enviable,  because  nothing  excites  so  much  favorable 


attention  as  that  which  the  producer  likes  to  con- 
sume of  his  own.  Once  again,  put  your  mind  to  the 
task  of  finding  out  what  you  can  do  as  your  share 
in  making  our  own  buttons  the  most  wanted  in  this 
country. 

English  manufacturers  are  making  strenuous  ef- 
forts to  make  sufficient  buttons  to  fill  the  gap  caused 
by  the  lack  of  importations  from  Germany  and  Aus- 
tria and  are  succeeding  fairly  well.  A  new  sub- 
stance called  syrolit  is  being  largely  used  in  place  of 
ivory,  horn  and  other  substances  and  replaces  to  a 
considerable  extent  German  galalith. 

American-made  buttons  are  gradually  finding  a 
place  in  English  stores.  Many  handsome  buttons 
of  wood  are  being  shown  and  are  apparently  meet- 
ing with  favor.  There  seems  to  be  an  opening  for 
American  manufacturers  for  buttons  of  all  kinds. 

There  appears  to  be  a  demand  for  buttons  some- 
what flatter  than  those  used  last  season,  the  semi- 
flat  styles  being  most  called  for.  While  the  knob 
effects  of  last  season  are  still  being  used,  the  demand 
is  not  in  any  way  equal  to  that  of  last  year.  The 
sizes  demanded  are  somewhat  larger  than  has  been 
the  vogue  for  some  time  past. 


WHAT  THE  FASHIONS  SAY  OF  BUTTONS. 

THANKS  to  the  quick  and  accurate  grasp  of  the 
market  situation  which  has  been  shown  by  the 
leading  button  makers,  the  fancy  button  of  nineteen- 
seventeen  fashions  will  be  all  that  could  be  desired 
in  point  of  elegance.  A  year  such  as  the  one  just 
passed  might  well  be  calculated  to  have  endangered 
the  continued  success  of  fancy  buttons  if  for  no  other 
reason  than  that  the  garment  trades  called  inces- 
santly for  quantities  and  seemed  to  care  not  how 
cheap  the  button.  Fortunately  the  button  makers 
were  not  misguided  by  the  call  for  quantity  at  the 
expense  of  quality,  and  their  representatives  spread 
the  word  that  fine  novelties  were  available  to  take 
the  place  of  mere  quantities  whenever  the  ready-to- 
wear  houses  were  ready  to  make  the  change. 

And  the  change  has  come.  Instead  of  fifty  but- 
tons there  may  only  be  fifteen  or  ten  today,  but  what 
a  difference!  The  few  are  the  product  of  the  best 
creative  ability,  well  executed  and  an  ornament  to 
every  garment  to  which  they  are  attached.  It  would 
be  impossible  to  attempt  a  description  of  all  the  vari- 
ous kinds  of  fancy  buttons  appearing  on  the  new 
styles  of  garments.  They  came  in  every  sort  of  but- 
ton, covered,  pearl,  celluloid,  metal,  crochet,  glass, 
and  so  on  through  the  list. 


"There's  a  big  demand  for  pearls — all  kinds  and 
all  sizes  of  buttons  seeming  to  share  in  popularity. 
Iridescents  are  especially  active,  all  sizes  being 
sought  after."  So  says  Mr.  Meyer,  of  Ethelle  Mfg. 
Co.,  when  seen  at  his  new  offices  at  45  East  17th 
Street. 
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The  Right  Button 


An  Expert  Word  of  Advice  Will  Often  Help  the  Customer  to  Choose  the  Button  That  Best  Suits  the  Use 

Intended. 


WHAT  would  you,  the  button  buyer,  think  of  a 
traveling  salesman  who  wanted  to  sell  you 
unseasonable  styles?  Yet  the  sales  at  the  button 
counter  are  made  almost  without  a  thought  as  to 
whether  the  shopper  is  getting  the  kind  or  style  of 
button  that  will  serve  best  on  the  garment  to  which 
it  will  be  attached.  By  way  of  experiment  a  visit  was 
made  to  the  button  counters  of  ten  department  stores. 
In  every  case  the  clerks  obligingly  showed  various 
styles  of  buttons  which  seemed  to  meet  the  verbal 
descriptions  given  of  what  was  wanted.  In  no  case 
was  a  question  asked  regarding  the  use  to  which  the 
desired  button  would  be  put. 

There  is  so  much  talk  of  educational  work  in  de- 
partment stores  that  it  is  a  wonder  more  of  this  work 
is  not  directed  into  channels  that  have  to  do  with 
common-sense  selling  methods.  Clerks  are  cau- 
tioned against  errors  of  omission  on  the  score  of 
overlooked  rules  of  the  store,  and  against  errors  of 
commission  on  the  score  of  doing  things  contrary 
to  store  rules,  but  where  is  the  buyer  who  develops 
the  good  habit  of  making  proper  inquiry  into  the 
destined  use  for  the  goods  which  are  purchased? 

With  the  summer-wear  shopping  season  just 
ahead,  it  would  perhaps  save  a  thoughtless  customer 
the  spoiling  of  a  garment  if  you  found  her  asking 
for  a  button  that  has  a  metal  shank,  this  button  to 
go  on  a  wash  fabric  where  a  rust  stain  would  soon 
destroy  the  garment.  A  tactful  question  as  to  the 
button's  use,  an  interested  few  words  to  the  effect 
that  the  button  asked  for  is  especially  favored  for 
certain  kinds  of  garments,  would  bring  out  the 
necessary  information  that  the  clerk  should  have  to 
guide  her  in  assisting  the  selection  of  the  right  but- 
ton. But  always  the  great  requirement  in  handling 
these  situations  is  tact.  Supplementing  this,  the  best 
clerk  for  the  job  would  be  the  one  with  naturally 
good  taste. 

It  is  well  to  remember  that  a  button  on  a  card 
affects  the  eye  altogether  differently  than  the  same 
button  will  look  when  it  is  attached  to  a  garment. 
Seen  at  your  store  counter,  the  button  is  complete 
in  itself.  But  it  is  how  it  is  going  to  impress  the 
eye  in  its  relation  with  the  material  of  the  garment 
— that  is  the  important  consideration  to  be  dealt  with. 
If  covered  buttons  are  wanted  this  phase  of  the  ques- 
tion answers  itself  because  of  the  fact  that  the  cover- 
ing will  be  of  the  material  of  the  garment.  It  is  a 
well  recognized  fact  that  many  women  who  demand 
the  best  quality  in  cloth  and  the  best  work  in  dress- 
making will  turn  out  to  be  exceedingly  careless  in 
the  choice  of  buttons.  They  usually  err  on  the  side 
of  conservativeness,  selecting  a  button  that  is  en- 
tirely neutral  in  style  and  color  rather  than  risking 
a  more  characterful  button  that  may  look  right  on 
the  card  but  fails  to  harmonize  on  the  garment. 
Unless  you  have  a  salesgirl  of  remarkably  artistic 
ability  it  is  just  as  well  not  to  attempt  the  ordinarily 
impossible  feat  of  advising  the  right  button  on  judg- 


ment formed  from  a  word  picture  of  what  the  gar- 
ment is  to  be  like  as  described  by  the  shopper.  But 
again,  in  every  store  there  must  be  one  girl  who  was 
born  with  a  capacity  for  details.  Buttons  are  details 
and  details  are  important.  Try  the  girl  with  a  head 
for  details.  She  usually  has  enough  tact  and  what 
she  lacks  in  natural  sense  of  harmony  is  made  up 
by  a  trained  knowledge  of  good  color  combinations. 

In  an  earlier  article,  "A  Button  in  Time,"  this 
department  was  discussed  from  the  standpoint  of 
of  its  importance  as  one  of  the  service  goods  di- 
visions of  the  store.  So  when  "talking  it  over"  with 
the  clerks  just  point  to  the  fact  that  store  successes 
are  not  made  by  selling  buttons,  but,  instead,  through 
the  service  given  in  such  matters  as  helping  in  the 
selection  of  the  right  button.  Not  the  least  of  the 
value  of  creating  this  attitude  behind  the  counter 
is  the  heightened  interest  the  clerks  will  acquire  in 
their  work.  Stimulated  by  a  constant  interest  in 
the  dress-and-button  problems  of  every  shopper,  the 
day  behind  the  counter  will  resolve  itself  into  a 
quick  succession  of  ideas  rather  than  a  slow  proces- 
sion of  hours.  Where  such  an  energetic  and  re- 
sourceful spirit  exists  there  will  be  little  or  no  in- 
clination to  keep  the  stock  carelessly  or  display  it 
excepting  at  its  best.  This  is  common  sense.  Some 
merchants  are  practical  enough  without  ever  using 
common  sense.  There  is  a  difference — yes,  with  a 
distinction.  And  where  the  shopping  public  notes 
the  difference  it  is  quick  to  confer  the  distinction 
with  which  goes  a  vast  amount  of  confidence  in  the 
establishment  where  such  service  is  given. 


BUTTONS  A  LA  SURF. 

BATHING  SUITS  for  the  summer  ahead  are 
going  in  for  button  trimmings.  Northern 
stores  are  showing  water  sport  fashions  favored  for 
the  Southern  resorts  just  now,  and  the  button  is 
"mightily"  present.  The  tendency  to  make  elab- 
orate styles  in  bathing  suits  has  a  great  deal  to  do 
with  the  use  of  buttons.  In  fact,  everything  for  the 
beach  can  be  had  with  button  trimmings.  Caps  use 
them,  and  suits,  of  course,  but  the  really  "last  word" 
is  the  button  trimmed  stocking,  the  buttons  being 
used  to  simulate  a  button  shoe  effect,  with  white  or 
colored  stitching  outlining  what  would  be  the  shoe 
tops  and  button  holes. 


NOVELTY  BUTTONS  SELLING  WELL. 

F.  S.  Nelson,  advertising  manager  of  O'Connor, 
Moffatt  &  Co.,  says  that  general  business  in  buttons 
is  holding  up  fairly  well,  large  novelty  effects  having 
had  a  splendid  sale.  In  the  trimming  department  fur 
has  been  in  big  demand,  and  fur  covered  buttons 
have  maintained  their  popularity  well.  Laces  have 
not  been  so  good  here,  except  flouncing  from  18 
inches  to  full  skirt  widths,  mostly  in  spangled  and 
metallic  effects, 
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Trimmings  Come  Into  Their  Own 

Jeweled  Effects  Complete  the  Victory  of  Trimmings  in  Nineteen-Seventeen  Fashions,  Which  Show 
a  Full  Acceptance  of  Domestic  Trimming  Ideas. 


IT  has  happened.  Trimmings  are  the  great  feature 
of  nineteen-seventeen  fashions.  It  means  that 
American  trimming  makers  have  shown  themselves 
the  masters  of  their  art,  capable  when  their  oppor- 
tunity came,  and  now  being  shown  the  recognition 
which  they  have  earned  by  two  years  of  fearlessly 
original  work  in  creating  designs  which  they  frankly 
said  were  their  own.  When  many  another  class  of 
manufacturers  in  the  fashion  trades  was  busy  offer- 
ing good  imitations  of  foreign  goods,  the  trimming 
makers  scorned  so  apologetic  an  effort  to  gain  favor 
in  the  fashions.  They  gave  their  best  creative  abil- 
ity to  the  task  of  restoring  trimmings  to  popularity. 
That  they  have  succeeded  is  natural,  for  it  is  always 
true  that  creative  ability  grows  stronger  through 
being  generously  exercised. 

So  much  of  tribute,  and  who  would  not  give  them 
credit?  Every  branch  of  the  trimming  industry  is 
hurrying  to  fill  orders.  Their  customers  range  from 
the  fine  negligee  houses  to  the  millinery  trade,  with 
the  costume  makers  heavily  interested  in  the  trim- 
mings offered.  Blouses,  suits,  dresses  and  petti- 
coats, all  are  in  many  ways  indebted  to  trimmings 
for  their  fresh  attractiveness. 

Beads  deserve  to  be  mentioned  especially  for  the 
strong  influence  they  have  had  in  accomplishing  the 
victory  of  trimmings.  One  of  the  new  uses  to  which 
beads  have  been  adapted  is  on  fine  negligee,  which 
makes  effective  use  of  coral  beads,  together  with 
pink  ribbons.  But  there  is  no  one  color  more  fa- 
vored than  another  in  the  general  styles  which  trim 
with  beads.  Wherever  beads  can  be  placed,  so  long  as 
they  help  to  produce  the  ensemble  of  color  and  style 
they  are  the  correct  thing.  So  many  fabric  hand- 
bags were  made  at  home  during  the  past  fall  that 
women  are  in  the  mood  for  daintying  their  wardrobe 
with  those  little  touches  which  can  only  be  added 
by  themselves,  and  beads  suit  their  purpose  in  every 
way.  Pearls  are  popular  enough,  but  there  are  not 
enough  white  pearls  to  make  a  fashion,  and  yellow 
pearls,  though  more  abundant  in  the  market,  do  not 
suit  the  fancy  or  the  complexion  of  most  women. 
Crystal  beads  are  being  considered  to  make  up  for 
the  shortage  of  brilliants  and  some  very  handsome 
effects  have  been  built,  using  small  crystal  beads. 
At  present,  though,  most  of  the  beads  seen  are  in 
colors,  to  match  or  contrast  with  the  fabrics  of  the 
garments.  Rhinestones,  especially  in  bands,  are 
much  in  favor,  but  there  are  so  many  reports  of  their 
scarcity  that  it  is  a  question  whether  they  will  have 
a  chance  to  become  the  rage. 

Ornaments  of  wood,  metal  and  celluloid  are  most 
seen  in  the  medium  and  high  priced  garments.  This 
is  largely  because  the  designs  in  which  they  are 
made  are  not  simple  and  the  cost  of  producing  good 
ornaments  limits  their  use  to  better  class  garments. 
Very  often  they  are  rendered  highly  artistic  by  the 
introduction  of  colored  stones.    These  jeweled  or- 


naments are  really  the  essence  of  the  new  fashions, 
since  the  tendency  is  strongly  toward  the  most  elab- 
orate effects  without  too  much  expenditure  for  orna- 
mental pieces. 

Tassels  and  fancy  cord  effects  are  no  less  favored 
than  they  have  been  for  some  time  past.  Even  here 
the  introduction  of  jeweled  ornaments  has  worked 
a  vast  change  in  the  styles  that  will  probably  have  a 
big  influence  during  the  spring  and  summer  months. 


GAY  PLUMAGE  FOR  MEN. 

ACCORDING  to  Professor  Henri  Delcrosse 
Fabri  of  the  Sorbonne,  Paris,  men's  fashions 
will  soon  be  livelier  as  to  cut,  color  and  trimming. 
That  present-day  women  are  turning  to  conquer  in 
the  world  of  work  outside  the  home,  making  them 
less  concerned  over  men,  is  Professor  Fabri's  reason 
for  the  prediction  that  men  will  need  the  help  of  a 
fancier  mode  of  dress  to  make  themselves  attractive 
to  feminine  eyes. 

Conceding  all  things  as  possible  and  accepting 
the  coming  of  a  day  of  gay  plumage  for  men,  what 
more  conservative  step  in  that  direction  could  be 
made  than  by  introducing  colorful  buttons  on  men's 
outer  garments?  Not  long  ago  the  effort  was  made 
to  establish  a  fashion  for  braid-edged  suit  coats  for 
business  wear.  Many  a  married  man  can  vouch  for 
the  fact  that  wives  have  a  persistent  habit  of  making 
them  presents  of  ties  they  consider  too  noisy  to 
wear.  This  certainly  shows  that  women  would  like 
to  see  men  less  conservative  in  dress. 


THE  TRADE  MARK  TREATY  WITH  LATIN 
AMERICA. 

FROM  the  International  High  Commission  comes 
the  announcement  that  the  latest  signer  of 
the  Trade  Mark  Treaty  is  Costa  Rica,  so  that  there 
now  are  sufficient  of  the  Latin-American  Countries 
which  have  ratified  it  to  make  effective  its  operation 
following  the  completion  of  diplomatic  negotiations. 
The  agreement  is  framed  to  protect  trade  marks  and 
copyrights.  The  first  bureau  is  to  be  established 
at  Havana,  Cuba,  where  it  will  publish  a  list  of  trade 
marks  and  copyrights  protected  in  trade  between 
the  northern  section  of  the  Latin-American  countries 
and  the  United  States.  The  southern  group  of 
countries  in  South  America  is  expected  to  ratify 
the  agreement  shortly,  and  then  the  second  bureau 
will  be  established  at  Rio  de  Janeiro.  A  Pan-Amer- 
ican gold  fund  to  clear  foreign  trade  balances  is 
part  of  the  future  plans  of  the  Commission,  which 
recently  held  a  meting  attended  by  Secretary  of  the 
Treasury  McAdoo,  Assistant  Secretary  of  the  Treas- 
ury Andrew  J.  Peters,  Paul  M.  Warburg,  Senator 
Duncan  U.  Fletcher,  John  H.  Fahey  and  Samuel 
Untermyer. 
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Notions  and  Fancy  Goods 


JAPANESE    BUTTONS    AND    THE  TARIFF. 

IT  begins  to  be  apparent  to  even  the  most  en- 
thusiastic free  trader  that  there  are  some  condi- 
tions which  nothing  less  than  full  tariff  protection 
will  set  right.  One  of  the  most  flagrant  abuses  of 
the  present  low  tariff  for  buttons  is  the  way  the 
Japanese  are  swamping  the  pearl  button  market  with 
goods  so  cheap  that  all  indications  point  to  their 
being  unloaded  here  at  a  loss  and  for  the  purpose  of 
getting  control  of  this  market. 

Cast  back  over  the  repeated  declaration  by  Presi- 
dent Wilson  that  a  tariff  wall  is  a  mistake  and  it  is 
at  once  plain  why  the  Japanese  feel  confident  that 
they  can  gain  the  upper  hand  in  this  market.  They 
think  they  are  going  to  enjoy  full  opportunity  to 
swamp  our  market  with  Japanese  buttons  sold  so 
low  that  there  is  no  question  of  competition.  Our 
manufacturers  would  be  driven  from  business. 

Many  times  before  this  we  have  pointed  out  that 
the  pearl  button  business  must  have  adequate  tariff 
protection.  Now  the  urgent  need  is  so  strong  that  it 
is  to  be  hoped  the  Tariff  Commission  will  not  wait 
till  a  number  of  domestic  industries  other  than  ours 
have  felt  the  effect  of  low-grade  foreign  labor  prod- 
ucts dumped  upon  the  American  market.  As  re- 
gards our  pearl  button  industry,  what  the  American 
manufacturers  need  is  a  specific  duty  of  1  cent  per 
line  together  with  the  standing  ad  valorem  tax  of 
45  per  cent. 

The  issue  is  solely  one  of  putting  foreign  buttons 
on  a  basis  where  they  cannot  undersell  the  market 
as  regulated  by  the  cost  of  production  here,  paying 
American  wages.  It  is  not  too  much  to  say  that 
President  Wilson  has  yet  to  prove  himself  the  friend 
of  American  labor,  which  will  work  even  less  than 
eight  hours  a  day,  perhaps  not  at  all  in  some  lines, 
if  he  persists  against  putting  the  tariff  where  it  will 
enable  American  industry  to  live. 


BRITISH  STOP  SHELL  SHIPMENT 

ALL  further  shipments  of  West  Australian  shell 
have  been  prohibited  by  the  British  Govern- 
ment, according  to  recent  cable  advices  received  by 
the  Strong  &  Trowbridge  Co.  of  New  York  from 
their  London  principals,  Burns,  Philip  &  Co.,  Ltd. 
Mr.  O.  W.  Foster,  of  the  Strong  &  Trowbridge  Co., 
confirms  the  receipt  of  a  cable  containing  the  fact 
as  stated  here,  but  he  prefers  to  make  no  comments 
on  the  situation  it  creates  in  the  M.  O.  P.  market  be- 
yond saying  that  a  higher  shell  market  is  inevitable. 

It  would  appear  that  the  increasing  demands  upon 
steamers  which  are  being  made  by  the  British  Gov- 
ernment is  responsible  for  the  order  affecting  the 
transportation  of  shell  from  the  fisheries  of  West 
Australia.  Previous  to  this  the  greater  part  of  the 
pearling  fleets  had  become  inactive  in  those  waters, 
so  that  now  the  industry  may  be  considered  at  a 
standstill  unless  neutral  bottoms  can  be  found  to 
transport  the  shell  available. 

One  particularly  unfortunate  phase  of  the  condi- 
tion is  the  further  inroads  upon  the  American  mar- 
ket that  Japan  is  bound  to  try  to  make  unless  the 
tariff  wall  is  raised  in  time  to  protect  domestic 
makers  of  pearl  buttons.    Meanwhile  the  United 


States  Government  should  use  its  best  efforts  to 
facilitate  getting  bottoms  to  carry  various  raw  ma- 
terials that  domestic  manufacturers  require  to  keep 
all  machinery  in  motion. 


ONLY  A  BUTTON,  BUT— 

READ  the  court  reporter's  story  of  domestic 
felicity  shattered  by  a  wife's  failure  to  pro- 
vide a  button  for  her  husband's  vest,  followed  by  his 
refusal  to  provide  for  his  wife  altogether.  Then 
refer  back  to  last  month's  article,  "Buttoning  the 
Button,"  setting  forth  the  science  of  sewing  on  but- 
tons, and  be  a  power  for  good  in  your  community  by 
the  simple  service  of  providing  every  wife  with  a 
leaflet  describing  the  hard-and-fast  way  to  attach  but- 
tons where  they  belong. 

LEFT  WIFE  AFTER  28  YEARS; 
SHE  DIDN'T  SEW  ON  BUTTON. 

Husband  Refuses  to  Return  Although  She  Promises  to 
Repair  Vest. 

John  Meyers  and  his  wife,  Elizabeth,  lived  together 
happily  for  twenty-eight  years,  and  then — a  button 
came  off  John's  vest.  • 

"I  asked  her  to  sew  it  on,"  John  told  Magistrate 
Harris  in  the  Domestic  Relations  Court,  "and  I  waited 
a  whole  week.  When  she  didn't  do  it  I  went  to  live 
at  288  Eighth  avenue." 

"Do  you  mean  to  say  that  was  your  only  reason?" 
asked  the  court. 

"Yes,"  interrupted  Mrs.  Meyers,  "we  never  had 
any  trouble  before,  and  I  was  just  too  busy  with  other 
things  about  the  house  to  sew  it  on." 

"Well,  my  advice  to  all  men  is  to  learn  to  sew  in 
order  to  avoid  these  domestic  tragedies,"  said  the 
magistrate.  "You  should  have  sewed  it  on  yourself, 
Meyers." 

Meyers  stubbornly  refused  to  go  home,  even  on  his 
wife's  promise  to  sew  on  the  button,  and  the  court  or- 
dered him  to  pay  her  $5  a  week. 

The  more,  the  deeper,  that  this  utterance  by  the 
court,  concerning  men's  learning  to  sew  their  buttons, 
sinks  in,  another  idea  begins  to  shape  itself.  Why 
not  a  special  circular  to  men,  giving  them  full  and 
clear  instruction  in  the  art  of  button  sewing? 


O.  A.  Hammer,  formerly  sales  manager  of  the 
Wisconsin  Pearl  Button  Company,  La  Crosse,  Wis., 
is  now  occupying  a  similar  position  with  the  Iowa 
Pearl  Button  Company,  Muscatine,  Iowa.  An- 
nouncement has  just  been  made  that  he  will  have 
charge  of  the  New  York  City  office  of  the  local  fac- 
tory when  it  is  established  within  the  near  future. 
It  has  not  yet  been  definitely  decided  when  the  east- 
ern branch  will  be  established. 

For  the  past  nine  years  Mr.  Hammer  has  been 
identified  with  the  sales  end  of  the  button  business, 
although  he  has  had  considerable  experience  in  prac- 
tically all  of  its  various  branches.  He  is  widely  and 
favorably  known  throughout  the  country  and  has 
acquired  an  enviable  reputation  as  a  successful  sales 
manager.  His  connection  with  the  new  local  button 
factory  is  regarded  as  a  master  stroke  on  the  part 
of  the  company  officials. 


It  is  bad  business  to  let  anyone  look  in  vain  for  an 
advertisement  of  your  business. — Printer's  Ink. 
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Manufacture  of  Pearl  Buttons  in  Japan 

In  View  of  the  Considerable  Increase  in  Recent  Years  in  the  Manufacture  of  Pearl  Buttons  for  Export  in 
Japan,  and  the  Introduction  of  Machinery  Into  the  Button  Factories  There,  An  Examination  of 
the  Methods  Followed  Will  Be  of  Interest  to  American  Manufacturers.  The  Following 
Facts  Are  Gleaned  from  a  German  Consular  Report  on  the  Subject. 


JAPANESE  pearl  buttons  come  into  the  market 
under  the  names  of  the  shells  from  which  they 
are  made.  The  principal  kinds  are:  Takase,  shin- 
ju,  awabi,  sazae,  and  hirose.  The  first  mentioned 
of  these  are  found  on  the  Ryukyu  Islands ;  also  about 
Formosa,  the  South  Sea,  and  the  Dutch  East  Indies. 
The  best  shinju  are  obtained  from  Ise  and  Omura. 
Formerly  many  were  imported  from  India,  the  shells 
from  which  are  thicker  and  permit  shaping  of  the 
buttons  by  boring  out.  Since  the  question  of  prices 
has,  however,  become  a  more  important  point,  the 
thinner  and  cheaper  Japanese  shinjus  are  used  almost 
exclusively.  Awabi  shells  come  from  the  islands  near 
the  west  coast  of  Kyushu,  particularly  from  Got- 
shima  and  about  Hirati.  Sazae  shells  are  obtained 
for  the  greater  part  from  Iyo  and  Bungo.  Fishing 
for  hirose  shells  has  been  decreasing  at  the  Ryukyu 
Islands  for  some  time,  as  the  beds  near  at  hand 
have  become  exhausted,  and  it  has  not  been  found 
profitable  to  work  at  greater  distances. 

Cost  of  Shells — Number  of  Factories. 

The  prices  of  shells  vary  greatly,  according  to 
the  quality  of  the  lots.  Takase  shells  may  be  bought 
as  low  as  5  yen  (1  yen=49.8  cents)  per  100  kin  (1 
kin=1.34  pounds),  or  $1.86  per  100  pounds,  but  there 
are  also  grades  costing  as  high  as  20  yen  per  100 
kin,  the  average  price  of  shells  most  used  in  Japan 
in  making  buttons  for  export  being  about  10  yen. 
Some  60  gross  are  made  from  100  kin.  Hirose  shells 
are  now  about  the  same  in  price  as  takase.  Awabi 
cost  more,  the  dearest  bringing  as  much  as  45  yen  per 
100  kin.  These  shells  are  globular  in  form,  and  are 
used  in  the  making  of  large  buttons,  while  for  small 
buttons  the  so-called  "ears"  of  the  shells  are  utilized, 
these  costing  only  about  1.50  yen  per  100  kin,  the 
buttons  from  them  being  largely  exported  as  blanks. 
Shinju  shells  bring  about  4.50  yen.  Sazae  are  cheap, 
that  is,  about  2  yen  per  100  kin,  but  the  available 
part  is  very  small.  While  100  kin  of  shinju  shells 
give  approximately  250  gross  of  number  16  buttons, 
the  product  of  an  equal  weight  of  sazae  shells  is  usu- 
ally only  about  50  gross. 

Sailing  vessels  bring  the  greater  part  of  the  shells 
to  Kobe  or  Osaka,  the  latter  being  the  chief  market, 
although  large  lots  are  often  obtainable  in  Tokyo. 

There  are  five  of  the  larger  button  factories  in 
Kobe  and  Osaka,  and  some  80  smaller  shops  in  Osaka 
and  the  Kavansai  district.  In  the  latter  a  single 
family  often  does  all  of  the  work.  There  are  also 
many  such  small  shops  in  Kyshu,  and  some  in  Kioto, 
Okayama,  and  Kyushu.  The  largest  factory  is  in 
Kobe,  which,  under  favorable  conditions,  gives  em- 
ployment to  150  persons.  All  of  the  work  from  the 
shell  to  the  bleaching  is  done  here,  the  sewing  of  the 
buttons  on  cards  being  the  only  part  performed  by 
working  people  in  their  own  houses.   Each  workman 


in  the  factory  is  assigned  to  a  special  line  of  work, 
and  is  paid  according  to  the  number  and  quality  of 
the  buttons  turned  out.  The  tools  which  he  uses  are 
generally  his  own  property. 

Button-Making  Followed  in  Homes — Methods. 

In  Osaka  the  work  is  done  for  the  greater  part 
by  the  piece  in  separate  factories  or  in  houses, 
although  factory  work  and  house  manufacture  go 
hand  in  hand.  Boring  of  the  blanks  and  shaping  is 
done  partly  in  the  factories  and  partly  outside.  In 
many  houses  a  specialty  is  made  of  boring  the  holes. 
Bleaching  is  done  by  the  factories  themselves,  while 
the  sewing  of  the  buttons  on  cards  is  done  by  many 
outside  workers,  silver,  paper,  cardboard,  and  thread 
being  furnished  to  the  latter.  These  smaller  work- 
men rarely  buy  shells  to  work  up,  but  are  paid  by 
the  gross  to  do  certain  parts  of  the  work  on  shells 
or  buttons  issued  to  them. 

The  buttons  made  from  takase  shells  are  the  most 
important  of  those  produced  in  Japan.  The  manner 
of  their  manufacture  is  as  follows :  First,  the  blanks 
are  blocked  out.  The  boring  machines  for  this  pur- 
pose are  all  alike  in  principle.  The  new  ones,  how- 
ever, have  a  balance  wheel,  with  a  cogwheel  for 
the  transmission  of  power,  and  are  worked  by  a 
treadle,  while  the  old  ones  are  turned  by  hand.  The 
boring  tool  itself  is  of  steel  and  in  the  form  of  a 
hollow  cylinder.  This  is  pressed  by  means  of  a 
spiral  spring  against  the  shell,  thus  boring  out  plates 
of  a  size  corresponding  to  the  diameter  of  the  cylin- 
der. The  under  surface  of  the  shell  is  first  worked 
upon,  then  the  lowest  side  ring.  The  adhering  out- 
side skeleton  is  then  broken  off  by  the  children,  and 
the  adjoining  under  surface  and  the  next  ring  are 
worked  up,  and  so  on  until  near  the  tip,  where  the 
shell  becomes  white  and  salty  and  not  utilizable  for 
buttons.  No  use  has  thus  far  been  found  for  the 
outer  skeleton.  The  blanks  or  plates  are  sorted  out 
according  to  their  thickness,  and  any  projecting  por- 
tions which  remain  on  the  under  side  are  broken  off. 

Polishing  and  Boring  the  Blanks. 

The  polishing  of  the  blanks  on  both  sides  is  the 
next  step.  To  accomplish  this,  they  are  laid  on  an 
iron  disk  which  has  a  large  number  of  round  de- 
pressions exactly  the  size  of  the  blanks.  Moist  clay 
is  then  put  over  them  and  the  rough  surfaces  are 
polished  by  rubbing  with  heavy  flat  stones.  Shaping 
up  is  then  begun.  The  blanks  are  fastened  singly 
in  a  wooden  spindle  attached  to  a  turning  lathe 
the  end  of  the  spindle  being  split  and  having  a  suit- 
able cut  for  holding  the  blank,  and  the  latter  being 
clamped  by  a  sliding  ring  on  the  spindle.  The  work- 
man turns  the  spindle  by  means  of  a  treadle,  and  at 
the  same  time  shapes  the  surface  of  the  button  blank 
with  various  implements. 
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The  blanks  are  then  put  into  what  is  known  as 
a  "drum."  This  is  merely  a  large  receptacle  which 
is  suspended  and  is  constantly  turned  by  boys. 
Water  and  clay  having  been  added,  the  continued 
rubbing  together  of  the  button  blanks  in  this  sub- 
stance wears  away  any  rough  surface  left  by  the 
tools. 

Boring  the  holes  is  the  next  operation.  This  is 
also  done  on  a  lathe,  either  with  one  needle  or  with 
two  or  four  needles.  Arrangements  for  boring  sev- 
eral holes  at  the  same  time  are  rarely  found  outside 
of  certain  workshops  in  Osaka,  where  nothing  but 
boring  is  done.  The  boring  apparatus  in  use  is  still 
rather  impractical,  the  setting  of  it  for  the  various 
sizes  of  buttons  and  sizes  of  holes  being  troublesome. 
In  small  shops  and  in  factories,  where  all  of  the 
operations  from  start  to  finish  are  performed,  most 
of  the  boring  is  done  with  one  needle  only,  which  is 
usually  a  pointed  bit  of  steel  taken  from  an  umbrella 
frame.  Against  this  needle  in  rapid  revolution  the 
button  blank  to  be  bored  is  pressed,  the  latter  being 
firmly  clamped  in  a  small  handle  constructed  in  a 
manner  similar  to  that  in  which  the  button  blanks 
are  held  when  the  surface  is  shaped  up.  This  handle 
is  square  and  lies  in  a  right-angled  trough,  in  which 
it  is  turned  twice,  or  four  times,  according  to  the 
number  of  holes  desired  in  the  button.  The  needle 
is  so  placed  that  it  strikes  the  button  at  one  side 
of  the  center.  Considerable  skill  is  required,  how- 
ever, and  boring  with  several  needles  at  the  same 
time  is  considered  safer  in  general. 

Manner  of  Bleaching. 

The  next  process  is  that  of  bleaching.  This  is 
accomplished  by  letting  the  buttons  remain  for  a 
time  in  earthenware  pots  placed  over  glowing  coals 
and  filled  with  water  in  which  an  acid  has  been  mixed. 
The  time  required  for  proper  bleaching  varies  with 
the  thickness  of  the  buttons,  being  usually  3  to  5 
days,  but  very  thick  or  large  buttons  may  even  re- 
quire longer.  The  principal  acid  used  is  sulphuric, 
which  is  easily  obtainable  in  Japan.  Each  manu- 
facturer is  apt  to  believe  that  his  special  process 
in  bleaching  is  superior  to  that  of  others,  and  he 
therefore  endeavors  to  preserve  it  as  a  secret.  It  is 
believed,  however,  that  all  are  fundamentally  the 
same. 

It  is  important  not  to  leave  the  buttons  to  bleach 
too  long,  as  they  then  lose  their  luster  and  become 
brittle — faults  which  can  not  later  be  remedied. 
The  bleached  buttons  are  placed  in  cotton  sacks, 
which  are  then  vigorously  pulled  and  drawn  back 
and  forth  by  two  men,  one  at  either  end.  In  this 
way  the  buttons  are  made  to  rub  against  each  other 
and  against  the  sides  of  the  sack  and  become  polished. 
Large  buttons  are  usually  put  into  the  lathe  again 
and  polished  one  by  one  with  a  cloth  and  polishing 
powder.  The  buttons  are  then  sorted  according  to 
quality  and  sewed  on  silver  paper,  with  cardboard 
underneath,  and  placed  in  wooden  boxes.  The 
smaller  and  cheaper  buttons  are  often  sewed  on 
blue  paper  without  cardboard.  These  are  usually  put 
up  in  lots  of  a  gross  each,  while  the  larger  ones  are 
put  up  in  cards  of  2  or  3  dozen. 


Employees  and  Scale  of  Wages — Introduction  of 
Machinery. 

The  shaping  up  of  the  blanks  is  mostly  done  by 
men ;  likewise  much  of  the  cutting  out  of  these  blanks 
from  the  shells,  while  the  rest  of  the  work  is  al- 
most exclusively  done  by  women.  As  the  takase 
shells  are  expensive  only  skillful  workmen  are  em- 
ployed in  shaping  them  up.  Hirose  and  awabi  shells 
are  worked  up  in  the  same  manner  as  takase,  only  the 
awabi  are  not  bleached.  Sazae  are  treated  much  in 
the  same  way,  except  that  in  this  case  the  shells 
are  first  broken  into  convenient  pieces  and  these  are 
then  worked  up  one  by  one.  This  is  nearly  all  done 
by  half-grown  girls.  Sazae  and  also  shinju  buttons 
have  to  be  sold  cheaply,  hence  the  wages  for  work 
on  them  are  low  and  the  workmen  give  up  this  line 
as  soon  as  anything  better  can  be  had.  The  making 
of  buttons  from  shinju  shells  is  simpler.  After  the 
blanks  have  been  cut  they  are  placed  in  the  drum  to 
be  polished,  then  they  go  to  the  lathe  where  a  circle 
is  traced  parallel  to  the  circumference,  the  holes  are 
bored,  and  the  buttons  are  then  put  into  the  hot 
acid  water  for  a  short  time  to  give  them  a  luster. 
They  are  then  sewed  on  thin  silver  paper  or  on  blue 
paper. 

The  following  prices  are  paid  per  1,000  for  work 
on  shinju  buttons:  Boring  the  plates,  4.5  sen  (1  sen 
=%  cent)  ;  carving  circles,  2  sen ;  boring  two  holes, 
8  sen;  per  12  gross,  for  cleaning  in  the  drum,  2  sen; 
and  for  sewing  on  paper  5  sen.  For  sazae  buttons 
somewhat  more  is  paid,  the  material  being  somewhat 
thicker,  harder,  and  heavier  to  work.  Boring  out  the 
blanks  from  the  shell  costs  13  sen,  shaping  surface, 
26  sen,  and  boring  holes  12  sen  per  12  gross.  These 
prices  are  for  size  No.  16.  Notwithstanding  the 
cheapness  of  this  work  buyers  have  in  recent  years 
become  very  critical  as  to  any  irregularities.  These 
are  liable  to  occur  as  the  workmen  change  frequently 
and  in  fact  only  take  up  with  this  work  as  a  rule  for 
the  purpose  of  learning  how  to  make  more  valuable 
buttons.  Formerly  both  the  making  of  blank  but- 
tons and  the  boring  of  holes  were  done  in  prisons. 
This  is  continued  only  in  Okayama.  Payment  is 
made  in  this  case  by  weight. 

Up  to  a  very  recent  date  hand  manufacture  was 
followed  exclusively.  Not  long  since,  however,  a 
maker  in  Osaka  installed  a  gas  motor  with  which  he 
drives  a  large  polishing  wheel  for  finishing  both 
surfaces  of  the  buttons.  The  Kobe  factory  plans 
the  introduction  of  motive  power,  but  up  to  the  close 
of  1908  had  not  secured  proper  electric  connection. 
Whether  the  arrangement  will  pay  or  not  remains 
to  be  seen.  The  Osaka  factory  has  had  good  results 
with  the  polishing  apparatus  installed,  and  many  of 
the  other  manufacturers  send  their  blanks  there  to 
be  further  worked  up. 


As  an  evidence  of  the  big  export  business  being 
done  in  certain  lines,  Mr.  Julius  Lesser  of  Lesser 
Bros,  states  that  their  business  so  far  this  year  is 
double  that  done  during  the  whole  of  1916.  This 
includes  shoe  and  dress  buttons  in  glass,  ivory  and 
pearl.  Prospects  for  continued  business  are  so  good 
that  a  phenomenal  year  is  freely  predicted. 


February,  1917 
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Commercial  and  Industrial  Preparedness 

in  Foreign  Countries 


HE  whole  field  of  foreign  trade  pro- 
motion, commercial  and  industrial  pre- 
paredness has  received  increased  atten- 
tion in  every  important  nation  of  the 
world  since  the  outbreak  of  the  war  in 
Europe  in  1914.  The  British  Government  imme- 
diately gave  instructions  to  its  Consular  representa- 
tives, Commercial  Attaches,  and  trade  commission- 
ers in  all  foreign  countries  and  the  colonies  to  sub- 
mit reports  on  opportunities  for  British  trade  occa- 
sioned by  the  cutting  off  of  the  German  and  Aus- 
trian supplying  markets.  A  vast  quantity  of  samples 
of  German  and  Austrian  merchandise  which  had 
previously  been  supplied  for  use  in  these  markets, 
was  sent  in  by  the  British  Government  representa- 
tives, and  was  placed  on  display  in  London.  The 
manufacturers  of  Great  Britain  have  not  only  been 
making  merchandise  to  supply  the  needs  of  the  army 
and  the  Government  since  the  war  began.  They 
have  also  been  going  after  foreign  markets,  and  the 
Commercial  Intelligence  Branch  of  the  British  Board 
of  Trade  (an  office  corresponding  to  the  Bureau 
of  Foreign  and  Domestic  Commerce  in  Washington) 
has  given  them  the  heartiest  of  co-operation.  Sample 
exhibits,  reports  on  definite  trade  opportunities,  all 
sorts  of  confidential  information  concerning  open- 
ings in  foreign  countries,  have  been  provided  by 
the  Commercial  Intelligence  Branch  to  an  extent 
previously  unheard  of  in  England.  The  fact  that 
British  exports  have  kept  up  to  such  a  high  level 
despite  the  loss  of  several  very  important  consum- 
ing markets  because  of  the  war,  has  been  in  no 
small  part  due  to  the  Government  assistance  which 
has  been  rendered  the  British  trade. 

Similarly,  in  the  other  European  countries  engaged 
in  war,  foreign  trade  promotion  by  the  Government 
has  been  a  noticeable  feature.  In  France,  the  Na- 
tional Office  of  Foreign  Commerce  has  substantially 
increased  its  activities,  encouragement  has  been 
given  to  French  Chambers  of  Commerce  abroad,  and 
everything  in  the  way  of  Government  trade  promo- 
tion has  taken  on  new  life.  There  has  been  more 
active  interest  in  foreign  trade,  that  is,  in  the  ex- 
port trade  in  France  during  the  past  two  years,  than 
there  ever  was  before.  At  this  time  there  is  in  this 
country  an  important  merchant  from  Paris  repre- 
senting a  group  of  the  biggest  French  manufacturers 
of  fine  textiles  and  wearing  apparel.  The  French 
Government  has  had  a  Commission  of  its  leading 
business  men  visit  the  United  States  to  study  trade 
opportunities  and  to  make  arrangements  for  increas- 
ing commerce  between  the  United  States  and  France 
during  and  after  the  war.  In  Paris,  there  has  been 
a  so-called  "Reconstruction  Exposition."  In  Lyons, 
a  determined  effort  has  been  made  to  develop  the 
Lyons  Fair  to  rival  and  even  replace  the  Leipzig 
Fair,  and  thus  bring  to  France  trade  previously 
enjoyed  by  Germany. 
Of  course,  industrial  and  commercial  preparedness 


on  the  broadest  lines  was  the  subject  of  the  great 
Paris  Conference  between  representatives  of  Eng- 
land, Belgium,  France  and  Russia,  and  other  allied 
Governments.  At  this  Conference,  the  subject  of 
commercial  treaties  between  the  different  allies  was 
brought  up  and  developed,  and  all  possible  broad 
gauge  measures  for  international  trade  promoting 
among  them,  were  given  attention. 

In  a  corresponding  manner  there  was  the  Dres- 
den Conference  of  representatives  of  the  Central 
Powers  and  their  allies.  This  Conference  like  the 
Paris  Conference  had  as  its  purpose  the  formulation 
of  plans  for  industrial  and  commercial  preparedness 
during  and  following  the  war. 

Germany  and  Austria  have  both  had  substantial 
commerce  and  while  the  export  trade  of  these  coun- 
tries has  languished  somewhat  during  the  war,  in- 
terest in  developing  export  trade  after  the  war  has 
not  in  the  least  diminished.  The  business  men  are 
working  right  with  the  Government  to  see  that  all 
possible  preparation  for  intense  commercial  compe- 
tition is  made. 

In  Russia,  Spain,  Italy  and  Japan,  likewise,  all 
possible  means  for  increasing  and  stimulating  pres- 
ent and  potential  foreign  trade  are  being  availed 
of.  Even  some  of  the  South  American  countries 
that  we  think  of  only  as  suppliers  of  raw  materials 
and  purchasers  of  manufactured  commodities  have 
been  able  to  develop  export  business  in  other  manu- 
factured goods  and  are  now  preparing  to  extend 
their  business  in  these  commodities. 

If  the  manufacturers  and  merchants  of  our  coun- 
try are  going  to  hold  the  foreign  business  that  they 
now  have,  and  are  going  to  keep  up  their  end  in 
the  commercial  competition  that  is  bound  to  follow 
the  war,  it  is  absolutely  necessary  that  our  Govern- 
ment and  our  business  men  through  their  organiza- 
tions, should  leave  no  stones  unturned  to  be  thor- 
oughly prepared.  In  addition  to  commercial  and 
industrial  preparedness  on  the  part  of  the  business 
men  themselves,  we  should  have  the  advantage  of 
a  better  rounded  out  service  in  our  Bureau  of  Foreign 
and  Domestic  Commerce,  which  has  done,  and  is 
now  doing  such  excellent  work. 


LOGWOOD  IN  LATIN  AMERICA. 

SPECIAL  Agent  Garrard  Harris  writes  from 
Habana,  Cuba,  that  logwood,  or  "palo  cam- 
peche,"  as  it  is  called  in  Cuba,  grows  principally  in 
the  Santiago  district,  and  that  the  persons  most 
likely  to  be  able  to  furnish  supplies  are :  Edward  A. 
Whiting  and  Julian  Cendoga,  care  Ward  Line,  both 
of  Santiago  de  Cuba.  He  also  has  submitted  a  list 
of  logwood  dealers  in  Central  America,  copies  of 
which  may  be  obtained  from  the  Bureau  of  Foreign 
and  Domestic  Commerce  or  its  district  offices  by 
referring  to  File  No.  812. 


Read  Notions  and  Fancy  Goods. — "There's  a 
reason." 
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The  World's  Markets — Central  America 

Trade  Conditions  Peculiar  to  the  Seven  Countries  of  Central  America,  Where  the  Button  Exporter  Will 
Find  Business  if  He  Enters  the  Field  Knowing  Local  Conditions. 


WHILE  the  button  requirements  of  the  sep- 
arate countries  of  Central  America  will  be 
overshadowed  considerably  by  the  buying  power  of 
other  Latin-American  states,  the  business  to  be  ob- 
tained in  Central  America  should  be  cultivated  be- 
cause of  its  value  in  establishing  closer  relations 
with  all  of  Latin-America.  Nor  should  it  be  thought 
that  there  is  not  equal  opportunity  of  profitable  deal- 
ings there  as  elsewhere  below  the  United  States. 
The  seven  countries  of  Central  America  are  British 
Honduras,  Costa  Rica,  Guatemala,  Honduras, 
Nicaragua,  Panama  and  Salvador.  Each  one  has  a 
constant  demand  for  certain  kinds  of  buttons. 

British  Honduras,  until  the  European  war,  rarely 
imported  buttons  from  the  United  States,  and  even 
the  few  instances  that  occurred  were  the  more  note- 
worthy for  the  reason  that  the  cases  bore  the  mark, 
"Made  in  Japan,"  or  else  "Made  in  Austria."  The 
United  States  Consul,  William  L.  Avery,  at  Belize, 
has  remarked  that  up  to  the  time  of  the  European 
war  he  had  never  seen  any  bearing  the  legend,  "Made 
in  the  U.  S.  A."  No  statistics  give  the  amount  or 
value  of  button  imports,  but  it  is  estimated  that 
stock  worth  from  $600  to  $800  is  regularly  carried 
by  each  of  the  six  principal  mercantile  houses  of 
Belize.  One  British  button  manufacturer  has  an 
agency  in  Belize,  expecting  to  secure  the  trade. 
However,  so  far  as  concerns  present  conditions,  the 
chances  for  getting  shipments  from  England  are 
sufficiently  remote  to  warrant  our  interest  in  the 
market.  It  is  said  that  orders  placed  in  England 
more  than  a  year  ago  have  not  been  filled,  so  British 
Honduras  must  be  in  a  depleted  condition  as  re- 
gards buttons.  The  chief  demand  is  for  men's  ap- 
parel buttons  of  vegetable  ivory  for  coats  and  vests, 
in  colors  to  match  the  cloth.  Dresses,  underwear 
and  children's  apparel  use  mother-of-pearl  buttons 
principally.  Some  linen  buttons  are  sold  and  some 
brass,  but  any  metal  buttons  that  rust  are  so  unde- 
sirable as  not  to  be  considered. 

Costa  Rica  has  its  greatest  demand  for  buttons  for 
the  ready-to-wear  trade,  centered  at  San  Jose.  This 
is  a  household  industry,  taking  in  women's  and  chil- 
dren's attire,  which  is  generally  made  at  home. 
There  is  also  a  demand  for  fine  novelty  buttons,  im- 
ported by  merchant  tailors  of  the  several  larger 
cities.    Nearly  all  of  the  high  grade  men's  clothing 


is  custom  made.  No  buttons  are  made  in  Costa 
Rica.  The  volume  required  is  for  a  population  of 
400,000,  and  the  large  extent  to  which  wash  cloth- 
ing is  worn  increases  the  button  demand,  including 
pearl,  bone,  vegetable  ivory,  metal  and  cloth  covered. 
The  1916  duties  were  reported  as  being  85  cents  per 
pound  gross  weight  on  pearl  buttons,  and  42  cents 
on  the  other  varieties.  Many  San  Jose  firms  buy 
directly  by  parcel  post,  selecting  from  sample  cards 
which  give  all  data  regarding  prices,  terms  and  so 
forth.  No  government  figures  on  imports  are  avail- 
able in  the  district  of  San  Jose,  but  for  the  district 
of  Port  Limon  the  average  annual  imports  of  buttons 
are  estimated  as  a  little  less  than  $1,000.  All 
through  Costa  Rica  the  merchants  have  expressed 
entire  willingness  to  deal  with  the  United  States  if 
favorable  terms  can  be  made.  Credits  of  from  90 
days  to  6  months  are  what  they  are  accustomed  to. 

Guatemala  has  customs  statistics  only  for  buttons 
made  of  crystal,  glass,  clay  and  porcelain,  which 
showed  imports  worth  $1,089  in  1914.  The  demand 
for  other  varieties  is  steady,  but  impossible  to  esti- 
mate. Cloth  covered,  bone  and  rivet  buttons  are 
employed  by  men's  and  women's  tailors,  while  cheap 
bone,  china,  porcelain  and  metal  are  used  by  the 
poorer  classes  of  people.  As  overalls  are  largely 
worn  by  artisans  and  laborers,  there  is  a  steady  call 
for  metal  rivet  buttons.  A  few  small  establishments 
at  Guatemala  City  have  machines  for  making  cov- 
ered buttons,  such  as  women  use  to  match  their 
dresses,  which  favor  French  styles  rather  than 
American.  Italy  manufactured  the  greater  part  of 
the  buttons  for  this  market  up  to  the  beginning  of 
the  European  war,  though  much  of  the  goods  was 
sent  in  through  Germany,  Austria  and  England. 
German  capital  is  invested  in  Guatemala  and  the 
competition  that  American  manufacturers  will  meet 
is  that  of  German  merchants.  Until  the  European 
war  interfered  most  of  the  buttons  were  sold  by 
German  traveling  men,  who  rented  a  suite  of  rooms. 
Often  they  gave  a  month  to  preliminary  work  before 
attempting  to  make  a  sale.  Credits  running  from  6 
to  10  months  were  allowed. 

In  the  next  of  the  series  on  the  world's  markets 
the  remaining  countries  of  Central  America  will  be 
reviewed  in  connection  with  trade  development  pos- 
sibilities for  button  business. 


"The  bigness  of  the  little  things  and  the  littleness  of  the  big  things — the  ability  to  properly  gauge 
their  relative  values — are  determining  factors  in  the  life  of  every  man.  The  man  who  ignores  the 
small  things  in  his  haste  to  grasp  the  large,  and  the  man  who  loses  himself  in  the  small  things,  in- 
different to  his  larger  possibilities,  are  on  opposite  sides  of  the  see-saw.  Both  are  due  for  the 
bumps." 
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OUR  COVER  DESIGN. 
Clever  Uses  of  Buttons  on  Spring  Frocks. 
(Designed  by  Pictorial  Review.) 

So  fixed  a  feature  have  buttons  become  in  the 
decorative  scheme  of  spring  frocks  that  no  costume 
is  complete  without  them.  Not  one  of  the  group  of 
pretty  models  on  the  cover  would  be  complete  with- 
out its  quota  of  buttons.  First  comes  a  design  in 
plain  and  figured  Khaki-kool,  the  deep  border  of  the 
blouse  and  the  collar  showing  circular  motifs  in 
old  rose  and  green  on  a  background  of  tan.  Buttons 
trim  the  straight  belt  and  large  pockets. 

Dark  amethyst  foulard  is  used  for  the  buttons  on 
the  second  costume,  corresponding  with  the  mate- 
rial of  the  blouse  and  plaited  skirt.  Silk  in  purple 
and  white  block  pattern  completes  the  decoration  of 
the  model  and  forms  the  crown  of  the  jaunty  hat. 

One-piece  frocks  demand  buttons  for  trimming 
as  insistently  as  do  tailored  costumes  and  separate 
coats.  The  afternoon  frock  in  Shadow  Lawn  crepe 
Georgette  pictured  in  the  third  design  has  the  re- 
verse trimmed  with  buttons  from  shoulder  to  belt. 
There  is  a  vest  of  cream  gauze  with  picoted  edge, 
while  accordion  plaited  frills  finish  the  Empire  band 
at  the  bustline  and  the  deep  cuffs. 

Stitching  shares  favor  with,  but  does  not  super- 
cede buttons  in  the  fourth  model,  a  tailleur  in  dark 
blue  tricotine.  Twin  belts  hold  in  the  fulness  of  the 
blouse  and  these  are  secured  at  either  side  of  the 
front  with  silk  crochet  buttons  to  correspond  with 
those  on  the  pockets,  collar  and  cuffs. 

GUIDE  TO  ILLUSTRATIONS. 

First  design:  Pictorial  Review  Costume  No.  7151. 
Sizes,  34  to  44  inches  bust.   Price,  25  cents. 

Second  design:  Blouse  No.  7177.  Sizes,  34  to  44 
inches  bust.  Price,  20  cents.  Skirt  No.  7184.  Sizes, 
22  to  34  inches  waist.    Price,  20  cents. 

Third  design:  Blouse  No.  7183.  Sizes,  34  to  46 
inches  bust.  Price,  20  cents.  Skirt  No.  7184.  Sizes, 
22  to  34  inches  waist.   Price,  20  cents. 

Fourth  design:  Blouse  No.  7183.  Sizes,  34  to  46 
inches  bust.  Price,  20  cents.  Skirt  No.  7184.  Sizes, 
22  to  34  inches  waist.  Price,  20  cents. 


"GET  THE  MAP  HABIT." 

IN  touring  the  United  States  to  assist  American 
manufacturers  and  merchants  to  a  better  under- 
standing of  their  trade  opportunities  in  the  Orient, 
I  found  a  most  deplorable  dearth  of  maps  in  cham- 
bers of  commerce,  manufacturing  plants,  and  busi- 
ness offices.  Even  where  commercial  organizations 
were  equipped  with  foreign-trade  departments,  I 
seldom  found  a  map  of  a  foreign  country  in  evidence 
in  such  departments.  Sometimes  when  an  inquirer 
asked  about  the  location  of  a  city  in  the  Orient,  I 
found  the  commercial  organization  through  which  I 
was  working  unable  to  furnish  even  an  atlas  to  which 
I  might  refer  my  inquirer. 

The  American  people  must  get  the  map  habit,  if 
they  are  to  take  up  seriously  the  question  of  foreign 
trade  extension.  A  foreign-trade  secretary  of  one 
of  our  chambers  of  commerce,  when  commended  by 
me  for  having  a  trade  map  of  the  world  on  the  wall 
of  his  office,  replied :  "I  can't  do  without  it;  never  a 


day  passes  without  my  having  to  use  this  map  a  num- 
ber of  times."  When  the  maps  are  on  the  walls 
they  will  be  used,  and  when  the  maps  are  not  on  the 
walls,  in  nine  cases  out  of  ten,  atlas  or  other  reference 
books  will  not  be  used.  When  the  maps  are  on  the 
walls,  interest  in  foreign  countries  will  be  increased. 
An  employee  in  an  office  where  a  map  is  displayed 
will  have  his  attention  involuntarily  directed  to  for- 
eign trade,  and  sometimes  ideas  of  value  to  the  firm 
will  develop  therefrom.  Heads  of  firms  themselves 
will  find  the  maps  of  far  greater  assistance  than  they 
usually  imagine. 

Knowledge  of  Geography  Essential  to  Trade 
Extension. 

One  thing  is  certain,  and  that  is  that  one  must  have 
some  knowledge  of  the  geography  of  a  foreign  coun- 
try if  he  would  develop  extensive  trade  relations  with 
that  country  in  an  effective  manner.  A  map  of  a 
country  is  the  first  essential  to  the  study  of  the 
geography  of  that  country.  I  found  everywhere 
throughout  the  United  States  a  deplorable  ignorance 
of  the  geography  of  the  Orient.  For  some  unaccount- 
able reason  most  people  seem  to  look  upon  China  as 
a  country  entirely  in  the  Tropics.  When  I  mentioned 
Peking  as  being  in  the  same  latitude  as  Philadelphia, 
there  was  much  genuine  astonishment  displayed. 

We  must  know  more  about,  or,  I  might  better  say, 
something  about,  the  geography  of  foreign  countries 
if  we  would  extend  our  trade  abroad.  I  do  not  know 
how  to  make  a  better  beginning  than  by  getting  the 
map  habit.  Put  maps  of  foreign  countries,  preferably 
a  commercial  map  of  the  world,  on  the  walls  of  your 
offices  and  insist  upon  your  chambers  of  commerce 
equipping  themselves  with  these  necessary  adjuncts 
to  their  work.  See  that  your  schools  are  not  ne- 
glecting this  important  agency  in  the  education  of 
your  children.  I  have  visited  a  number  of  educa- 
tional institutions  in  this  country  in  connection  with 
my  work  and  saw  there  evidence  of  a  dearth  of  maps. 
Spread  the  "get  the  map  habit"  idea  among  manu- 
facturers, merchants,  commercial  organizations,  and 
educational  institutions  and  the  first  step,  and  a  very 
important  one,  in  advancing  American  foreign  trade 
interests  will  have  been  taken. — Julean  Arnold, 
American  Commercial  Attache  to  China  and  Japan. 


POINTS  ON  ADVERTISING. 

THERE  is  nothing  so  "lucky"  as  advertising. 
Plant  advertisements  that  sales  may  grow. 
The  best  advertisement  is  cheapest  in  the  end. 
Flowers  may  blush  unseen — you  must  advertise. 
You  know  what  is  advertised — and  so  do  others. 
Fishing  without  bait  is  business  without  adver- 
tising. 

If  you  don't  advertise  your  business,  the  sheriff 
may. 

Mind  your  business,  and  put  others  in  mind  of  it. 
Every  advertisement  hits  somebody ;  some  hit 
everybody. 

Put  a  plain  story  in  print — flourishes  in  the  waste- 
basket. 

You  can  speak  to  friends,  but  must  advertise  to 
strangers. 
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"If  you  want  to  know  the  inside  of  the  button  business,  ask  a  button." 

That  is  the  way  D.  IV.  MacWillie,  manager  of  the  Wisconsin  Pearl  Button  Company,  put  it — just,  perhaps,  as 
Omar  Khayyam  enriched  his  fetching  if  sinful  philosophy  by  conversing  with  the  pots. 

And  so'  here's  the  story  of  "Billy  Button,"  and  an  interesting  yam  it  is.  And  as  that  ancient  grandfather  said, 
"It  must  be  true,  my  son,  otherwise,  how  could  one  tell  it." — Editor. 

(Continued  jrom  the  January  issue) 


For  pearls,  as  you  may  know,  are  the  object  of 
the  clammer's  warfare  on  the  clam.  Hundreds  of 
thousands  of  dollars  worth  of  them  are  every  year 
taken  from  the  clams  of  the  Mississippi,  and  several 
times  single  pearls  valued  at  more  than  a  thousand 
dollars  have  been  found.  The  clammer,  however, 
believes  in  utilizing  the  by-products,  and  after  thow- 
ing  away  the  clam  meat  or  selling  it  to  neighboring 
farmers  to  feed  their  hogs,  starts  the  shells  on  their 
way  to  the  button  factory. 

CHAPTER  V. 

A  Very  Important  Chapter,  for  It  Chronicles  the 
Author's  Birth. 

A FEW  days  before  this  clam  I've  been  telling 
about  was  dragged  to  its  doom,  a  buyer  for 
the  Wisconsin  Pearl  Button  Company,  of  La  Crosse, 
Wis.,  happened  along  and  gathered  up  samples  of 
shells  from  this  particular  "bed."  At  the  factory 
these  samples  went  through  searching  tests  for 
color,  lustre  and  breakage,  proving  up  so  well  that 
the  buyer  contracted  for  the  season's  shell  output 
from  the  bed. 

The  Upper  Mississippi  Clam,  by  the  way,  yields 
a  superior  grade  of  shell,  for  the  changes  of  the 
Northern  Climate  make  it  rugged  and  vigorous.  Its 

character  reflects  the  stern 
and  upbuilding  experiences 
of  northern  climes.  Let 
other  buttons  trace  their 
source  to  the  Arkansas  or 
the  Wabash.  I  am  proud 
that  I  got  my  start  "Up 
North." 

In  the  carload,  with  my 
progenitor,  were  hundreds 
of  different  kinds  and 
grades  of  shells.  But  no 
two  of  these  can  be  cut  pre- 
cisely alike,  so,  as  soon  as 
the  factory  is  reached,  in 
steps  an  army  of  sorters, 
keen-eyed  judges  of  family  likenesses,  and  pres- 
ently every  kind  and  size  of  shell  in  the  car  has 
found  its  way  to  a  bin  filled  with  its  "nearest-like 
relatives." 

And  Here's  Where  My  Own  Life  Story  Really  Be- 
gins. 

4</"VNCE  upon  a  very  fine  day,"  as  the  story  book 
says,  the  head  "cutter"  called  for  the  par- 
ticular grade  of  shells  to  which  my  ancestral  clam 
shell  belonged.  For  a  week  it  had  been  preparing 
with  his  fellows  for  the  ordeal  in  which  ITS  identity 


was  to  be  lost  and  MINE  begun — soaking  in  a  vat 
of  water  to  make  it  tougher  and  less  brittle.  But 
finally  up  to  the  cutting  room  it  went.  Here  a  man 
specially  trained  in  cutting  this  one  kind  of  shell 
seized  it,  put  it  on  a  lathe  beneath  a  little  cylindrical 
saw,  applied  the  power,  and — b-z-z !,  the  miracle  had 
been  wrought — I  was  born. 

Not  yet,  however,  was  I  a  full  fledged  button — 
only  a  BLANK — one  of  hundreds  of  the  same  size, 
with  dozens  of  other  sizes  and  grades  dropping  out 
of  machines  all  around. 

CHAPTER  VI. 
My  Education  Begins  and  I  Become  a  Real  Button. 

I SOON  found  out  that  however  much  human 
babies  are  coddled,  baby  buttons  have  perilous 
times  of  it.  My  development  to  maturity  was  as 
strenuous  as  it  was  swift.  With  other  blanks  from 
the  same  cutter  I  first  passed  through  the  sorting 
machine,  where  five  different  thicknesses  of  blanks 
are  automatically  separated  from  one  another. 
Away  next  to  the  grinding  machine — severe  kinder- 
garten for  infant  buttons — where  the  rough  clam 
shell  "bark"  is  taken  off  by  revolving  emery  wheels. 
On  them,  "rig-a-jig-jig-and  away  we  go"  to  a  sort  of 
big  churn  affair  partly  filled  with  water,  in  which 
we  blanks  bump  up  against  one  another  and  the 
water  until  our  rough  edges  are  worn  down  smooth. 
It's  good  for  us,  but  it's  a  worse  drubbing  than 
you  get  in  a  Turkish  bath.  After  this  experience 
our  stay  in  the  drying  machine,  where  all  moisture 
is  taken  out  of  our  system,  seems  like  the  Seventh 
Heaven. 

Now  comes  a  most  important  step  in  my  life.  I 
am  about  to  be  advanced  from  my  novitiate  as  a 
"blank"  into  full  orders  as  a 
real,  bona-fide,  honest-to- 
goodness  button.  This  initia- 
tion takes  place  in  the  "Auto- 
matic" Room,  where  a  wond- 
erful machine  gives  us  blanks 
three  degrees  in  quick  suc- 
cession. First  our  edges  are 
rounded  off  by  sharp  steel 
chisels  beneath  which  we  pass. 
Then  zip-biff,  a  depression  is 
cut  in  our  middles,  and  zzt-zzt,  sharp  steel  bits 
cut  in  our  button  holes — four  of  them  for  me,  as 
you've  seen  in  my  picture,  two  for  some  of  my 
cousins.  At  last  I  am  a  really  unmistakable  Pearl- 
Button. 

There  are  forty-five  machines  for  advancing  us 
from  blanks  into  buttons  in  this  room  at  the  factory, 
and  from  twenty-five  hundred  to  three  thousand  of 
us  take  the  degree  every  minute  of  the  working  day. 
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But  my  education  isn't  over  I've  got  to  acquire 
a  lot  of  things  yet  before  I  can  go  out  and  fill  my 
destined  place  in  the  world. 

CHAPTER  VII. 

Here's  Where  I  Show  the  Stuff  That's  in  Me,  and 
Get  Due  Credit. 

SO  away  I  am  sent  to  the  polishing  room,  where 
I  get  the  real  acid  test.  Into  a  large  revolving 
barrel  I  go,  plump  into  a  solution  of  sulphuric  acid, 
weak  at  first  but  gradually  increased  in  strength. 
Here's  where  I  get  toughened  to  meet  the  hard 
knocks  of  later  life.  My,  how  it  "bites,"  but  I  have 
the  satisfaction  of  knowing  that  the  ordeal  will  pre- 
pare me  for  service,  and  for  beauty  as  well,  for 
pearl  buttons,  like  steel,  have  to  be  hardened  and 
tempered  before  they  can  take  on  a  high  gloss.  An 
hour  and  a  half  of  this,  then  two  minutes  in  another 
biting  bath  of  hydrochloric  acid,  which  puts  on  the 
gloss.  Further  details  of  my  toilet  follow  thick 
and  fast — if  any  of  the  acid  were  left  on  me,  my 
good  looks  wouldn't  last,  so  I  am  drenched  with 
steam  and  water  and  shaken  up  vigorously  in 
boxes  containing  saw-dust,  which  removes  every 
trace  of  acid  and  leaves  me  beautifully  lustrous. 

Next  we  Pearl-Buttons  go  to  the  Sorting  Room. 
Here  comes  the  final  crucial  test.   If  we  have  native 


weaknesses,  they  stand  revealed.  If  we  have  failed 
to  benefit  to  the  full  by  our  factory  experiences,  our 
short-comings  are  detected.  Sharp-eyed  girls  with 
deft  fingers  rapidly  sort  us  into  piles — First  Grade, 
Second  Grade,  Third  Grade  and  Fourth  Grade.  Some 
of  us,  I  am  sorry  to  say,  meet  the  test  so  poorly 
that  we  are  thrown  into  the  "defective"  pile  as  totally 
unfit  for  life's  stern  duties. 

This  story  of  my  career  is  in  its  essential  features 
like  that  of  every  pearl  button  that  goes  through  the 
big  Wisconsin  Pearl  Company  factory  at  La  Crosse. 
There  are,  of  course,  differences  in  grades  and  sizes, 
and  some  of  us  have  to  be  bleached  in  the  making, 
while  others  simply  won't  bleach,  and  become,  by 
special  processes,  converted  into  Smoked-Buttons. 
In  a  general  way,  though,  my  experience  is  typical. 

I  was  lucky  enough  to  be  classed  as  First  Grade, 
and  with  many  of  my  fortunate  companions  was  sent 
into  a  La  Crosse  cottage  where  Hilda  Swenson  sewed 
me  on  an  attractive  paper  card,  along  with  eleven 
others  of  my  class.  And  here  I  am  in  the  stock  room, 
back  at  the  factory,  waiting  my  call  to  go  out  into 
the  big  busy  world.  I  wonder  if  it  will  be  New  York 
or  Seattle  for  mine — or  Detroit  or  Natchez? 


CHAPTER  VIII. 

About  My  Birthplace — and  How  They  Do  Things 
in  a  Big  Button  Factory. 

I SHOULD  be  ungrateful  indeed  if  I  told  you  only 
about  myself  and  my  ancestry,  and  didn't  devote 
at  least  one  chapter  of  my  life  story  to  my  Birthplace 
and  home,  the  factory  of  the  Wisconsin  Pearl  But- 
ton Company  of  La  Crosse,  Wisconsin. 

This  factory  is  a  big,  modern,  industrial  plant  con- 
ducted on  broad-gauge  lines  of  scientific  manage- 
ment. Its  slogan  is  "Efficiency."  Every  one  of  its 
three  hundred  and  fifty  employees  is  imbued  with  the 
spirit  of  accomplishment  and  quality.  These  em- 
ployees are  picked  workers,  and  each  of  them  re- 
ceives special  training  in  his  or  her  particular  task 
before  being  intrusted  with  a  part  in  the  production 
of  the  finished  button.  This  assures  in  us  who  come 
from  this  factory  a  high  standard  of  quality  that 
has  made  the  Wisconsin  Pearl  Button  Company's 
output  eagerly  sought  by  buyers  who  know  and  de- 
mand the  best  in  pearl  buttons. 

In  this  factory  system  and  standardization  are  the 
big  ideas. 

System  cuts  out  waste  in  handling  and  manufac- 
ture, reduces  the  labor  required  for  each  operation 
to  the  minimum,  and  at  the  same  time  makes  every 
stroke  of  work  count  big  for  quality.  Standardiza- 
tion insures  the  perfect,  even  finishing  and  grading 
of  the  entire  product. 

All  the  clam  shells  that  come  into  the  factory  are, 
as  I've  told  you,  graded  for  species.  This  enables 
each  cutter  to  become  an  expert  in  his  line,  for,  by 
cutting  only  one  kind  of  shell,  he  acquires  the  ability 
to  turn  out  the  greatest  possible  number  of  good 
blanks,  and  to  produce  the  highest  possible  quality 
of  blanks  at  the  lowest  possible  price.  All  opera- 
tions in  the  factory  are  standardized  and  the  em- 
ployees are  trained  to  the  high  quality  standard  upon 
which  the  notable  prestige  of  the  Wisconsin  Pearl 
Button  Company  has  been  built  up. 

To  obtain  quantity  of  production  and  quality  in 
the  finished  product,  the  factory  is  equipped  with 
automatic  machinery  of  the  most  improved  type. 
In  the  making  room  each  of  the  forty-five  machines 
has  a  speed  of  45  to  80  buttons  per  minute.  In  the 
cutting  room  are  batteries  on  lathes,  on  each  of  which 
several  different  sizes  of  buttons  can  be  made  by 
simply  changing  the  saw,  spool  or  chuck. 

CHAPTER  IX. 

How  the  Wisconsin  Pearl  Button  Company  Provides 
for  the  Well-Being  of  Its  Employees. 

A COMPLETE  record  is  made  of  every  button 
produced  in  the  factory,  and  the  percentages 
of  each  of  the  different  grades  are  carefully  checked. 
Double  inspection  in  the  grading  room  secures  mar- 
velous uniformity  in  each  of  the  different  grades 
("firsts,"  "seconds,"  "thirds,"  and  "fourths") 
marketed. 

In  spite  of  its  traffic  with  the  murderous  clammers, 
the  Wisconsin  Pearl  Button  Company  is  a  human 
and  a  humane  institution.  It  believes  in  looking 
after  the  welfare  of  its  employes ;  sees  that  they 
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work  under  good  sanitary  and  moral  conditions,  and 
have  the  opportunity  to  participate  fairly  in  the  re- 
sults of  their  labor. 

This  Pearl-Button  family  of  ours  is  a  big  family, 
I  tell  you.  The  Wisconsin  Pearl  Button  Company 
sends  out  ten  different  sizes  of  us,  twelve  different 
patterns  in  both  two-hole  and  four-hole  buttons,  and 
eight  different  grades.  Take  your  pencil  and  figure 
this  out  and  you'll  see  that  right  here  there  are  over 
1,900  different  branches  of  our  family  tree. 

CHAPTER  X. 

A  Business  That  Grows  Fast — and  an  Industry  That 
Amounts  to  Something. 


"W 


that  is  crushed,  bagged  up  and  shipped 
away  to  be  used  in  making  such  useful  products  as 
chicken  feed  and  fertilizers. 

Every  week  twenty-five  to  thirty  thousand  gross 
of  us  Pearl-Buttons  have  the  finishing  touches  put 
on  our  education.  From  the  factory  we  go  all  over 
the  country,  from  Maine  to  California,  to  Wholesale 
Dry  Goods  and  Notion  Houses,  and  to  manufac- 
turers of  Shirts,  Night  Robes,  Dresses,  Wrappers, 
Waists,  Aprons,  Sweaters  and  other  garments. 

The  remarkable  growth  of  the  business  of  the 
Wisconsin  Pearl  Button  Company  during  the  past 
seven  years  shows  that  "quality  counts"  in  buttons 
as  in  everything  else,  for  the 
year  ending  July  1,  1907,  the 
output  of  the  factory  was 
237,400  gross,  while  the  year 
ending  July  1,  1916,  saw  this 
swelled  to  the  neat,  round 
total  of  2,000,000  gross,  while 
for  the  present  business  year 
a  production  of  3,000,000 
gross  is  planned.  What  a 
string  of  pearl  buttons  that  would  make.  "Consistent 
delivery  with  right  prices,"  says  Mr.  MacWillie,  "ac- 
counts for  this  splendid  increase." 

We  Pearl-Buttons,  of  the  Fresh-Water  branch  of 
the  family,  have  worked  a  revolution  in  the  button 
business.  New  as  our  family  is  (the  Fresh- Water 
Pearl-Button  was  practically  unknown  twenty-five 
years  ago),  it  has  made  itself  a  power  in  the  world's 
industrial  life.  In  the  past  twenty  years  we  have 
saved  the  users  of  pearl  buttons  over  two  hundred 
millions  of  dollars,  for  our  aristocratic  relatives,  the 
Ocean  Pearl-Buttons,  cost  from  twenty-five  cents  a 
dozen  up  and  weren't  a  bit  better  for  practical  use  in 
life  than  we  are.  No  longer  must  people  pay  high 
prices  or  content  themselves  with  poor,  easily  break- 
able makeshifts  of  agate  or  bone.  Fresh- Water 
Pearl-Buttons  can  now  be  used  on  even  the  least  ex- 
pensive garments.  Thirty-seven  billion,  five  hundred 
million  of  us  went  forth  from  the  button  factories  of 
America  last  year.   What  do  you  think  of  that? 

Our  commercial  importance  is  recognized  by  the 
big  National  Association  of  Pearl  Button  Manufac- 
turers, including  in  its  membership  over  twenty 
factories  in  seventeen  different  states.  This  organi- 
zation exercises  a  watchful,  if  selfish,  care  over  our 


clam-progenitors,  for  there's  danger  that  our  family 
history  would  be  cut  short  if  existing  clam-beds  were 
relentlessly  ravaged  without  anything  being  done 
to  renew  the  supply.  So  the  Association  has  in- 
terested the  United  States  Fisheries  Bureau  in  the 
protection  and  artificial  propagation  of  fresh-water 
mussels,  and  a  great  deal  of  practical  work  is  being 
done  by  fisheries  experts  and  scientists  to  keep  up 
the  supply. 

CHAPTER  XI. 

Being  the  Epilogue,  This  Is  Short  and  Ends  Happily. 

HERE,  patient  reader,  is  my  Epilogue,  the  thing 
the  classy  author  always  tacks  on  to  his  story 
to  dispose  of  his  characters  after  the  Wedding  Bells 
and  Rice. 

When  I  laid  down  my  pen  I  was  at  the  factory, 
neatly  carded,  expectantly  waiting  for  something  to 
turn  up.  It  has  turned  up.  I'm  at  work  in  the  world 
at  last — and  how  I  traveled  to 
get  there.  First  to  the  big  home 
of  a  jobbing  house  in  Cincin- 
nati, then  (happily  for  my  liter- 
ary ambitions)  out  to  a  store  in 
a  little  Indiana  town.  On  then 
with  the  eleven  fellow  journey- 
ers  on  my  "card"  to  a  pleasant 
home — off  in  an  hour  to  the 
dressmaker,  where  snip,  off  the 
card  I  went,  and  skilful  fingers 
sewed  me  fast  to  a  little  girl's 
frock.  There's  where  I  am  now,  right  in  the  heart 
and  center  of  James-Whitcomb-Rileydom,  and  Isa- 
bel's mamma  says  I'm  a  mighty  good  Pearl-Button 
to  stand  the  wear  and  tear  of  schooldays  and  wash- 
days the  way  I  do. 

But  with  becoming  modesty  I  disclaim  the  credit 
for  the  quality  she  praises,  for  this  rightfully  belongs 
to  the  way  I  was  brought  up  and  trained — back  there 
in  the  Wisconsin  Pearl  Button  Company's  factory  at 
La  Crosse. 


A   LIFE-SAVING  BUTTON 

A LOVE-LORN  tailor  in  Berlin,  infatuated 
with  a  pretty  seamstress,  tried  to  commit 
suicide  because  she  spurned  him.  Calling  to  his 
lady  love  from  the  foot  of  the  stairs  leading  to  her 
room,  he  declared  his  undying  affection.  In  vain 
he  implored,  but  the  door  remained  closed.  Sud- 
denly there  was  a  shot,  and  when  the  girl  and  other 
tenants  rushed  out,  the  love-lorn  tailor  was  lying  in 
the  vestibule,  apparently  unconscious,  with  a  smok- 
ing revolver  clutched  in  his  hand.  The  police  were 
quickly  on  the  scene,  but  could  find  no  wound. 
Closer  inspection  proved  that  the  bullet  had  struck 
a  vest  button  and  glanced  off.  Fright  had  caused 
him  to  faint. 


Raden  Brothers  are  so  busy  with  orders  that  Mr. 
J.  Raden  had  hardly  time  to  say  "How  do  you  do?" 
Added  to  the  big  domestic  demand,  an  increasing 
pile  of  export  orders  keeps  this  firm  on  the  jump  to 
keep  up  with  the  pace. 
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CHANGE  YOUR  LUCK. 
UTVTECESSITY  is  the  mother  of  invention,"  it 

JLN  has  often  been  said,  and  no  one  dares  con- 
tradict this  statement,  for  its  truth  is  all  too  evident. 
Where  there  is  sufficient  will  a  way  will  be  found, 
for  the  need  spurs  one  on  to  find  the  way  out  of 
one's  difficulties.  The  trouble  with  most  of  us  is 
that  it  is  the  will  that  is  lacking. 

We  are  all  too  prone  to  accept  our  fates,  either 
contentedly  without  any  desire  for  anything  better, 
or  complainingly,  whining  about  our  misfortunes, 
but  making  no  real  endeavor  to  better  ourselves. 

If  we  would  all  only  realize  that  our  fates  are  in 
our  own  hands  to  make  or  to  mar,  perhaps  more  of 
us  would  stop  complaining  and  set  about  working. 
After  all,  none  of  us  have  to  stay  where  we  are  put 
in  life.  We  can  all  work  our  way  out  if  the  will  is 
there. 

There  it  is  again — if  the  will  is  there !  It  is  so 
much  easier,  though,  to  stay  where  we  are  put,  to 
accept  our  lot  in  life  and  be  content  with  it.  The 
easiest  way  is  not  to  attempt  to  struggle  upward. 
And  so  most  of  us  stay  where  we  are  because  the  will 
is  lacking. 

The  Easiest  Way 

It  is  always  easier  to  stay  in  the  old  ruts  than 
to  blaze  new  trails  for  yourself.  To  pull  out  of  a  rut 
and  start  on  an  unbroken  path  means  endless  labor 
and  trouble.  So  most  of  us  stick  to  our  ruts.  And 
yet  where  would  the  world  be  to-day  if  no  one  had 
had  the  courage  to  blaze  the  new  trails?  Where 
would  the  present  generation  be  if  no  one  had  had 
the  will  and  the  determination  to  leave  the  beaten 
paths  and  take  the  untraveled  roads? 

It  is  only  the  will  that  is  needed  to  take  all  of  us 
out  of  our  ruts.  If  we  are  dissatisfied  with  our  pres- 
ent conditions,  only  the  will  to  better  them  is  neces- 
sary in  order  to  find  the  way.  Once  we  make  up  our 
minds  that  we  are  going  to  pull  up  out  of  the  deep 
ruts  into  which  we  have  fallen,  once  we  determine 
to  improve  our  conditions,  we  will  soon  find  the 
means  of  doing  so. 

"The  power  within  us  lies."  There  is  no  need  for 
lamenting  our  conditions,  no  need  to  envy  others 
the  comforts,  luxuries  or  advantages  which  they 
enjoy.  "The  power  within  us  lies,"  and  we  have 
only  to  make  use  of  it.  The  trouble  is  that  it  is  much 
easier  to  stay  where  we  are ;  it  is  much  easier  to  envy 
the  advantages  of  others  than  to  set  about  to  earn 
them  for  ourselves.  And  most  of  us  choose  the 
easiest  way.  We  may  envy  others  their  possessions, 
but  not  enough  to  bestir  ourselves  to  win  similar 
possessions  of  our  own. 

Hard  Work. 

Crawling  out  of  a  rut  is  the  hardest  work  imag- 
inable, for  it  takes  strength  and  will  and  persever- 
ance. It  is  easy  to  fall  into  a  rut;  it  is  even  easier 
to  stay  there,  but  to  decide  that  one  has  been  in  a 
rut  long  enough  and  that  it  is  time  to  pull  out  of  it — 
that  requires  more  strength  of  purpose  than  most  of 
us  realize. 

We  who  are  content  to  jog  along  in  our  set  paths 


cannot  appreciate  the  effort  of  will  and  the  perse- 
verance required  to  shake  off  the  shackles  of  cus- 
tom and  emerge  into  the  freedom  of  the  open  road. 

When  necessity  spurs  the  way  is  usually  found. 
But  most  of  us  are  in  places  moderately  well  pro- 
vided for ;  we  are  moderately  well  nournished  physi- 
cally and  mentally,  and  even  if  the  spur  is  applied 
we  are  too  well  covered  with  the  superfluous  flesh 
of  self-satisfaction  to  feel  it.  The  will  for  improve- 
ment is  lacking  in  most  of  us,  consequently  we  stick 
to  our  ruts  without  making  any  attempt  to  crawl 
out. 

Those  of  us  who  are  given  to  complaining  about 
our  "bad  luck,"  or  whining  about  the  hard  knocks 
life  is  always  handing  us  will  do  well  to  stop  and 
consider  our  words.  If  we  do  not  want  to  improve 
our  condition,  all  right,  but  then  don't  let's  com- 
plain of  hard  luck !  If  we  do  wish  to  better  ourselves, 
we  have  only  to  remember  that  "where  there's  a 
will,  there's  a  way." 


SOME  PERTINENT  QUESTIONS. 

HAT  are  you  doing  to  get  new  customers? 
Do  you  advertise  systematically?  Do  you 
write  letters?  Do  you  personally  visit  prospective 
customers?  Are  you  doing  more  than  storekeeping? 
How  long  must  your  percentage  of  sales  be  each  day 
to  break  even?  To  make  a  profit?  Is  your  delivery 
service  prompt?  Is  your  credit  given  individual 
and  sytematic  attention?  What  percentage  is  deliv- 
ery costing?  How  much  of  your  merchandise  is 
being  sold  without  a  profit?  Do  you  know  the 
history  of  all  the  merchandise  and  its  selling  points? 
Do  you  know  the  correct  styles  of  apparel?  Do  you 
know  why  you  have  your  present  patronage?  Do 
you  use  any  means  to  win  back  lost  coustomers? 
Do  you  really  know  why  you  lost  them?  Are  your 
clerks  making  their  salary?  Do  you  know?  Do 
you  know  the  value  of  display,  show  windows, 
bargain  counters  and  interior?  Do  you  know 
the  names  of  people  who  buy  from  catalog 
houses?  Are  you  doing  anything  directly  to  get 
this  trade?  Do  you  keep  a  perpetual  inventory  ?  Do 
you  know  the  exact  cost  of  doing  business?  Do  you 
know  the  detail  cost  of  every  article  for  sale?  Do 
you  talk  with  or  at  your  sales  force?  Are  you  study- 
ing, working,  planning  and  building  your  business? 
Do  you  count,  weigh,  check  and  measure  incoming 
goods? 


NEW  YORK  TO  HAVE  BIG  FASHION  SHOW. 

BELIEVING  that  a  considerable  business  is 
being  lost  in  New  York  garment  circles  as  the 
result  of  the  style  shows  conducted  in  Chicago,  Cin- 
cinnati and  St.  Louis,  the  Garment  Exhibits  Asso- 
ciation of  the  United  States  plans  to  hold  a  big  show 
in  the  metropolis  from  August  14  to  19,  inclusive. 
It  is  purposed  to  charge  $5  admission,  and  buyers 
for  retail  establishments  will  be  invited  from  every 
part  of  the  country.  It  is  understood  that  Irving  E. 
Cohen,  head  of  the  association,  plans  to  have  around 
1,000  exhibitors,  embracing  piece  goods  makers  and 
others  connected  with  the  industries  which  con- 
tribute to  the  making  of  attire. 
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Notions  and  Fancy  Goods 


A.  M.  TURKELTAUB 


TELEPHONES: 
FARRAGUT  2710-2711-2712 


JULIUS  LICHTER 


Sterling  Button  Company 


122-124-126  WEST   26TH  STREET 


NEW  YORK 


Made  of  Brass  in  U.SA 


IMMEDIATE 
and 
FUTURE 
DELIVERY 


SPRING  FASTENER  SALES  CO. 

St.  James  Bldg.,  1133  Broadway,  New  York 
'Phone,  Farragut  773  Room  425 


Iowa  Pearl  Button  Gompany 

Manufacturers  of 

PEARL  BUTTONS 

From  Sweet  Water  Shell 

Sizes,  12 — 60  Lines 

Staple  and  Fish  Eye  Patterns  in  White, 
Iridescent  and  Colored  Stock 


Correspondence  Solicited 


MUSGATINE 


IOWA 


MONEY  MAKING 
"Defiance"  Button  Covering  Machines 
Over  500%  Profit 

Any  clerk  in  your  employ  can  turn  out  all  the  covered  buttons  needed  at  practically 
no  expense.    Customers  will  appreciate  having  buttons  made  from  their  own  materials. 
The  button  moulds  cost  as  low  as  2c.  per  dozen  and  you  get  no  less  than  15c.  a 
dozen  for  making  buttins. 

SPECIAL  INTRODUCTORY  OFFER 

COMPLETE  BUTTON  MAKING  OUTFIT  FOR 

$10.50 

Comprising: 

Machine,  including  implements  to  make  24-30-36  Half  Ball  Shape 

5  gross  24  Half  Ball  Black  Japanned  Moulds 

5  gross  30  Half  Ball  Black  Japanned  Moulds 

5  gross  36  Half  Ball  Black  Japanned  Moulds 

Additional  sizes  and  styles  can  be  added  and  made  on  the 
same  machine  as  your  button  demands  increase. 

The  wonderful  convenience  and  economy  this  machine  offers 
cannot  be  fully  described.    It  must  be  used  to  be  appreciated. 
Do  not  delay,  but  send  your  order  at  once. 
Patented       Over  25,000  Defiance  Button  Covering  Machines  in  use. 

DEFIANCE  BUTTON  MACHINE  CO. 
43  West  24th  Street  New  York,  U.  S.  A. 


A  NOVELTY  FOR  EVERY  DAY  OF  THE  YEAR 

CELLULOID  ffltn  BUTTONS 


MANUFACTURED  FOR 


THE  JOBBING  TRADE 


ONLY 


YOUR  OWN  STYLE  IDEAS  MADE  UP 
SUITABLE  FOR  CLOAK,  SUIT,  DRESS, 
WAIST,  MILLINERY  AND  OTHER 
APPAREL  PURPOSES 

Ctjompfion  i^obeltp  button  OTorfeg 

TELEPHONE  6996  CHELSEA  INCORPORATED 

232  Wtst  IBtfj  mtnt,  fork 


For  the  Jobber  Only 

FRANK  CANNATA 

Manufacturer 

Crochet  Buttons  and  Novelties 

2060  First  Avenue,  New  York 
SPECIAL  DESIGNS  FOR  THE  WHOLESALE  TRADE 

Telephone,  545J  Harlem 


WHOEVER  YOU  ARE 

A  Subscription  to 

Notions  and  Fancy  Goods 

will  make  you  a  bigger — better 
business  man. 

Send  a  Dollar  for  a  Year's 
Subscription 


TELEPHONE 
BERGEN  1436 


THE  J.  FELDMAN  COMPANY 


ESTABLISHED  1900 
INCORPORATED  1907 


31  to  39  Fremont  Street 
241  to  2451  2  Golden  Street 


CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 

JERSEY  CITY,  N.  J.,  U.  S.  A. 
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!  H  B 


RENDING 


H.  B.  Mercerized 
Mending  Cotton 

Article  No.  1591 

A  highly  mercerized  cotton  with  the  right  twist  and  quality  to  give 
the  best  results. 

THE 
QUALITY 
IS 

THERE 

Made  in 
All  Staple  Colors 

We  admit  that  some  brands  are  being  offered  at  a  lower  price  than  ours,  but  we  have  yet  to 
see  a  sample  equal  to  ours  in  quality  of  yarn  or  dye. 

We  have  always  considered  quality  essential.  The  way  to  get  your 
customers  to  return  to  you  and  not  shop  elsewhere  is  to  give  them 
something  which  absolutely  satisfies  them  the  first  time. 

Think  It  Over 

S.  E.  HOWARD'S  SON  &  COMPANY 

1150  Broadway 


COTTON. 


NEW  YORK 


230  Fifth  Avenue 


I 


2kHQLJSE  that  SHINES 


A.  J.  HAGUE  CO. 


FOR  IMMEDIATE  DELIVERY 

A.  J.  HAGUE  CO. 

476  Broadway,  New  York 


March,  191! 
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Notions  and  Fancy  Goods 


DEXTER — the  exceptional  Cordonnet 


No  other  cordonnet  has  ever  been  pre- 
sented to  3,000,000  women  in  a  full  color 
page  in  the  Ladies'  Home  Journal,  at  a 
cost  of  $9,000. 

DEXTER  has 

No  cordonnet  could  afford  such  an  an- 
nouncement unless  it  was  SO  markedly 
superior  that  the  mere  statement  of  its 
excellence  to  that  wide  market  would  as- 
sure a  substantial  increase  in  sales. 

This  is  why  DEXTER 


DEXTER  is 

No  other  cordonnet  is  packed  12  balls  to 
the  box  (instead  of  the  usual  ten) — which 
gives  the  dealer  an  extra  profit  of  20%. 

DEXTER  does 

No  other  cordonnet  paves  the  way  to 
larger  sales  and,  at  the  same  time,  gives 
an  extra  profit  to  the  dealer  who  meets 
this  increased  demand. 

DEXTER  will 

is  the  exceptional  cordonnet. 

DEXTER  YARN  COMPANY 

Pawtucket,  R.  I. 


March,  1917 
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PORTER  BROS.  &  CO. 

Established  1855 

Commission  Merchants 

Acorn  Spring  Dress  Fasteners 


EVERYTHING  IN  NOTIONS 

For  the  Jobbing  Trade  Only 

Full  Assortment  of  Blood's  Needles  and  Darners,  Victoria  Union  and  America's 
Safety  Pins,  Bias  Seam  Bindings,  Shoe  and  Corset  Laces,  Hair  and  Cloth  Brushes, 
Elastic  Cords  and  Braids,  Lindsay  Hose  Supporters,  Horn  and  Ivory  Fine  Combs, 
Gilt,  Nickel  and  Celluloid  Buttons,  Dress  Beltings,  etc. 

108  WORTH  STREET  86  ESSEX  STREET 

NEW  YORK  BOSTON 


5 


Notions  and  Fancy  Goods 


We  are  Creating 


Business  for  You 


Through  our  national  advertising  and 
carefully  directed  personal  work  we 
are  educating  American  women  to  use 


winn  wm  RD  TAP 


Not  only  are  we  advertising  to  millions 
of  women  in  the  leading  magazines,  but 
we  are  sending  out  thousands  of  free 
samples  of  our  product,  thus  producing 
a  demand  at  no  expense  to  the  dealer. 


U.  S.  Pat.  Off. 


We  are  pioneers  in  the  manufacture  of 
bias  fold  tapes  and  are  recognized 
as  the  largest  manufacturers  in  the 
world.  Our  products  are  accepted  as 
the  standard  of  quality. 


WM.  E.  WRIGHT 

Pioneer  Manufacturer 
EST.  1897  INC.  1900 


WM.  E.  WRIGHT  &  SONS  CO.,  Mb. 

315-317  Church  Street  NEW  YORK 


March,  1917 


BonTex 


TRADE  MARK 


Announcing  a  Novel  Service  Feature 

of  the  NOTION  Department 

HERE  is  a  means  by  which  you  can  show 
the  new  goods  first  in  your  locality 
and  be  in  constant  touch  with  the  New 
York  market. 

The  Notion  Department  of  the  H.  B.  Claflin 
J^tbbO  Corporation  maintains  an  Advanced  Mer-  S^dP  yc 

^^gS         chandising  Service  for  retailers.  JTaS^ 
fftfft  The  idea  of  this  service  is  —  merchants  who  s  aild 

-.-g>  give  us  the  privilege  of  sending  them  a  box  G^J  y 

k^  kujeftf  or  package  of  anything  new  that  comes  out,  G^1*1 

NCCK^-  wh:ch 

in  our  judgment  they  can  sell,  are  con- 
♦totlS  stantly  supplied  as  quickly  as  merchandise  is  EH0  iTlastfc 

B11*  produced.  A 

1  aQ$^  This  service  started  with  a  few  customers  iTmb*^^ 

PoodS  ana*      now  of  big  proportions  —  and  not  a  o  **aS^s 

single  box  of  this  Advanced  Merchandise  has  *  ^ 

Hail*         ts        ever  been  returned  to  us.  Ti&d*1** 

Ottia^  We  have  the  pick,  naturally,  of  the  New  York  JeU^ry 

market,  because  we  are  located  in  the  very 

foitet  heart  of  the  world's  greatest  novelty  creative  McsH 

xytid^  ana*  distributing  center  and  because  of  the  * 

volume  of  business  which  we  do.  pf-af*1^ 
gttct^^^1            Our  Merchandising  Service  speeds  the  goods 

J5i/Clids  to  you  without  delay;  you  show  the  new  j^ccWttC^S 

goods  before  your  competitor  does ;  you  gain 

flic  RttC  a  reputation  for  alertness.  Qifdl^s 

jJlffli**S  You  also  have  an  added  assurance  in  this  ser-  S 

I  i*\C  vice,  our  merchandising  experience  and  the  / 

^    t  tiOl*s  ^ac*  *ba* you  are  a*  ^Der*y  *°  return  the  goods  / 

0f  Nou"  if  they  should  not 

prove  satisfactory.  / 
We  can  handle  a  few  more  progressive  retail-  /  the 

ers  on  our  advance  merchandising  list;  we  /  coifpo^moN 

extend  this  privilege  to  you.    Use  the  coupon         /  New  York, 

in  making  your  application.  y        Notion  Department 

/  Gentle  men: 

The  H.  B.  Claflin  Corporation  /^^^Z^r^ir^. 

y     that    we    may    receive    shipments    of  new 
^^^■y^f        J^QvJ^  /       goods  at  your  time  and  discretion. 

/    Firm  Name   

H.  P.  BONTIES,  President  /AJJ 

/  Address  

Wholesale  Exclusively.    Not  Affiliated  with  any  / 

Retail  Enterprise  Anywhere  S  ^lSna^ure   

 /   b 


Notions  and  Fancy  Goods 


We  have  the  Largest  Assortment  of  Domestic 
Notions  ever  gathered  under  one  Roof  ? 


Every  Wanted  Article  Here  in  Full  Assortment 


DIECKERHOFF,  RAFFLOER  &  CO. 

Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 
560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 


March,  1917 
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GLADYS 


The 

GLAD  GIRAFFE" 

is  owned  by  the  oldest  sub- 
scriber of  "Notions  and  Fancy 
Goods." 

He  writes  that  he  gets  more 
good  ideas  from  our  paper 
than  he  ever  gained  in  college 
— and  recommends  that  you 
subscribe.  Clip  the  coupon 
and  mail  today. 


McCready  Publishing  Co., 
118  E.  28th  St.,  New  York. 

Enclosed  Please  Find  $1.00  for  Which  Send 
"Notions  and  Fancy  Goods"  for  One  Year. 
(Signed)  


IIIIIIIIIHIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIillllllillH 
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Notions  and  Fancy  Goods 


You  Can  Tell  The  "Teneo"  By  The  Click  Of  The  Spring. 


At  Last 
A  Fastener  That  Holds 


The  BIG 

little 

Notion 


SNAP  FASTENERS 


It's  all  in 
The  TENEO 
Spring 


It  took  time,  patience  and  pains  to  perfect  a  really  perfect,  fool-proof  snap-fastener,  one 
that  would  fulfill  every  fastener  requirement  —  lock  tight  and  hold  firmly  and  yet  release 
easily  when  necessary. 


Watch 
the 

National 
Magazines 


TENEO  Snap  Fastener  publicity  is  now  appearing  in  leading 
magazines  of  National  circulation — thus  millions  of  women  will 
learn  about  the  merits  of  this  remarkable  fastener. 

Proof  of  their  superiority  is  evidenced  by  the  action  of  foremost  Garment 
Manufacturers  who  are  adopting  TENEO  Fasteners  for  all  lines  of  women's 
Ready-to-wear  apparel. 


Convince  yourself  that  TENEO  Fasteners  are  superior  to  all  others.    Send  for  Samples  which  we'll 
hasten  to  you  with  our  Compliments.    Ask  your  Jobber  or  inquire  of  us  direct  for  prices.    We  guar- 
antee TENEO  fasteners  as  to  quality  and  satisfaction. 


The  TENEO  Co.,  Inc. 


y  <* 


20  West  22nd  Street 


New  York  / 


March,  1917 
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NHT  INVISIBLE 

ON  FOR 8 H BAD 
HO  STRAY 


of  Nrt  lh<  'Tight    Hair."    which.  wh«n 
"bag"  thtpt.  keeping  the 
Front  Drilling  of  Hau  "Tidy"  whilst  allowins  ample  fulneia. 


■T  8LIPB 
OVII 
POKBHBAD 


SIX 
POPULAR 
NUMBERS 

IN 


NO  STRAY  LOCKS. 


No.  R22 


OIPPURH  UNTIDY. 
NBT  BLIPS 
DOWN  OVBH 
""MEHBAD 


the  "Tighl  Heif,"  which  when 


placed  over  forehtad,  forma  a  neat  ba/i"  ahapt.  arxpjnt  tha 
Promt  Dntaaing  of  M.  ,  "THy,"  whil.i  B;i  ,  n  f .,  fJnaai 


Real  Human  Hair  Nets 

That  should  be  in  every  Notion  Stock 


Each  one  a  tried  and  proved 
favorite 


Complete  Stocks  on  hand 
ready  for  immediate  delivery 


Special 


HOT©M©BILE"  NET. 


Note  it  bottom  of  Net  tht  "Tight   Unit,"   which,  when 
NO*  P1""*1  ov"  fo,eh<td-  foTini  a  neat  "bag"  ahape,  keeping  tht 

V    Front  Dreeaing  of  Hair  "Tidy'-  whil«  allowing  ample  fulneji. 


COIPFUBB  URTIOY 
NBT  BLIPS 
DOWN  OVB  R 
POHBHBAD 


No.  R24  fisfiS 


Note  at  bottom  of  net  the  "Tight  Hal*,"*  which  whei 


Retail  at  Prices  as  Low  as 
Many  Inferior  Competing 
Brands 


Each  Number  can  be  furnished  in  the  following  shades — Blonde,  Light  Brown, 
Medium  Brown,  Dark  Brown,  Black,  Auburn,  Pepper  and  Salt  (Gray)  and  White. 

SOLE  AGENTS 

DIECKERHOFF,  RAFFLOER  &  CO. 

560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 

31  Bedford  St.,  Boston,  Mass. 


Philadelphia,   Pa.,  925  Chestnut  St. 


Self 
Adaptitsg 


CAP  NET 

QUITE  . 


No  Loose  Ends. 


No  Pins  Required 
No  Draw  Threads 
Color:  MID  BROWN 


■■VISIBLE. 


Finest  Real 
Human  Hair 


Manufactured 
by 

Rosenwald  Bros. 
27  Noble  St. 
London,  Eng. 


COPYRIGHT 


Large  Size 
every  net  guaranteed. 

/ndispensable  for  Prevailing  Styles  of  Coiffure 

Color  MID  BROWN 
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Notions  and  Fancy  Goods 


Joseph  L  Porter  Company,  inc. 

Yankee  Notion  House 


61-63  Leonard  Street 
NEW  YORK 


FOR 

THE 
JOBBING 
TRADE 

ONLY 


Ready  for  Immediate  Delivery 


Snap  Fasteners  0-00-000  Black  and  White  at  attractive 
prices ; 

Daisy  Flat  Centered  Crochet  Hooks,  solid  and  assorted 
sizes ; 

Stickerei    Trimming — Featherstitch    Braid  —  Ric  Rac 
Braid ; 

Shoe  Laces,  all  kinds,  at  lowest  prices ; 
Middy  Laces  in  great  variety, 
Inside  Skirt  Banding, 
Corset  Laces, 
Eagle  Pencils, 
Hat  Pins, 

All  Kinds  of  Mirrors, 
Pearl  Buttons, 

Lisle  and  Loom  Elastic  Webbing, 
Hair  Nets, 
Toilet  Pins  and  Safety  Pins. 

Sole  Selling  Agents  for  Thomas  Harper  &  Sons'  Celebrated  Needles 

Joseph  L.  Porter  Company,  inc. 

Yankee  Notions 


FOR 
THE 
JOBBING 
TRADE 
ONLY 


March,  1917 
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COLONIAL  PAGE 


YOUR  notion  and  small  ware  department  is  the  trade  attracting  department 
and  the  house  of  "Colonial  Quality"  supplies  the  latest  ideas  in  the  notion 
and  small  ware  world  and  merchandising  ability  to  make  them  sell. 

Colonial  Quality  merchandise  is  style  wise  and  price  keen,  and  the  live,  wide- 
awake merchant  knows  it. 

We  illustrate  on  this  page  six  items  of  a  diversified  line,  each  one  a  stimulus  for 
quick  sales  and  liberal  profits. 


5069 — A  pure  gum  beach  hat 
with  2-tone  extra  large  rosette, 
in  color  combinations. 

Price   per    gross  $66.00. 


4-1196— Combination  and  powder  box, 
with  mirror  and  powder  puff — orna- 
mented with  Japanese  vase  and  jade 
stone,  and  with  a  fingering  chain. 

Price  per  dozen  $8.50. 


Here  is  the  new  crystal  cabinet  now  appearing  on 
the  notion  counters  of  the  best  stores  all  over 
America. 

It  connects  your  store  with  the  great  Fashionette 
Invisible  Hair  Net  campaign,  already  an  estab- 
lished success  in  its  first  month's  business. 

Fashionette  is  a  new  idea  in  merchandising  hair 
nets  and  the  best  article  of  its  class,  and  is  priced 
at  $12.00  per  gross  less  10%. 

Write  at  once  for  crystal  cabinet  and  an  introduc- 
tory assortment.  It  will  do  the  whole  department 
good  to  connect  your  store  with  this  most  pro- 
gressive campaign.    Write  to-day  for  sample  order. 


16/46/158 — Novelty  Easter  Baskets  artistically 
decorated,  in  assorted  colors,  come  with  and 
without  covers,  packed  three  gross  to  a  case; 
in  case  lots,  $9.75  per  gross  ;  in  less  than  case 
lots,  $10.50  per  gross. 

No  order  accepted  for  less  than  one-half  a 
gross. 


6867 — White  georgette  crepe 
collar  with  colored  embroidery, 
Japanese  design. 

$8.50  per  dozen  (5%  trade.) 


5000 — Drawstring  Bag,  made  of 
fine  French  Faille,  ornamented 
with  assorted  color  seed  bead 
design,  fitted  with  mirror  and 
purse,  silk  lined.  Comes  in 
black,  gray,  green,  blue  and 
purple. 

Price  per  dozen  $42.00 


Samstag  <2  Hilder  Bros. 


Broadway  and  29th  Street 


New  York  City 
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William  Schimper  &  Company 


Office  and  Factory 
322-338  Ferry  Street 
Hoboken,  N.  J. 

Telephones 
1530  Hoboken  1531  Hoboken 


Established  1867 

Manufacturers 

R.  R.  DEBACHER,  President 


Salesrooms 
33  Union  Square  West 

(Broadway,  bet.  16th  and  17th  Sts.) 

New  York  City,  N.  Y. 

Phone,  214  Stuyvesant 


Our  1917  Lines  Are  Now  Ready  for  Inspection 

It  will  be  to  your  interest  to  see  these  lines.  We  have  added  interesting 
numbers  to  our  METAL  ART  CRAFT  Smokers'  Lines,  as  well  as  our 
ENAMELED  PERSIAN  IVORY  LINE,  both  of  which  must  be  seen  to 
be  appreciated. 


Your  attention  is  also  called  to  our  PLAIN  IVORY  LINE. 

Salesrooms  and  verify  our  claims. 


Call  at  our 


SELL  "RUSSELL 
ELASTIC  WEBS 

BY  NAME 


The  merchant  who  carries  the  line, 
knows  the  advantages  of  selling 
Elastic  Webs  branded  with  the 
"RUSSELL"  name;  backed  with  RUSSELL  merchandising  standards. 

The  fact  that  he  prefers  to  sell  "RUSSELL"  trademarked  Elastic  Webs  indicates  that  he 
believes  in  selling  goods  that  adhere — of  necessity — to  a  standard  of  value. 

The  merchant  should  seek  to  educate  his  customers  to  call  for  "RUSSELL"  Elastic  Webs. 
The  more  goods  they  ask  for  by  name — the  more  of  those  goods  he  will  sell,  and  the  more 
satisfied  customers  he  will  have. 

We  are  also  large  manufacturers  of  braids 
of  all  kinds.    Write  for  samples  and  prices. 

THE  RUSSELL  MANUFACTURING  COMPANY 


Established  1834. 


New  York  Office:   349  Broadway 
Factory:    Middletown,  Conn. 


Capital,  $900,000.00 


March,  1917 
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ALL  SIZES  of 
You  Need 


HUMP  HAIR  PINS  In  Stock 


We  recommend  these  assortments 
One  Gross 


Three    Gross  Assortment 

Including  Two  Camel  Display- 
Stands  FREE 

V2  Gross  Pkgs.  No.  4 
>  2  Gross  Pkgs.  No.  S 
'  2  Gross  Pkgs.  No.  6 


'/2  Gross  Pkgs.  No.  1 
Vz  Gross  Pkgs.  No.  2 
1 2  Gross  Pkgs.  No.  3 


Three  Gross  Packages 
All     Advertised  Sizes 


Including  One 
Stand 

1  Doz.  Pkgs.  No.  1 

1  Doz.  Pkgs.  No.  2 

2  Doz.  Pkgs.  No.  3 
One  Gross  Packages. 
All   Advertised  Sizes 


Order  through  your  jobber  today 

These  five  sizes   (shown  below)  — 
Assortment  Long,  Short  and  Medium  Standard, 

Camel  Display  and  two  "invisibles" — meet  the  de- 

mand for  every  hair  pin  size  and 
weight. 


1  Doz.  Pkgs.  No.  4 
1  Doz.  Pkgs.  No.  5 
6  Doz.  Pkgs.  No.  6 


Medium  Standard 


Short  and  Long 
Invisible 

The  only  invisible  Hair  Pins 
that  stay  in  the  hair.  Tre- 
mendous sellers.  5-ceut  pack- 
ages. Per  gross 
package   


$4.50 


Short  Medium  Long 

Standard  Standard  Standard 

These  three  sizes,  with  the  two  Invisibles,  are  scientifically  designed 
tu  meet  the  demand  of  every  hair  pin  size  and  weight  and  for  all  kinds 
of  hair.  A  complete  stock  of  all  live  sizes  is  essential.  And  these 
flv3  necessary  advertised  sizes  are  equally  in  demand. 
5-cent  packages.    Per  gross  package  


$4.50 


Five  Sizes  Assorted 

10c.  packages.  Five  sizes  assorted  iu 
a  package.  Most,  attractive  10c.  pack- 
age on  the  markt  t.  Meets  the  needs 
of  all  the  family  for  long,  short, 
heavy  and  thin  hair.  Per 
gross  packages  


$9.00 


Window  and  Counter  Display  Stand  FREE 

Handsome  fifteen  inch  Steel  Display  Stand  for  counter  and  Window,  FREE  with 
initial  orders  for  HUMP  Hair  Pins,  as  mentioned  above.  Lithographed  in  many 
colors.  Supplied  with  tray  to  hold  packages  in  all  sizes.  And  two  hangers  at  top  of 
camel  to  display  OPEN  packages. 

HUMP  HAIR  PIN  MANUFACTURING  CO. 

SOL.  H.  GOLDBERG,  President  CHICAGO 


EVERY  WOMAN  WHO 
READS  KNOWS  HUMP 
HAIR  PINS 


EAGLE 
CROCHET 
COTTON 


MADE  IN 
U.  S.  A. 


Sizes 
1  to  100  White 
1  to  50  Ecru  and  Linen  Shades 
5-30-50  and  70  all  colors 


SIX  CORD  MERCERIZED 
"CORDONNET  SPECIAL" 

10  Balls  in  a  box.  White  and  Ecru 

ALL  SIZES  CAN  BE  JOBBED  AT  ONE  PRICE 

A  six-cord  hard-twist  highly  mercerized  Crochet  Cotton  made  from  the  very  best  long  staple  Sea 
Island  Cotton  which  insures  for  it  strength  and  brilliancy  of  lustre,  a  superior  article  for  all  crochet 
purposes. 

We  positively  guarantee  the  quality,  finish,  etc.,  to  be  equal  to  that  of  any  other  similar  article  now 
on  this  market,  and  the  price  is  better. 

PRATT  &  FARMER  CO.,     48-52  E.  21st  St.,  New  York 
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TRAUt  MARK 
Registered 


TRADE  MARK 
Registered 


SPECIALTIES  IN  NOTIONS 

Poirier  &  Lindeman  Co. 

IMPORTERS 

373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRAUt  MARK 
Registered 


TRADE  MARK 
Registered 


E.  A.  GUTHMAN  CO. 


MANUFACTURERS  OF 


Toilet  Specialties  and  Art  Novelties 

Tourist  Cases,  Pullman  Aprons  —  Originators  of  Novelties  in  Society  and  Guest 
Bags,  Powder  Puff  Specialties,  Vanity  Cases  in  Leather  and  Silk,  Sachets,  etc. 

DIRECT  IMPORTERS  OF 

Sweet  Grass  Baskets 

TRIMMED  AND  UNTRIMMED 
Deliveries  Guaranteed — No  Disappointments.    Baskets  When  You  Want  Them 

NOTE  NEW  ADDRESS 

137  FIFTH  AVENUE,  NEW  YORK 


(it 


HOYTS  FAST  SELLERS 


HOYT'S 

GENUINE  GERMAN  COLOGNE 

HOYTS 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BV 

F.  HOYT  &.  CO.,  Ltd..  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER    CO.,  Inc.,  Selling  Agents 


March,  1917 
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De  Graff 

SOLE  SELL  I 

ELASTICS 

Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 

NEW  YORK  OFFICES:  881  to  8c 

BRANCH  S/ 

BOSTON,  67  Chauncy  Street                 CHICAGO,  223  West  Jackson  Boulevard 

&  Palmer 

NG  AGENTS 

BELTING 

All  Widths  in  Cotton,  Mercerized 
and  Silk 

$7  Broadway,  cor.  19th  Street 

iXESROOMS   

DENVER,  Foster  Building                 SAN  FRANCISCO,  38  Sansome  Street 

l 
® 

M 
(22 
1 

| 

i 

m 

m 
m 
m 

HORRAX 

(A  Buy  Word  for  Notions) 

HEADQUARTERS  FOR 

NOTIONS 

AND  SMALL  WARES 

Agents  for  William  H.  Cole  &  Co.'s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 

17  1       •      II                    I        35-37  East  20th  St. 

Ldwin  Horrax,  inc.  new  york 

T  BM^KmMm        A  Few  Doors  East  of  Broadway 

m 
| 

| 

Toilet 
Brushes 

SAKABE  &  CO. 

Jiro  Sakabe,  Prop, 

OSAKA,  -  -  JAPAN 
Largest  Manufacturers 

and 

Exporters  of  the  Kind. 
DIRECT  TRANSACTIONS 
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T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 

ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


3 1 5-3  2 1  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 


A  Good  Number 

MANICURE 
SEVEN  PIECE 
ROLL  UP 

$9.00  per  dozen  and  up 


Specialties  for  the  Notion  Jobbers 
SEASON  1917 

Our  Line  is  Now  Ready 


Tourist  Cases 
Manicure  Sets 
Sewing  Sets 
Military  Brush  Sets 


Collar  Pouches 
Music  Rolls  and  Bags 
Brief  Cases 

Flasks  (Leather  Covered) 


THE  BODINGER  M'FG  CO. 

3  and  5  West  19th  Street,  NEW  YORK 


L 


De  Graff  &  Palmer 

So,LAt6heents  World  Renowned  Stag  Combs      881  toN88w7YB0Jkoadway 


Made  in  BTNGHAMTON.  N.  Y.,  U.  S.  A.,  by  NOYES  COMB  CO.,  Established  1759 


March,  1917 
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No  Gift  Shop 
should 
overlook  the 
Big-Profit 

Baby 
Department 

Our  line  of  Appropriate  Gifts 
includes  infants'  decorated 
sets,  toys,  rattles,  coat  hang- 
ers, carriage  straps,  carriage 
ornaments,  record  books  and 
hot  water  bags. 
Put  in  a  line  at  once. 


Send  for  the  Big  New 

HOB 
CATALOGUE 

We  make  up 
Assortments  at 
$15,  $25,  $35,  $50,  $75 
and  up 

Get  in  touch  with  us  at  once — 
"for  profit's  sake." 

HOB  MFG.  CO. 

40  East  22nd  Street 
New  York 


They  Sell! 

They  Please! 
They  Repeat! 

--r^J  85%  Profit 

o^f^Jt^'  v    /  When  Bought  in 

Quantities 

LIST 

Nadinola  Cream  (22  drachms)  per  doz.  $8.00 

Nadinola  Cream  (10  drachms)  per  doz.  4.00 

Egyptian  Cream  (2  ounces)  per  doz.  4.00 

Nadine   Face   Powder,   White,   Flesh,  Pink, 

Brunette   per  doz.  4.00 

Nadinola    (Rose   Tint)    Rouge  per  doz.  2.00 

Nadine  Flesh   Soap  per  doz.  1.75 

Nadinola   Talcum    Powder  per  doz.  1.50 

TERMS — 2  per  cent,  off  for  cash  in  ten  days;  or  net  60  days.  Orders 
for  $12.00  or  more  freight  or  express  prepaid  to  shipping  points  in  the 
United  States. 

FREE  GOODS 

With  orders  of  $15.00  Free  at  list  price  $1.75 

With  orders  of     25.00  Free  at  list  price  3.50 

With  orders  of    50.00  Free  at  list  price    8  09 

With  orders  of  100.00  Free  at  list  price  20  00 

ADVERTISING  National  magazines  with  a  circulation  aggregating 
about  twenty  millions.    The  leading  daily  press  of  each  locality. 

Nadinola,  Egyptian  Cream,  Nadine  Flesh  Soap  and  Nadine  Face 
Powder  are  all  called  for  in  directions  for  the  Nadinola  treatment. 

No  better  merchandise  can  be  placed 
in  your  store 

Order  from  your  Jobber  or  from  factory  and  you  will  not  regret  it. 

PREPARED  BY 

NATIONAL  TOILET  COMPANY 

PARIS,  TENN.,  U.  S.  A. 


Liiii  iiiii  ii  iiiiiiiiii  ill  iiiii  ii  iiiiii  iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiaiiiiiiiiimiiKi 
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We  Babies  Demand 

t5TEWART'j5  j- 
)UPLEX 
SAFETY  PIN5.V 

ASK  TO  SEE  THEM  AND  LEARN  WHY, 


1         Let  the  Public  Know 

=  that  you  carry  the  world's  best  Safety  Pins.  = 

=  Get  one  of  these  handsome,  colorful  placards  E 

=  today! 

=  Sell  the  Safety  Pins  that  are  best  made,  best  known,  = 

E  best  advertised. 

a         Prompt  Delivery  of  Immediate  Orders 

=  Consolidated  Safety  Pin  Co. 

=  DEPT.  L  Bloomfield,  N.  J.  jjf 
~< '  1 1 1 1 1 1 1 1 1 1 1  i  1 1 1 1 1 1 1 1 1 1 1 1  i  I T 1 1 1 1 1 1 1  t  I  f  1 1 1 1 1 1 1 1 1 1 1 1  f  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  ■  1 1 1 1 1 J 1 1 1 1  f  1 1  f  f  1 1 1 
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Competition 


Methods 


The  Snap  Fastener  business  in  America  is  encountering/  unusual  conditions. 

The  war  put  it  squarely  up  to  American  manufacturers  to  supply  Snap  Fasteners.  Many 
individuals,  considering  nothing  but  the  immediate  money  that  they  might  make,  set  about 
to  manufacture  snaps  to  be  sold  at  any  price  without  regard  to  quality  or  future  possi- 
bilities. 

To  be  sure,  attempts  were  made  to  produce  a  fastener  that  was  right,  and  of  these  attempts  So-E-Z,  by  dint  of  prior 
preparedness  and  ingenuity,  and  backed  by  unlimited  resources,  proved  the  complete  success.  Exclusive  features,  such 
as  the  famous  turtle  back,  large  oblong  holes,  special  finish  and  the  fact  that  it  is  made  in  five  sizes  make  the  So-E-Z 
not  only  the  best  American  fastener,  but  the  best  fastener  ever  produced. 

Competitive  methods,  such  as  always  arise  in  a  situation  similar  to  this,  have  been  ar  work.  Competition,  being 
unable  to  combat  the  forceful  So-E-Z  merchandising  methods  and  to  meet  quality  with  quality,  had  but  one  alter- 
native— that  of  price  cutting.  No  manufacturer  can  afford  to  sell  a  product  that  doesn't  give  him  a  fair  profit,  and  the 
So-E-Z  stands  on  its  price  because  its  price  is  measured  by  the  merit  it  represents  ;  measured  by  the  exclusive  points 
it  offers  to  women;  measured  by  its  quality,  as  it  is  guaranteed. 

It  isn't  a  question  with  farseeing  jobbers  and  merchants  that  they  have  snap  fasteners  of  any  sort  merely"  because  the 
price  is  low — they  wish  a  snap  fastener  that  will  meet  all  requirements,  bring  re-orders  and  allow  them  a  good  profit, 
and  surely  no  jobber  or  dealer  can  afford  to  permit  cheap  goods  to  go  out,  merely  because  a  few  cents  more  have  been 
earned. 

So-E-Z  Snap  Fasteners  are  the  only  American  snaps  with  a  permanent  price.  The  jobber  is  pro- 
tected. He  knows  that  he  isn't  going  to  have  a  large  stock  of  So-E-Z  left  on  his  hands  that  he  can't 
sell  at  the  price.  The  dealer  isn't  going  to  find  a  competitor  able  to  cut  the  price,  because  they  cost 
him  less.  Every  man  that  purchases  his  So-E-Z  Snaps  knows  that  the  firm  back  of  them  has  one 
price  and  is  protecting  everybody. 

So-E-Z  is  the  only  American  Snap  Fastener  made  in  five  sizes  and  the  only  one  with  the 
large,  oblong  holes.  The  turtle  back,  which  makes  such  a  wonderful  talking  point  with  women, 
is  absolutely  exclusive  to  the  So-E-Z.  No  other  snap  fastener  has  the  advertising  and  pro- 
motion to  aid  the  jobber  and  dealer  as  that  sent  out  by  So-E-Z,  nor  has  it  the  strenuous  and 
increasing  demand  among  women. 

So-E-Z  will  continue  to  back  the  jobber  and  dealer — ro  give  good  value  -to 
inspect,  individually,  every  fastener  on  every  card — and  to  stand  on  an  honest, 
American,  clean-cut  platform,  despite  price-cutting  on  inferior  snap  fasteners. 
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The  Hook  With  An  Eye  for  Business 

To  please  women-folks — that's  the  business  of  a 
hook-and-eye. 
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Notions  and  Fancy  Goods 


The  Chicago  Fancy  Goods  Fair 

The  Palmer  House  to  Be  the  Mecca 

The  Fancy  Goods  Fair,  which  is  conducted  annually  in  Chicago,  a  notable  event  in  fancy  goods  circles, 
becomes  of  more  importance  with  each  succeeding  season.  From  all  reports  the  number  of  manufacturers 
represented  will  be  larger  than  ever  before,  and  their  lines  more  extensive. 

Among  those  who  will  be  represented,  making  their  headquarters  at  the  Palmer  House,  are: 


The  Alpha  Brush  Co.,  Troy,  N.  Y.,  will  be  represented 
by  John  K.  Houston  in  room  628.  He  will  show  a  full 
line  of  toilet,  hair,  cloth,  hat  and  military  brushes. 


The  Art  Metal  Works,  Newark,  N.  J.,  will  have  an  ex- 
tensive line  of  their  Talking  Mama  dolls.  The  display 
will  be  in  charge  of  their  regular  Chicago  representative. 


The  Conroy-Prugh  Co.,  N.  S.,  Pittsburgh,  Pa.,  will  be 
represented  by  W.  S.  Prugh  on  the  sixth  floor  with  a  line 
of  mirrors,  including  toilet,  novelty  and  stand,  bathroom 
wall  and  shaving  mirrors. 


The  Cosmo  Mfg.  Co.,  Chicago,  111.,  will  be  represented 
by  John  K.  Houston  in  room  628,  showing  a  full  line  of 
toilet  sets  and  tourists'  cases. 


The  Effbee  Co.,  512  South  5th  Ave.,  Chicago,  111.,  will 
show  their  lines  in  rooms  454  and  456.  Their  line  con- 
sists of  leather  tourists'  cases,  ivory  toilet  goods,  week-end 
cases,  leather  novelties  and  "Perfection"  toilet  cases.  F. 
B.  Felsenthal  will  be  in  charge. 


The  Elite  Novelty  Co.,  102  Murrav  St.,  Newark,  N.  J., 
will  show  their  lines  of  gold  and  silver  metal  novelties,  in- 
cluding jewel  boxes,  clocks,  shaving  sets  and  religious 
articles,  in  room  522.  J.  Katz,  president  of  the  company, 
will  be  in  charge. 


Ellis  &  Goltermann,  Inc.,  122  W.  27th  St.,  New  York, 
will  show  their  lines  of  shaving  stands,  shaving  sets, 
brush,  comb,  mirror  and  manicure  sets  in  German  silver, 
Parisian  ivory  and  ebony  finished,  in  room  528,  in  charge 
of  Samuel  J.  Dembo. 


The  Gotham  Mfg.  Works,  Brooklyn,  N.  Y.,  will  be  rep- 
resented by  John  K.  Houston  in  room  628,  snowing  a  full 
line  of  fancy  metal  goods. 


The  Henry  Heininger  Co.,  353  Broadway,  New  York, 
represented  by  Chas.  L.  Baker  in  room  538,  will  show  a 
very  extensive  line  of  greeting  cards,  valentines,  tally 
cards,  post  cards  and  paper  toys. 


Heinrich,  Herrmann  &  Weiss,  1220-1228  Broadway,  New 
York,  will  display  their  line  of  fancy  leather  goods,  in- 
cluding traveling  toilet  sets,  manicure  sets,  sewing  sets 
and  many  other  novelties  in  room  634.  Mr.  Adolph  Weiss 
will  be  in  charge. 


W.  C.  Horn,  Bro.  &  Co.,  541  Pearl  St.,  New  York,  will 
show  a  complete  line  of  stationery  specialties  in  room  432. 
Their  exhibit  will  be  in  charge  of  R.  S.  Dobbie. 


The  International  Trading  Syndicate,  New  York,  will 
feature  a  line  of  toys,  notions,  5,  10  and  25c  specials  in 
room  641.    Max  Eckardt  and  E.  H.  Goldeman  will  be  in 

charge. 


Kronheimer  &  Oldenbusch  Co.,  362  Fifth  Ave.,  New 
York,  will  be  represented  from  April  1  to  15  by  Lee  S. 
Schott  in  room  318,  with  a  line  of  stationery  desk  sets, 
picture  frames,  jewel  cases,  souvenirs  and  many  other 
fancy  metal  novelties,  including  some  Chinese  effects  on 
metal. 


A.  Leipzig,  Inc.,  127  W.  17th  St.,  New  York,  will  show 
a  full  line  of  novel  and  staple  goods  in  baskets  and  willow 
ware.    Harry  C.  Calisch  will  be  in  charge  of  the  exhibit. 


D.  Lisner  &  Co.,  303  Fifth  Ave.,  New  York,  will  be  rep- 
resented by  Sidney  Lisner,  who  will  show  an  extensive 
line  of  ladies'  novelties  in  imported  jewelry. 


Metal  Products  Corp.,  Providence,  R.  I.,  will  be  repre- 
sented by  Louis  F.  Rosenberg  in  room  554,  who  will  show 
a  full  line  of  candlesticks  with  shades  complete,  electric 
boudoir  and  dining  room  lamps,  vanity  and  coin  cases,  the 
"Fillkwik"  cigarette  cases  and  a  full  line  of  enamel  toilet 
articles  and  manicure  pieces. 


A.  S.  Payne,  North  Bennington,  Vt.,  will  be  represented 
by  John  K.  Houston  in  room  628,  with  a  complete  line  of 
hand  toilet  mirrors. 


The  Pattberg  Novelty  Works,  Jersey  City,  N.  J.,  will 
be  represented  by  P.  W.  Pattberg  in  room  422,  showing  a 
full  line  of  humidors,  game  and  poker  sets  and  fancy 
boxes. 


Bernard  Rice's  Sons,  325  Fifth  Ave.,  New  York,  will  be 
represented  by  A.  Adler  in  room  550,  with  an  extensive 
line  of  metal  shaving  stands,  Sheffield  hollow  ware  and 
plated  articles. 


Robbins  &  Prokesch,  22  W.  19th  St.,  New  York,  will  be 
represented  in  room  650  by  Bernard  Robbins,  who  will 
show  a  line  of  ladies'  hand  bags,  pocket  books,  music  rolls 
and  folds  and  other  leather  novelties. 


Herman  Scheuer  &  Sons,  171  Madison  Ave.,  New  York, 
will  occupy  room  518,  and  will  be  represented  by  Henry 
Lichtenstein,  showing  a  full  line  of  fancy  leather  goods  of 
all  descriptions. 


William  Schimper  &  Co.,  Hoboken,  N.  J.,  will  have  a 
fine  exhibit  in  room  428.  Their  Chicago  representative, 
Mr.  J.  F.  Woolley,  will  show  a  complete  line  of  specialties 
in  ivory,  sterling  and  plated  silver. 


The  Turchin  Co.,  Inc.,  536  W.  23d  St.,  New  York,  will 
display  their  line  in  room  438,  in  charge  of  M.  V.  Turchin. 
The  featured  lines  will  be  Sheffield  plate,  hand  wrought  sil- 
ver novelties,  as  well  as  table  ware.  Also  smoking  novel- 
ties, writing  sets  and  stationery  accessories.  Copper 
lamps  and  copper  novelties  will  also  be  a  part  of  their 
exhibit. 


Jennings  Silver  Co.,  Inc.,  Irvington,  N.  J.,  will  be  rep- 
resented by  Chas.  T.  Ahlborn  and  Harry  Schwerin  in 
rooms  450  and  452.  They  will  show  a  full  line  of  silver 
plated  toilet  ware,  including  shaving  stands,  shaving  sets, 
manicure  sets,  military  sets,  traveling  sets  and  hollow 
ware. 


H.  L.  Judd  Co.,  87  Chambers  St.,  New  York,  will  be 
represented  by  C.  G.  Tollefsen  in  rooms  440  and  446, 
who  will  show  a  full  line  of  fancy  metal  novelties,  includ- 
ing book  ends,  book  racks,  library  and  desk  sets,  smoking 
sets,  photo  holders,  etc. 


The  Weidlich  Bros.  Mfg.  Co.,  Bridgeport,  Conn.,  in 
room  338  will  show  a  line  of  silver  plated  ware  in  Sheffield 
styles,  table  novelties  including  jam  jars,  salt  and  pepper 
sets,  sandwich  plates,  baskets,  vases,  candlesticks,  also 
cast  metal  novelties  in  silver  and  gold  finishes,  clocks, 
jewel  cases,  puff  jars,  etc.,  sterling  silver  flatware,  baby 
spoons,  baby  sets,  souvenir  spoons  and  novelties,  in 
charge  of  E.  C.  Weidlich. 


United  Novelty  Co.,  Lancaster,  Pa.,  will  be  represented 
by  A.  Rosenstein  in  room  520,  displaying  a  full  line  of 
manicure  sets  and  leather  novelties. 
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Notions— The  Cinderella  Department 

Although  One  of  the  Most  Important  Departments  in  the  Modern  Store,  It  Is  Usually  the  Most 
Neglected.     A  Careful  Reading  of  This  Article  Should  Prove  Interesting  to 

Retail  Merchants  Generally. 


OOK  through  the  average  retail  establ- 
ishment. Elaborate  pains  are  taken 
to  dress  up  the  departments  that  are 
devoted  to  showy  merchandise.  They 
are  the  favored  sisters,  given  the  best 
of  everything,  much  advertised.  Yet  many  a  mer- 
chant has  come  to  learn  that  notions  virtually  kept 
in  rags  is  a  Cinderella  true  to  the  book  when  the 
search  is  made  to  find  the  department  of  least  ex- 
pense and  clearest  profit,  for  the  glass  slipper  surely 
fits  the  unobtrusive  notions  department. 

When  all  is  said  and  done  it  is 
the  department  in  which  the  re- 
turns for  the  investment  made  are 
steady  and  of  comfortable  size, 
the  department  that  does  not 
cause  any  sleepless  nights  such 
as  come  from  buying  the  purely 
speculative  merchandise,  and  so 
it  is  one  which  does  the  most 
for  the  peace  of  mind  of  the  mer- 
chant prince  who  would  live  to 
a  ripe  age  without  the  danger  of 
facing  bankruptcy 


in  his  realm.  If 
any  department 
can  show  itself  to 
be  the  possessor 
of  such  advan- 
tages as  come  from 
safety  of  invest- 
ment and  certainty 
of  profit  it  is  the 


notions  department.  This  department,  viewed  from 
the  standpoint  of  merchandise  which  is  staple  to  it 
is  ideally  situated.  Losses  are  almost  outside  of  the 
range  of  probability  so  far  as  staples  are  concerned. 
They  are  bought  in  fairly  small  quantities  of  each 
item  of  a  thousand  or  more  that  go  to  make  up  a 
stock  all  having  a  utility  value.  While  the  indi- 
vidual sales  are  small  the  number  is  large  and  the 
aggregate  business  is  impressive,  especially  so  when 
it  is  considered  that  the  turnover  in  this  department 
is  of  greater  frequency  than  will  be  found  in  most 
other  departments. 

There  should  be  no  difficulty  in  buying  notions 
right.  Not  that  buying  right  means  simply  pur- 
chasing at  the  lowest  prices.  On  the  contrary,  the 
best  judgment  is  in  establishing  a  reputation  for 
having  good  grades  of  the  various  notion  staples, 
not  changing  to  another  maker's  brand  on  a  price 
inducement  unless  the  goods  themselves  are  at  least 
equal  to  what  have  been  stocked  right  along.  Even 
then  it  must  be  borne  in  mind  that  women  form  a 
habit  of  expecting  a  certain  brand  when  they  come 
to  your  store,  and  there  is  always  the  danger  of 
losing  the  customer  who  may  feel  that  a  different 
brand  which  you  offer  her  is  not  as  good  as  the  one 
for  which  you  have  caused  her  to  have  a  preference 
through  the  fact  that  your  salesgirls  have  already 
instilled  the  idea  firmly  in  the  customer's  mind  that 
it  is  the  best  brand  on  the  market. 

The  more  thought  that  is  given  to  the  question  of 
"value  impressions"  created  in  the  minds  of  shoppers 
by  your  sales  force  the  nearer  you  will  come  to 
solving  the  problem  of  holding  and  building  trade. 
It  is  the  natural  thing  for  the  average  girl  behind 
the  counter  to  clinch  a  sale  by  assuring  the  shopper 
that  "This  is  the  very  best  brand.  We  only  keep 
the  best."  At  the  time  that  line  of  argument  fits  in 
quite  nicely.  Now  look  ahead  two  months  or  so, 
during  which  you  have  made  a  change  to  another 
brand  for  business  reasons  appearing  sufficiently 
good  from  the  buyer's  standpoint,  but  possibly  over- 
looking the  possible  consequences  when  it  comes  to 
selling  the  new  brand  over  the  counter.  What  hap- 
pens? A  customer  appears.  She  asks  for  a  certain 
article.  Let  us  say  it  is  a  ball  of  yarn.  You  have  a 
new  brand.  The  girl  behind  the  counter  produces 
a  ball  of  it  and  the  customer,  perhaps  forgetting  the 
name  of  the  brand  she  formerly  obtained  at  your 
counter,  says,  "This  isn't  the  brand  I  wanted."  Now 
— look  out! 

Right  here  the  salesgirl  is  pretty  apt  to  call  forth 

her  battery  of  "convinc- 
ers."  So  she  says,  "This  is 
the  very  best  brand.  We 
only  keep  the  best."  Can 
you  imagine  what  the  cus- 
tomer's impression  is  of 
the  veracity,  or  lack  of  it, 
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to  be  met  in  your  store?  Two  months  previously 
another  brand  called  forth  that  "convincer,"  and  now 
the  salesgirl  has  the  same  dose  of  homeopathic  me- 
dicine to  administer  with  the  new  brand. 

Watch  out  for  this  sort  of  thing.  It  doesn't  pay, 
and  it  isn't  fair  to  call  any  certain  brand  the  best. 
Dig  for  the  good  points  of  everything  you  sell  and 
see  that  the  sales  force  know  their  excellences,  what 
they  are  for,  and  how  to  use  them.  One  of  the  surest 
ways  to  build  a  reputation  that  you  can  bank  on  is 
to  stick  to  the  good  points  of  what  you  sell.  It  is 
surprising  how  appreciative  the  average  woman  is 
when  you  tell  her  something  of  real  meaning  con- 
cerning the  goods  you  offer  her. 

Attractive  Fixtures  Most  Desirable. 

Returning  to  the  proposition  of  what  advantages 
the  notions  department  has  to  offer  in  the  general 
assemblage  of  departments,  there  is  always  the  ob- 
vious but  nevertheless  important  advantage  in  the 
small  space  notions  require  as  compared  with  other 
lines.  Partly  due  to  the  inconspicuous  character  of 
the  notions  department,  many  a  merchant  has  been 
led  to  commit  the  error  of  using  in  this  department 
fixtures  which  have  been  found  not  sufficiently 
"smart"  for  some  other  part  of  the  store.  Needless 
to  say,  this  sort  of  thing  is  bound  to  visit  dire  results 
upon  the  store  which  is  so  short  sighted,  for  if  fine 
fixtures  are  needed  anywhere  the  place  for  them  is 
certainly  where  the  merchandise  itself  is  not  adapted 
to  attracting  attention. 

No  one  would  expect  a  display  of  notions  to  attract 
a  customer  half  way  across  the  store.  At  that  dis- 
tance in  a  store  of  any  size  they  would  be  hardly 
discernible.  Every  detail  of  the  fixtures  for  notions 
should  be  carefully  arranged  with  a  view  to  drawing 
the  eye.  In  place  of  a  jumble  of  beads  in  a  box,  try 
arranging  them  artistically  upon  a  bright  gold  or 
silver  fixture,  with  a  reserve  supply  in  the  case  or  in 
shelf  boxes.  With  a  little  artistic  sense  given  to 
arranging  those  items  which  adapt  themselves  to 
display,  a  particularly  attractive  appearance  can  be 
given  to  the  notion  department.  Now  is  the  time  to 
make  use  of  beads,  particularly  those  used  for  deco- 
rative effects.  They  are  decidedly  the  fashion  and 
can  be  used  for  so  many  different  purposes  that  the 
buyer  who  has  ideas  as  well  as  the  proper  merchan- 
dise can  reap  a  harvest  on  beads  alone.  Have  one 
of  the  salesgirls  put  in  a  few  hours  sewing  beads  on 
cards  in  fancy  designs,  Oriental  designs  especially, 
and  let  the  show  card  writer  put  the  words  "Oriental 
Pattern  Beads"  or  some  other  appropriate  phrase  on 
the  cards,  and  you  will  earn  a  fair  amount  of  space 
in  the  window  displays,  also  the  satisfaction  of  in- 
creased sales  at  the  notion  counter. 

Complete  Stocks  Necessary  to  Success. 

Lest  too  much  attention  seem  paid  to  beads,  let  it 
be  said  that  they  are  mentioned  by  way  of  suggest- 
ing the  advisability  of  featuring  the  most  fashionable 
items  of  the  department.  Beyond  that,  it  is  still 
more  important  to  remember  that  the  success  of 
notions  depends  very  greatly  upon  having  a  com- 
plete stock  at  all  times.  They  are  little  things,  these 
notions,  and  women  expect  to  find  what  they  want 


whenever  they  are  in  need  of  an  item.  A  highly 
successful  merchant  recently  said  that  he  would 
rather  a  customer  failed  to  find  the  kind  of  a  suit 
she  wanted  in  his  store  than  to  have  her  go  away 
annoyed  because  the  notions  department  lacked  some 
little  item  she  wanted.  It  is  the  little  things  that 
count  in  the  building  up  of  the  notion  department 
and  making  friends  of  the  store. 

A  Decided  Shortage  of  Wanted  Notions 

The  shortage  existing  in  many  lines  of  notions  has 
now  reached  a  point  in  which  the  situation  may  be 
called  acute,  and  manufacturers  of  the  best  selling 
staples  are  in  a  quandary  as  how  best  to  meet  pre- 
vailing conditions.  Some  of  them  have  met  the 
problem  of  rising  cost  of  materials  and  the  increased 
labor  scale  of  wages  by  decreasing  the  quantity  of 
material  used,  or  in  lessening  the  count,  as  has  been 
done  in  toilet  pins,  for  instance.  The  latest  develop- 
ment along  these  lines  is  the  action  taken  by  some 
of  the  large  manufacturers  of  spool  cotton.  They 
have  reduced  the  normal  200-yard  spool  to  150  yards 
and  100  yards,  respectively,  according  to  whether  the 
cotton  is  black  or  colored.  This  is  done,  say  the 
manufacturers,  in  order  that  the  spools  can  still  be 
sold  at  the  usual  5-cent  price,  which  they  claim  is 
the  only  one  at  which  it  can  be  successfully  retailed. 
Some  of  the  independent  manufacturers  have  not  as 
yet  reduced  the  yardage  on  their  spools,  but  how 
long  before  they  will  have  to  follow  suit  is  prob- 
lematical. 

Recent  Notion  Novelties. 

One  of  the  new  things  at  the  notion  counter  is  a 
barrel  skirt  foundation.  This  foundation  is  formed 
to  hold  out  the  dress  where  width  is  necessary  to 

give  the  correct 
silhouette.  Soft- 
ness of  material 
and  shaping  to- 
ward skirt  edge 
allows  the  gar- 
ment to  fall  nat- 
urally into  the 
barrel  outline. 
The  figure  rep- 
resented in  the 
mirror  shows  the 
barrel  founda- 
tion, while  the 
one  at  the  left 
shows  the  effect 
produced  by 
wearing  under 
the  gown. 

These  new 
foundations, 
which  are  de- 
signed   to  save 

By  courtesy  of  The  Warren  Featherbone  Co.   the  dressmaker 

much  time  and  trouble  in  the  production  of  the  new- 
est and  most  decided  note  of  the  spring  models,  are 
made  of  Warren's  Girdelin,  a  thin  pliable  belting 
which  not  only  maintains  the  shape  desired,  but  is 
light  and  easy  to  handle. 
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Fashion  Favors  Girdles  and  Belts 


NE  of  the  outstanding  features  of  the 
present  season  is  the  popularity  of 
belts.  A  glance  at  the  models  being 
shown  in  the  showrooms  of  the  lead- 
ing modistes  gives  one  the  impression 
that  no  costume  is  entirely  complete  unless  a  belt 
of  some  sort  is  employed,  either  for  use  or  orna- 
ment, the  latter  use,  however,  being  decidedly  pre- 
eminent. 

While  the  importance  of  the  movement  in  favor 
of  belts  will  not  be  fully  apparent 
until  warmer  weather  sets  in  and 
women  leave  off  their  outer  wraps, 
the  large  number  being  worn  gives 
a  fair  idea  of  what  is  to  come. 

Buyers  everywhere  are  alive  to 
the  fact  that  belts  are  about  to 
occupy  the  center  of  the  stage,  and 
are,  as  a  rule,  making  preparations 
to  meet  the  demand  that  is  now 
materializing.    Manufacturers  re- 
port that  not  for  years  have  they 
had  so  many  advance  orders  on 
their    books    as    at  the 
present  time.    A  wonder- 
ful business  is  developing 
in  girdles,  and  the  demand 
is  growing  day  by  day. 
One  of  the  most  satisfac- 
tory developments  of  the 
business  being  done  is  that 
the  most  handsome  and 
expensive   sorts   are  the 
best  selling;  in  fact,  price 
seems  to  be  no  bar  what- 
ever to  the  sale  of  a  girdle, 
providing  it  is  novel  and  attractive. 

Manufacturers  producing  the  better  sorts  are 
fairly  overwhelmed  with  orders,  one  of  the  leading 
firms  making  a  specialty  of  girdles  not  guaran- 
teeing deliveries  under  six  weeks. 

This  demand  for  girdles  is  a  natural  sequence 
the  popularity  of  everything  Oriental,  and  the 
colorings  used  in  some  of  the  most  attractive  speci- 
mens are  almost  barbarian  in  the  extravagance  of 
color. 


Illustration  by  courtesy  of  M.  Gui/enhcim,  Inc 


They  are  being  shown  in  ail  kinds  of  materials, 
combinations  of  metal  and  imitation  jewels  being 
the  most  popular.  Other  materials  include  bisque, 
celluloid,  galalith,  polished  stones  and  Chinese 
coins.  Then  there  are  numberless  designs  made 
entirely  of  beads  of  varying  contrasting  colors,  al- 
most invariably  being  finished  off  with  tassels  of 
beads  to  match. 

Retailers  are  almost  a  unit  in  the  opinion  that 
the  present  demand  for  girdles  will  develop  into 
a  veritable  craze  before  the  season 
is  half  over ;  most  of  them  are  dis- 
playing them  most  liberally.  One 
large  department  store  recently 
devoted  an  entire  window  to  a 
showing  of  girdles.  The  display, 
which  was  exceedingly  elaborate, 
attracted  considerable  attention. 

This  is  the  first  season  for  some 
time  that  has  promised  good  busi- 
ness in  this  line.    For  some  time 
past  belts  have  been  a  pretty  slow 
proposition ;  today,  however,  the 
business  is  once  more  on 
a  firm  foundation,  the  de- 
mand is  growing  day  by 
day,  and  the  future  looks 
particularly  rosy,  not  only 
to  the  manufacturer,  but 
to  the  buyer  of  belts. 

Now  is  the  time  for 
buyers  of  belts  to  make 
the  most  of  their  oppor- 
tunity by  pushing  and  dis- 
playing belts  in  every 
manner  possible.  It  has 
been  such  a  long  time  since  belts  were  popular  that 
the  public  have  to  be  educated  to  the  fact  that  they 
are  now  favored  by  people  of  fashion. 

It  is  to  the  interest  of  buyers  to  join  hands  with 
the  manufacturers,  and,  by  putting  in  a  liberal  as- 
sortment, advertising  and  featuring  them  in  every 
possible  way,  usher  in  a  period  of  prosperity  in  the 
line  that  will  be  profitable  to  all  concerned. 


The  only  knocker  that  gets  by  is  opportunity. 
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The  Trade  Paper 

A  Few  Facts  Showing  Its  Value  to  the  Advertiser. 


THE  first  class  trade  paper  is  an  indispensable 
advertising  medium  for  the  manufacturer  and 
wholesaler  of  anything  in  the  line  of  its  trade  policy. 

The  merchant  who  depends  upon  the  retailer  for 
his  livelihood  can  simply  not  afford  not  to  be  repre- 
sented in  his  trade  papers  of  character. 

The  trade  paper,  if  it  reaches  anybody,  and  no 
matter  if  it  reaches  but  few,  and  the  best  papers 
reach  a  good  many,  must  reach  those  interested  in 
its  line  of  trade. 

If  the  circulation  be  only  2,000,  or  even  1,000,  then 
that  paper  is  read  by  2,000  or  1,000  probable  buyers, 
not  purely  possible  buyers. 

Any  medium  which  can  reach  1,000  probable  buy- 
ers is  worth  more  to  the  advertiser,  who  depends 
upon  his  sales  to  retailers,  than  a  medium  reaching 
10,000  possible  buyers,  unless  the  1,000  probable 
buyers  be  included  in  the  10,000  possible  buyers. 

The  readers  of  trade  papers  are  directly  inter- 
ested in  the  goods  advertised.  The  trade  paper  is 
a  sort  of  readable  directory,  arranged  with  every 
attention  to  typographical  display,  the  advertising 
pages  being  frequently  of  more  interest  to  the  reader 
than  the  editorial  and  news  columns  themselves. 

A  man  interested  in  the  clothing  business  will 
read  everything  about  clothing,  no  matter  how  dry 
the  articles  may  be.  It  appeals  to  his  pocket,  and, 
what  is  more,  he  is  interested  in  the  doings  of  others 
in  the  same  line  of  trade.  He  reads  the  advertise- 
ments of  the  trade  paper,  if  he  be  a  retailer,  in  order 
that  he  may  keep  up  to  the  times,  and  save  an  occa- 
sional dollar  by  buying  of  new  and  enterprising 
firms,  who  apparently  are  offering  something  as 
good  for  less  price  or  something  better  at  less  than 
proportionate  increase. 

The  advertiser  who  expects  to  receive  direct  re- 
turns from  his  trade  paper  advertising  will  be  dis- 
appointed nine  times  out  of  ten. 

The  value  of  good  trade  paper  advertising  is  not 
to  be  reckoned  by  definite  returns,  so  many  per  hour, 
per  day  or  per  week;  it  is  to  be  reckoned  upon  the 
value  of  its  general  whole. 

The  majority  of  people  who  order  goods  by  seeing 
advertisements  in  a  trade  paper  seldom  take  the 
pains  to  give  the  paper  the  credit  for  it. 

The  house  with  its  advertisement  in  the  trade 
paper  continuously,  if  the  trade  paper  be  the  lead- 
ing one  of  its  line,  keeps  the  name  before  the  prob- 
able buyer,  who  may  buy  of  him  really  without  know- 
ing that  he  saw  the  advertisement  in  the  trade  paper, 
for  the  trade  paper,  if  it  does  nothing  else,  acts  as  a 
sort  of  unseen  introductory  medium  between  maker 
and  buyer,  presenting  to  the  traveling  salesman  the 
best  kind  of  respectable  assistance. 

A  good  trade  paper  is  an  indispensable  part  of 
trade.  Trade  cannot  be  run  successfully  without  it, 
for  it  never  has  been  run  successfully  without  it.  It 
is  the  connecting  link  between  people  of  the  same 
line  of  trade — a  medium  for  exchange  of  ideas,  plans 


and  principles.  It  stimulates  trade,  keeps  trade  alive 
and  holds  business  competition  in  proper  check.  It 
is  the  balance  of  trade,  and  it  is  not  appreciated  as 
it  ought  to  be. 

Successful  manufacturers  and  wholesalers  have 
been,  and  probably  always  will  be,  liberal  advertisers 
in  trade  papers.  If  good  trade  paper  advertising 
does  not  pay,  it  is  quite  remarkable  that  the  ablest 
concerns  in  every  line  of  business  persist  in  using 
liberal  space  in  their  leading  trade  papers.  Whole- 
sale business  houses  are  too  conservative  and  value 
a  dollar  too  much  to  waste  money  in  trade  paper 
advertising  if  they  had  not  from  experience  proven 
to  their  own  satisfaction  that  trade  paper  advertis- 
ing, used  judiciously,  brings  returns. 

A  single  answer  to  a  trade  paper  advertisement 
may  bring  to  the  wholesaler  a  profit  more  than  equal 
to  the  entire  expense  of  trade  paper  advertising  for 
a  term  of  years. — Business  Building,  by  Nath'l  C. 
Fowler,  Jr. 


A  NATIONAL  "PAY-UP"  WEEK. 

A DECIDED  effort  is  being  made  in  various 
quarters  to  add  to  the  number  of  days  having 
distinctive  titles.  Some  of  these  have  proved  quite 
popular  and  have  resulted  profitably  to  certain  in- 
terests, notably  "Apple  Day/'  "Orange  Day,"  etc. 
In  some  cities  periods  longer  than  a  day  are 
grouped  as  "Prosperity  Week,"  "Sewing  Week"  or 
"Fashion  Week,"  when  a  purposeful  effort  is  made  to 
excite  a  particular  interest  in  buying. 

The  latest  development  of  the  kind  is  borrowed 
from  the  Chinese.  Those  people  have  a  custom  of 
celebrating  New  Year's  Day  by  looking  up  their 
creditors  and  paying  their  debts.  Some  one  in  this 
country  suggested  that  this  idea  might  be  carried 
out  here,  and  and  so  recently  an  effort  has  been  made 
to  have  a  "national  pay-up  week"  at  the  end  of 
February  in  each  year.  This  has  already  received 
a  kind  of  official  sanction  in  the  town  of  Wilmerding, 
Penn.,  where  the  Burgess  recently  issued  a  formal 
proclamation  on  the  subject.  After  a  preamble  re- 
citing the  advantages  of  the  proposition,  the  Burgess 
designated  the  week  of  February  21  to  26,  inclusive, 
as  pay-up  week  in  that  community,  adding:  "I  do 
sincerely  trust  that  every  man  and  woman  in  our 
city  or  community  who  owes  a  debt  will  endeavor 
to  pay  it  during  this  week  and  thus  aid  in  the  great 
national  movement  for  prosperity." 

It  is  a  most  hopeful  sign  of  progress  that  a  Penn- 
sylvania community  should  recognize  that  anything 
except  a  high  tariff  has  anything  to  do  with  pros- 
perity, and  such  a  recognition  is  worth  something 
even  if  the  folks  there  do  not  make  their  creditors 
glad  by  settling  up. 


Of  course  the  clerk  is  going  to  make  good  mainly 
on  what  he  has  in  him,  but  there  is  no  rule  that  says 
a  little  encouragement  will  do  any  harm. 
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HAND  BAG 
WORLD 


Being  a  retrospect  and  a  prospectus 
— The  prevailing  styles  are  described 
and  the  profit  possibilities  pointed 


out. 


By  courtesy  of  Sainstag  &  Hilrtcr  Bros. 


IiiiiiiiiiiiiiiiiifiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiaiiiiiiiiiatiiiiiiiaiiiiiiiiiiiiiiiiiiEiiiiiiiiiiiiiiiiii— 


MAZING  things  have  happened  in 
trade  since  August,  nineteen-fourteen, 
and  leather  goods  have  had  fully  as 
many  difficult  problems  to  solve  as 
have  any  other  lines  of  merchandise. 
Lately  the  retail  buyer  for  this  department  has  had 
small  exercise  for  his  expert  knowledge  of  leather 
values,  his  principal  aim  being  to  acquire  for  his 
stock  a  sufficient  variety  of  good  selling  merchandise 
and  novelties  that  are  suitable  for  his  department, 
though  they  are  more  often  constructed  of  other  ma- 
terials than  leather. 

During  the  past  few  weeks  the  business  in  ladies' 
hand  bags  has  been  very  satisfactory.  This  is  at- 
tributed very  largely  to  the  liberal  purchasing  which 
has  been  done  in  view  of  the  forthcoming  Easter 
holidays.  This  buying  has  been  of  unusual  volume, 
buyers  generally,  and  particularly  those  represent- 
ing the  larger  establishments,  realizing  the  condi- 
tions which  prevail  in  the  primary  markets.  Not 
only  leather,  but  most  of  the  materials  used  in  the 
construction  of  hand  bags,  are  steadily  advancing 
in  price,  and  when  the  limit  will  be  reached  no  one 
is  rash  enough  to  prophesy. 

In  looking  over  the  situation  it  must  be  acknowl- 
edged that  there  is  much  of  advantage  to  the  trade 
in  general  in  the  fact  that  the  conditions  which  now 
exist  have  developed  a  very  thorough  ability  on  the 
part  of  the  manufacturers  in  the  direction  of  real 
creative  design  work.  Today  the  market  is  abun- 
dantly supplied  with  goods  for  this  department  that 
show  a  fine  sense  of  the  artistic  combined  with  the 
practical,  for  it  is  one  of  the  special  features  of  the 
leather  goods  department  that  its  wares  are  mostly 
the  sort  that  come  under  the  head  of  useful  things. 

So  far  as  concerns  hand  bags,  it  is  no  less  true 
today  than  it  has  been  for  many  months  past  that 
the  drawstring  bag  is  the  leading  variety,  all  because 
of  the  continued  scarcity  of  metal  frames.  Beaded 
effects  of  Oriental  character  are  high  favorites,  due 
to  the  growing  strength  of  Oriental  fashions  in  dress 
and  home  decorations.  Though  mainiy  of  fabric, 
there  are  drawstring  bags  of  leather,  such  as  a  recent 
novelty  made  of  natural  color  chamois,  and  this,  too, 
has  its  band  of  bright  colored  beads,  together  with 
a  fringe  of  leather  tassel.  Such  metal  frame  bags  as 
appear  are  elaborately  made  so  that  they  will  bring 


the  price  they  deserve.  Essentially,  it  is  a  year  of 
unusual  fads  and  fancies  in  the  leather  goods. 

The  present  high  price  of  leather  suitable  for  the 
making  of  hand  bags  has  caused  most  of  the  manu- 
facturers who  formerly  made  leather  goods  ex- 
clusively to  turn  their  attention  to  the  production 
of  fabric  bags  or  combinations  of  fabric  and  leather. 
To  this  fact  is  attributable  the  present  preponder- 
ance of  fabric  bags  now  on  the  market.  It  is  re- 
ported that  some  of  the  largest  buyers  are  already 
placing  their  orders  for  their  Christmas  holiday 
goods,  probably  realizing  that  goods  are  likely  to  go 
much  higher  before  the  usual  ordering  time  comes. 
This  feeling  has  been  intensified  by  the  raises  which 
have  already  been  made.  This  in  some  cases  has 
been  from  twenty  to  twenty-five  per  cent. 

These  increases  are  not  as  large  as  the  higher 
prices  on  leather  and  various  other  materials  have  led 
the  trade  to  expect.  As  a  general  rule,  buyers  have 
been  fully  prepared  for  higher  prices,  and,  while 
many  expressions  of  surprise  are  heard  when  the 
new  prices  are  quoted,  these  seem  to  be  more  from 
force  of  habit  rather  than  from  any  real  conviction 
that  the  prices  are  actually  high. 

As  a  rule  manufacturers  are  quoting  prices  sub- 
ject to  change,  and  there  is  very  good  reason  for 
this,  as  they  are  unable  to  figure  ahead  except  on  the 
materials  they  have  on  hand,  and  it  is  impossible  for 
them  to  determine  what  they  will  have  to  pay  for 
stock  when  next  they  go  into  the  market. 

The  prospects  for  a  successful  season  in  this  par- 
ticular line  seem  to  be  improving  from  week  to  week, 
and  unless  all  signs  fail  those  buyers  who  have  not 
as  yet  placed  their  Easter  holiday  orders  are  very 
likely  to  meet  with  considerable  disappointment. 
Manufacturers  seem  to  have  the  situation  well  in 
hand,  very  few  of  them  are  making  up  goods  for 
stock,  consequently  if  the  expected  business  should 
materialize  few  of  them  will  be  able  to  take  care  of 
the  orders  in  the  short  time  at  their  disposal  between 
now  and  Easter. 

Travelers'  goods  show  the  effects  of  the  scarcity 
of  leather  to  a  marked  degree.  There  was  a  time 
when  the  department  store  could  retail  a  substantial 
leather  suitcase  at  $5,  but  to  do  that  today  would 
be  utterly  impossible.  As  in  a  large  number  of  other 
lines  that  have  gone  away  up  in  prices,  the  leather 
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goods  are  hit  mainly  by  the  readiness  with  which 
the  agents  for  the  armies  at  war  snap  up  a  great  part 
of  the  available  supply  at  prices  far  advanced  over 
the  cost  of  the  same  materials  two  or  three  years  ago. 

Good  Prospects  for  the  Coming  Season. 

In  spite  of  the  continued  advance  in  the  price  of 
materials  there  exists  an  air  of  optimism  which  has 
been  conspicuous  by  its  absence  for  many  seasons 
at  this  time  of  the  year.  One  of  the  reasons  for  it 
is  the  position  now  occupied  by  handbags  in  the 
wardrobe  of  not  only  the  fashionable  but  the  ordi- 
nary woman. 

Only  a  few  seasons  ago  a  handbag  was  a  bag  and 
nothing  more,  it  was  considered  as  an  extra  pocket, 
and  while  the  fashionable  and  well-to-do  woman 
sought  to  have  one  of  superior  quality,  its  value  as  a 
decorative  adjunct  to  her  dress  was  entirely  lost  sight 
of.  When  the  bag  was  worn  out  she  purchased  an- 
other, and  that  was  all  there  was  to  it. 

The  assortments  being  shown  in  evening  bags  is 
positively  bewildering.  Imported  and  domestic 
models  vie  with  each  other  for  supremacy.  One  of 
the  latest  importations  is  worthy  of  an  extended 
description.  It  is  made  of  a  most  unusual  combina- 
tion of  laces,  silk  and  gold  galloon.  It  is  quite  large, 
oblong  in  shape,  and  has  for  its  lower  section  a 
heavy  silk  brocaded  rep,  the  patterns  of  which  are 
outlined  irregularly  with  gold.  The  ends  of  this 
rep  foundation,  which  are  stiffened  for  shaping,  have 
heavy  gold  tassels  falling  from  a  big  gold  button. 
Above  is  a  soft  portion  of  cream  lace,  with  its  pat- 
terns distinctly  outlined  in  gold.  Its  top  edge,  where 
the  full  soft  lining  of  pink  silk  crepe  shows,  is 
finished  in  shallow  scallops.  Pale  gold  ribbons  of 
faille  draw  up  the  bag,  but  it  is  carried  by  a  triple 
galloon  cording,  made  of  material  a  half  inch  wide, 
and  smartly  marked  on  the  inside  with  the  applica- 
tion of  pink  ribbon  matching  the  lining  color.  These 
strappings  are  sewed  to  three  of  the  scallop  tops. 

A  little  afternoon  bag  is  of  green  taffeta,  small 
and  of  the  ordinary  shape,  having  its  original  fea- 
ture in  the  bag  bottom,  which  is  a  large  full  rose, 
in  shaded  white  to  deep  pink,  made  up  of  many 
smaller  roses,  which  produce  the  shading.  Besides 
the  bright  colors,  this  bag  is  shown  in  pale  gray  with 
gray  to  black  rose  bottom.  The  tiny  roses  are  made 
of  rolled  taffetas. 

Handbags  all  in  jet  or  ornamented  with  jet  are 
very  smart.  One,  for  example,  in  black  taffeta,  is 
trimmed  with  an  embroidery  done  in  very  small 
beads  pressed  close  together  as  a  background  and 
with  cabochons  as  a  relief  and  double  tassel  in  beads 
as  a  pendant. 

Some  Reasons  Why  Leather  Has  Advanced. 

It  has  been  estimated  that  each  soldier's  outfit  of 
knapsack,  straps  and  belt  uses  fourteen  square  feet 
of  the  best  grade  of  leather.  Great  Britain  has  an 
army  of  three  millions  in  the  field,  so  it  is  easy  to  see 
where  the  normal  supply  of  leather  is  going  when 
all  the  other  armies  are  proportionately  considered 
as  taking  their  share  of  the  gigantic  quantity  of 
leather  being  diverted  to  make  soldiers'  outfits.  The 


principal  leathers  used  by  the  suitcase  and  bag  man- 
ufacturers are  cowhide,  pigskin,  seal  and  walrus, 
and  of  these  the  walrus  is  the  most  difficult  to 
obtain.  Cowhides  are  bringing  40  cents  today  from 
British  agents,  and  they  are  the  same  that  sold  for 
17  cents  about  two  years  ago.  The  increase  on  wal- 
rus and  seal  for  pocketbooks  is  figured  to  be  around 
25  per  cent. 

Also  there  has  been  a  tremendous  jump  in  the 
price  of  the  cardboard  used  for  the  backing  and 
foundation  of  suitcases.  Where  the  price  was  $25 
a  ton  it  is  now  $100.  Metal  for  frames  and  trim- 
mings has  registered  another  serious  price  reason 
for  the  high  cost  of  fine  grade  leather  goods. 

But  while  the  expensive  grades  have  had  to  take 
a  considerable  price  advance,  that  is  not  so  serious, 
because  the  trade  that  pays  for  this  class  of  leather 
goods  is  not  greatly  embarassed  by  the  advance. 
It  is  the  popular  price  trade  that  has  had  to  be  con- 
vinced of  the  impossibility  of  getting  such  items  as 


Attractive  toilet  case  which  can  be  retailed  at  a  dollar. 
By  courtesy  of  The  Bodinyer  Mfg.  Co. 


the  $5  leather  suitcase  under  present  circumstances. 
The  retailer  is  aware  that  the  popular  price  trade  is 
the  very  kind  that  most  keenly  feels,  and  shows  that 
it  feels,  the  new  conditions  under  which  it  must 
either  pay  more  than  it  can  afford  or  else  consider 
itself  humiliated  by  taking  an  article  that  is  made  of 
a  substitute  for  leather. 

One  substitute  is  a  cotton  goods  that  is  dressed 
and  embossed  to  appear  like  leather.  It  is  called 
fabric  leather  and  is  extensively  used  in  the  manu- 
facture of  many  items  of  a  novelty  character  as  well 
as  for  suitcases  and  bags.  Another  is  made  of  Can- 
ton flannel  dressed  with  a  "dope."  The  shopper  of 
limited  means  is  averse  to  owning  articles  made  of 
leather  substitutes  as  a  rule,  so  -the  manufacturers 
have  had  to  give  the  subject  a  lot  of  thought,  their 
solution  of  the  problem  being  to  create  designs  of 
such  attractiveness  as  to  outweigh  the  objection  to 
near-leather. 


C.  W.  Tilton,  formerly  with  Perlman,  Hirschfeld 
&  Wertheim,  is  now  representing  in  the  East  the 
new  firm  of  Mannheimer,  Berkowitz  &  Co.,  formerly 
Mannheimer,  Jeske  &  Co.,  of  5-7  East  16th  street, 
New  York.  Mr.  Tilton  will  make  his  headquarters 
in  Boston,  with  offices  in  that  city,  at  66  Essex  street. 


March,  1917 
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Featuring  the  Toilet  Goods  Department 

It  Is  Important  to  Place  the  Toilet  Goods  Department  Far  from  the  Buzz  and  Blare  of  the  Regular  Trade. 
Give  This  Intimate  and  Essentially  Personal  Department  a  Secluded  Location  Where  Mi-Lady 
Can  Plan  Her  Toilet  Far  from  the  Madding  Crowd. 


ALL  the  world  wants  happiness  and  the  toilet 
goods  department  is  one  which  has  the  unique 
distinction  of  distributing  a  most  admirable  variety 
of  happiness,  for  there  is  no  more  agreeable  feeling 
than  the  one  of  wellbeing  which  is  brought  about 
through  the  use  of  the  class  of  articles  designed  for 
care  and  health  of  person.  In  many  stores  the  toilet 
goods  are  close  to  the  entrance  where  they  strike 
the  eye  of  the  customer  almost  the  instant  she  enters. 
To  say  that  this  is  the  wrong  location  would  be 
courting  the  answering  argument  of  the  successful 
buyer  whose  department  is  so  located,  and  he  would 
cite  his  success  as  proof  of  the  wisdom  of  placing 
this  department  near  the  entrance.  But  perhaps  if 
we  proceed  to  a  presentation  of  reasons  why  toilet 
goods  should  be  well  received  from  an  entrance,  in 
fact  on  the  second  floor  preferably,  the  natural  in- 
terest of  the  buyer  in  every  question  that  concerns 
his  line  will  prompt  a  careful  weighing  of  the  points 
raised. 

First,  there  are  the  various  kinds  of  shoppers  to 
be  considered.  Some  women  are  merely  "looking." 
Some  arrive  with  a  definite  purchase  in  view,  the 
bargain  buyers.  Others  want  a  definite  article  that 
your  store  may  or  may  not  have  to  their  taste.  Still 
others  come  for  a  staple  that  it  is  their  habit  to  pur- 
chase at  your  store.  If  the  toilet  goods  are  near  the 
entrance  they  are  forced  to  rely  on  pickup  sales. 

It  is  of  prime  importance  that  an  "atmosphere" 
should  be  created  in  this  department  and  to  do  that 
is  impossible  when  it  is  merely  passed  when  entering 
or  leaving  the  store.  Let  us  go  back  to  the  original 
feature  which  has  to  do  with  the  personal  wellbeing 
which  is  reflected  by  the  use  of  toilet  goods.  Here 
we  must  take  into  our  calculations  the  fact  that 
every  woman  devotes  a  great  deal  of  time  to  making 
her  toilette  at  home,  and  it  is  not  to  be  expected  that 
she  can  give  real  thought  to  your  offerings  unless 
they  are  displayed  in  surroundings  that  are  suitable. 
Can  you  imagine  the  average  woman  looking  into  a 
hand  mirror  that  she  may  buy,  looking  into  it  with 
her  natural  manner,  picturing  it  mentally  as  it  would 
look  on  her  dressing  table  at  home,  if  she  has  to 
stand  where  people  are  brushing  past  her  in  an 
aisle  that  is  a  thoroughfare  of  the  store? 


On  the  other  hand,  let  the  department  be  located 
in  a  corner  and  on  the  second  floor,  where  it  can  be 
arranged  with  an  atmosphere  of  thorough  refinement, 
and,  if  it  is  equipped  with  the  right  merchandise, 
artistically  displayed  and  sold  by  girls  who  know 
when  eloquence  of  manner  counts  for  more  than 
speech,  then  the  possibilities  of  toilet  goods  are  great 
indeed. 

Up  to  a  certain  point  goods  that  have  merit  will 
always  command  a  sale,  but  they  must  be  given  a 
proper  setting  before  their  full  possibilities  can  be 
realized.  It  is  just  this  feature  of  natural  demand 
for  toilet  goods  which  often  is  responsible  for  putting 
the  department  on  the  thoroughfare  aisles,  as  we 
will  call  those  aisles  which  are  lined  with  a  variety  of 
departments  suggesting  the  window  displays  of  as 
many  small  shops  on  an  avenue  of  the  city.  There 
is  a  personal,  an  intimate,  side  to  toilet  goods  that 
makes  them  especially  entitled  to  have  a  setting  that 
will  convert  the  department  into  a  veritable  specialty 
shop  within  the  store.  It  is  the  department  devoted 
to  helping  folks  in  the  laudable  desire  to  make  a 
good  appearance,  and  it  does  help  as  no  other  de- 
partment can,  for  the  best  of  clothes  and  the  richest 
of  embellishments  together  cannot  accomplish  as 
much  in  this  direction  as  is  done  by  the  aids  to  per- 
sonal charm  wh;ch  constitute  the  stock  of  the  toilet 
goods  department. 

On  the  side  of  business  being  done  at  the  present 
time  it  is  to  be  said  that  toilet  goods  are  enjoying 
an  exceedingly  brisk  trade  at  the  retail  end,  and  so 
of  course  the  wholesale  houses  are  correspondingly 
fortunate.  The  tendency  of  late  is  to  give  the  various 
goods  to  be  marketed  a  thorough  run  of  consumer 
advertising. 

Retailers  are  learning  that  it  is  advantageous  to 
center  attention  on  one  group  of  goods  at  a  time, 
and  a  number  of  the  leading  stores  now  select  a 
single  item  of  which  they  have  a  great  variety,  such 
as  soap,  and  make  the  item  the  basis  of  a  big  sale. 

Toilet  Goods  Lend  Themselves  to  Display. 

There  is  no  department  in  the  modern  dry  goods 
store   more   susceptible   to   artistic   treatment  or 
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Notions  and  Fancy  Goods 


that  can  be  made  more  attractive  than  the  one  de- 
voted to  perfumes  and  toilet  accessories.  Not  only 
are  the  goods  attractive  in  themselves,  but  the  vari- 
ous artistic  ways  in  which  they  are  put  up  aid  in 
decorating  and  beautifying  the  department  and  its 
surroundings. 

While  they  readily  lend  themselves  to  decorative 
effects  and  make  unusually  handsome  and  attractive 
window  displays,  many  retailers  entirely  ignore 
them  in  apportioning  window  space,  not  knowing, 
perhaps,  or  not  caring  to  know  the  splendid  effect 
that  can  be  produced  by  a  window  handsomely  and 
tastefully  dressed  with  toilet  articles.  Not  only  per- 
fumes, powders,  toilet  waters  and  kindred  goods, 
with  their  many  hued  bottles  and  their  artistically 
colored  packages,  can  be  shown  singly  to  advantage, 
but  toilet  and  manicure  sets  in  fancy  cases  are  ex- 
ceptionally attractive. 

An  assortment  of  mirrors  of  all  kinds,  including 
hand,  shaving  and  triplicate,  if  properly  arranged, 
adds  immensely  to  the  appearance  of  the  window, 
and  their  exhibition  often  results  in  sales  of  consider- 
able volume. 

Where  the  window  space  is  limited  and  an  entire 
window  cannot  be  spared  for  the  display  of  toilet 
accessories,  it  is  a  good  idea  to  use  the  window  for 
a  partial  display  when  furniture  and  upholstery 
goods  are  being  featured.  A  dressing  table  can  be 
attractively  fitted  up  with  all  the  articles  necessary 
for  a  woman's  toilet,  while  a  bureau  can  be  made  to 
do  duty  in  the  displaying  of  mirrors,  powder  and  puff 
boxes,  manicure  and  toilet  sets,  etc. 

The  use  of  pyroxylin  in  imitation  of  ivory  has  ex- 
tended in  many  different  directions,  notably  in  the 
production  of  fancy  articles.  In  the  new  lines  now 
being  shown  are  included  fancy  articles  of  various 
kinds,  such  as  clocks,  vases,  statuettes,  etc. 

Recent  Novelty  in  Tooth  Brush  Holders. 

A  toilet  convenience  which  possesses  many  points 
of  excellence  has  recently  been  put  on  the  market  un- 
der the  name  of  the  Sanitary  Tooth  Brush  Holder.  All 

authorities  agree 
that  tooth  brushes 
should  not  be  in 
close  conjunction, 
but  should  always 
be  kept  apart. 
This  new  holder, 
which  accommo- 
dates four  tooth 
brushes,  each  by 
itself,  as  seen  by 
the  illustration, 
has  space  for  a 
can  of  tooth  pow- 
der, a  tube  of 
tooth  paste  and  a 
bottle  of  mouth 
wash.  These  very 
convenient  sani- 
tary holders  are 
stamped  out  of  one  piece  of  sheet  metal,  which  is 
enameled  in  either  gloss  or  satin  white. 


BABY  WEEK  SPECIALTIES. 

APPRECIATING  the  demand  that  would  arise 
for  novelty  ideas  in  connection  with  the  forth- 
coming celebration  of  Baby  Week,  a  variety  of  good 
specialties  has  been  prepared  for  the  occasion  by 
Joseph  H.  Josephs,  well  known  as  a  producer  of 
infants'  novelties.  Of  special  interest  is  a  celluloid 
tag  bearing  the  words  "Don't  Kiss  Me."  A  dainty 
ribbon  is  attached  to  the  tag  which  is  so  inexpensive 
that  many  stores  have  arranged  for  a  supply  that 
will  be  given  away  to  store  patrons  during  the  week 
of  the  celebration. 


A  NEW  SNAP  FASTENER. 

ANEW  Snap  Fastener,  the  "Teneo,"  is  being  lib- 
erally featured  to  the  trade  and  the  public 
through  trade  publications  and  national  magazines 
of  wide  circulation.  This  new  aspirant  for  public 
favor  is  produced  by  exclusively  controlled  auto- 
matic machines,  the  invention  of  the  American  Fast- 
ener Co.,  of  Waterbury,  Conn.,  and  is  distributed  ex- 
clusively by  the  Teneo  Co.,  Inc.,  20  West  22nd  street, 
New  York. 

A  feature  of  this  fastener  to  which  the  manufac- 
turers call  particular  attention,  is  the  remarkable 
resiliency  of  the  spring,  which  is  produced  by  scien- 
tific tempering  of  the  specially  drawn  bronze  wire. 
Severe  tests  of  a  practical  character  prove  Teneo 
fasteners  hold  securely  under  every  strain  of  the  gar- 
ment, and  release  easily  when  necessary. 

The  manufacturers  are  prepared  to  accept  orders 
for  any  quantities  either  for  immediate  or  future  de- 
liveries and  guarantee  prices  against  increase  or 
decrease.  Department  stores  and  garment  manu- 
facturers report  general  satisfaction,  and  re-orders 
which  are  coming  in  from  all  parts  of  the  country 
are  proof  that  these  fasteners  are  assuming  a  grow- 
ing popularity  that  will  assure  them  an  enviable 
standing  in  the  trade. 


MARCUS  &  SMITH  MOVE. 

SINCE  admitting  John  Smith  to  partnership, 
Alex.  Marcus,  dealing  in  notions  and  vanity 
specialties  at  621  Broadway,  New  York,  has  changed 
the  name  of  the  business  to  Marcus  &  Smith,  and 
the  firm  has  found  it  necessary  to  seek  more  com- 
modious quarters  for  their  enlarged  stock.  New 
quarters  have  been  engaged  at  376-380  Lafayette 
street. 


M.  ROSENTHAL  CO.  UNDISTURBED  BY  FIRE. 

THE  recent  fire  which  damaged  the  premises 
occupied  by  the  M.  Rosenthal  Co.  has  not 
proved  sufficiently  serious  in  its  results  to  compel 
the  removal  of  the  company  to  new  quarters.  The 
M.  Rosenthal  Co.,  dealing  in  wholesale  notions,  will 
continue  at  467  Broadway,  New  York. 


By  courtesy 


of  the  Safety 
Globe  Co. 


Wire  Gas 


PERSONAL  LETTERS. 

HAVE  you  ever  tried  writing  occasionally  per- 
sonal letters  to  a  few  people  whose  trade  you 
particularly  desire?  It  is  time  well  and  profitably 
spent. 


March,  1917 
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Specializing  in 


Fancy  Goods 


NE  of  the  most  satisfactory  of  the  re- 
cent developments  is  the  increased 
attention  being  paid  by  merchants 
generally  to  fancy  goods  and  novelties. 
The  old-fashioned  merchant,  and,  as 
a  matter  of  fact,  many  merchants 
who  would  resent  being  called  old-fashioned,  fail  to 
pay  much  attention  to  merchandise  of  this  character, 
devoting  their  time  and  attention  almost  exclusively 
to  what  they  consider  staples.  The  new  school  of 
merchants — the  modern,  aggressive  type,  those  who 
have  made  the  modern  department  stores  what  they 
are  to-day,  have  found  by  practical  experience  that 
fancy  goods  departments,  if  properly  stocked  and 
managed  by  competent  people,  can  be  made  to  pay 
handsome  profits. 

More  and  more  are  little  stores,  as  well  as  big 
stores,  stores  in 
the  large  cities 
and  stores  in 
the  country 
towns  featuring 
fancy  goods  and 
novelties.  They 
are  realizing 
that  if  they 
have  a  good, 
new,  interesting 
stock  of  goods 
of  this  character 
in  their  stores, 
they  have  some- 
thing which  is 
a  n  irresistible 
attraction  to  the 

shopping  public.  Lack  of  variety,  lack  of  new  and 
novel  production,  which  used  to  be  the  complaint  of 
the  women  who  patronized  the  large  mail  order 
houses,  can  no  longer  be  charged  to  the  live  pro- 
gressive stores  which  are  now  to  be  found  even  in 
the  smallest  towns. 

Good  Business  in  Candle  Shades. 

The  use  of  small  candle  and  electric  lamps  for  use 
on  dining  tables  in  hotels,  restaurants  and  homes  has 
become  so  general  that  a  very  satisfactory  business 
is  being  done  in  the  small  ornamental  shades  that 
form  a  part  of  the  equipment. 

Those  manufacturers  that  make  a  specialty  of 
lamp  and  candle  shades  are  showing  a  most  wonder- 
ful and  attractive  line  of  novelties.  The  assort- 
ments include  shades  of  various  designs  in  both 
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round,  square  and  fancy  shapes;  the  former,  how- 
ever, are  the  most  in  demand  and  depend  for  their 
popularity  upon  the  materials  of  which  they  are 
composed  and  their  ornamentation. 

They  are  made  of  various  kinds  of  materials,  the 
largest  assortments  naturally  being  of  silk  in  a  wide 
variety  of  colors.  The  variety  being  shown  in  paper 
shades  is  also  very  extensive.  The  designs  are  fully 
as  artistic  as  the  more  expensive  kinds  made  of  silk. 
This  is  especially  true  of  some  of  the  Empire  shades, 
many  of  which  are  particularly  charming.  They  are 
shown  in  the  softest  of  reds  and  pinks  and  are 
painted  in  the  well-known  design  of  wreath  and  of 
the  torch,  done  in  raised  gold.  They  are  finished 
with  gold  fringe  and  are  smart  looking.  Others  are 
made  of  the  pale  colored  parchment  paper  painted 
in  designs  of  flowers  in  all  the  colors,  and  others 

have  medal- 
lions  set  in 
them,  which  are 
rep  roductions 
o  f  old  minia- 
tures and  are 
very  artistic. 
Gold  enters 
largely  into  the 
decoration  of  all 
these  shades 
and  gives  t  o 
them  a  certain 
cachet,  particu- 
larly when  it  is 
used  with  the 
pale  colors  that 
most  people 
prefer  for  dining  room  table  decorations. 

Besides  the  more  elaborate  paper  shades  there  are 
many  to  be  had  exceedingly  simple  in  form.  They 
are  generally  of  the  crimped  paper  that  comes  now  in 
all  the  best  colors.  They  are  mounted  on  wire  and 
asbestos  foundation,  and  the  only  finish  is  a  narrow 
ribbon  or  gold  cord  that  holds  the  paper  in  place  at 
the  top.  These  have  the  advantage  over  all  others 
in  the  fact  that  they  can  be  renewed  at  any  time  at 
very  little  cost. 

The  merchant  who  wants  to  make  his  fancy  goods 
department  a  success  must  not  wait  for  his  com- 
petitors to  show  him  the  way.  He  must  get  the 
"new  things"  first.  It  is  the  new  things  that  you 
show  before  your  competitor  that  makes  your  store 
and  this  particular  department  noticed  and  patron- 
ized by  the  shopper. 
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Oriental  Influence  in  New  Jewelry 

Out  of  the  Mysterious  East  Come  Baubles  and  Trinkets  That  Appeal  Mightily  to  the  Public  Taste. 


HE  spring  line  of  jewelry  now  being 
shown  for  the  approval  of  buyers  pre- 
sents a  most  bewildering  and  attrac- 
tive appearance.  While  no  remarkably 
new  idea  has  been  recently  evolved,  if 
we  except  the  trend  toward  outre  and 
bizarre  effects,  there  have  been  sufficient  changes 
and  developments  in  such  a  variety  of  ways  as  to 
practically  revolutionize  last  season's  lines,  consider- 
ably to  their  advantage. 

The  new  sample  lines  that  are  being  shown  are 
more  replete  with  novelties  and  rich  effects  than 
has  been  the  case  for  many  seasons  past,  and  the  buy- 
ing has  been  of  a  most  gratifying  character.  One 
particularly  encouraging  feature  is  that  price  ap- 
pears to  be  no  barrier  to  the  sale  of  any  article,  pro- 
viding it  has  originality  and  beauty. 

But  it  is  to  the  Orient,  in  which  the  rare  and  beau- 
tiful in  jewelry  seems  to  be  a  part  of  the  very  atmos- 
phere, that  jewelry  importers  are  looking  for  their 
inspiration  this  season.  Society  women  have  come 
to  realize  that  jewelry  best  expresses  their  purpose 
when  they  are  worn,  not  merely  for  their  intrinsic 
value,  but  when  it  imparts  a  note  of  color  or  rich- 
ness to  the  costume  with  which  it  is  worn. 

To  these  reasons  is  assigned  the  growing  popu- 
larity of  Oriental  jewelry.  Other  reasons  lie  in  the 
fact  that  no  two  pieces  wrought  by  these  Eastern 
artificers  are  exactly  alike  and  that  the  finest  exam- 
ples are  increasing  in  rarity  and  costliness,  due  to  the 
present  disturbed  relations. 

Into  no  other  adornments  of  this  nature  enter  so 
many  elements  of  human  appeal.  Eastern  craftsmen 
work  into  their  jewelry  allurement  of  color  subtly 
blended  or  boldly  contrasted ;  superstition — that 
always  present  but  usually  unconscious  attribute 
of  humanity — and  sentiment,  religious  as  well 
as  emotional.  It  is  the  expression  of  human  psychol- 
ogy in  personal  ornaments  of  Eastern  origin  which 
makes  them  so  compelling  in  their  charm. 

Among  the  most  admired  and  best  selling  arti- 
cles of  jewelry  of  this  character  are  necklaces.  They 
are  being  shown  in  almost  endless  assortment,  each 
one  more  handsome  than  the  other.  They  are  of 
beads  of  all  shapes  and  sizes  in  all  the  colors  of  the 
rainbow  and  of  varying  lengths. 

Then  there  are  great  varieties  of  necklaces  made 
of  metal  or  metal  combined  with  beads.  One  very 
handsome  example  is  made  in  the  form  of  a  collar 
made  of  round  medallions  of  Chinese  jade,  alternat- 
ing with  a  narrow  jeweled  panel  or  silver  and  tur- 
quoises half  an  inch  apart  and  connected  by  orna- 
mental chains  along  the  edges.  This  type  of  collar 
appears  in  many  arrangements  of  semi-precious 
stones  with  wrought  metal,  and  may  be  worn  about 
the  forehead  and  hair  as  well  as  about  the  neck. 

Another  very  handsome  necklace  is  of  silver 
medallions,  richly  wrought  not  only  in  symbolic  de- 
signs, but  in  filigree,  relief  and  inlay  work,  but  also 


the  star  and  crescent  pendant,  in  its  most  beautiful 
form,  insignia  of  Mohammedan  faith.  Its  oblong, 
square-cornered  panels  are  graduated  to  form  a 
broad,  almost  solid  necklace,  gracefully  tapering 
toward  the  back,  and  making  a  crescent  about  the 
neck. 

Most  conspicuous  among  semi-precious  articles  of 
adornment  are  those  made  wholly  or  in  part  of  jade. 
This  is  known  as  nature's  lucky  stone,  and  the  Chi- 
nese class  jade  as  the  first  of  precious  stones.  They 
believe  that  the  wearer  of  jade  will  be  entirely  im- 
mune from  all  ill  will  of  others  and  enjoy  perpetual 
good  health  and  prosperity.  Although  the  sentiment 
attached  to  jade  by  the  Chinese  has  not  been  wholly 
adopted  by  the  world  at  large,  jade  is  worn  in  all 
sorts  of  ways  by  both  men  and  women,  and  the 
woman  who  owns  a  jade  ornament  surely  considers 
herself  lucky. 

It  is  a  mistake  to  assume  that  all  green  ornaments 
are  jade.  Several  green  stones,  such  as  carnelian  and 
jasper,  imitate  it  and  are  generally  less  expensive. 
Real  jade  is  not  cheap.  A  good  luck  elephant  or  dol- 
phin, for  instance,  no  larger  than  one's  fingernail,  in 
good  jade,  costs  $10.  There  are,  of  course,  some 
cheaper  grades  of  jade,  but  a  very  cheap  green  object 
can  safely  be  considered  as  not  of  real  jade. 

Vying  with  the  beautiful  green  emblem  of  fortune 
is  the  amethyst  as  a  popular  ornament  this  season. 
Innumerable  pendants,  most  beautifully  carved,  ap- 
pear in  amethyst. 

But  jade  is  not  confined  to  Chinese  articles  or  ex- 
pensive jewelry.  It  appears  in  hatpin  heads,  scarf 
pins,  charms  for  watch  guards  and  chains,  ornaments 
for  bags,  purses  and  hats  and  in  jewelry  made  by 
other  nations. 

Just  at  present  there  is  a  pronounced  demand  for 
amethyst  jewelry,  and  from  all  indications  this  stone 
will  lead  for  the  coming  season.  Not  only  is  this 
in  line  with  the  present  demand  for  the  unusual  in 
jewels,  but  it  is  pronounced  by  the  prophet  Zadkiel 
to  be  the  "lucky  stone,"  which  announcement  will 
largely  increase  its  popularity. 

The  amethyst  has  long  been  considered  to  be  the 
token  of  friendship  and  love,  but  if  these  sentiments 
are  of  no  account  to  wearers  the  fact  that  it  is  also 
accounted  a  charm  against  the  evils  of  intoxication 
will  have  considerable  weight.  At  any  rate  jewelers 
have  seized  upon  this  Oriental  superstition  and  set 
amethysts  in  a  myriad  of  designs  which  are  particu- 
larly novel  and  attractive. 

Many  society  people  are  adopting  this  stone  to  a 
considerable  extent,  and  it  is  the  favorite  of  many 
titled  people  of  prominence,  and  now  that  it  has  re- 
ceived the  endorsement  of  fashionable  people,  it  will 
surely  be  worn  extensively,  not  only  by  persons  of 
wealth,  but  in  its  various  imitations  will  be  equally 
popular  among  people  who  like  to  keep  in  the  fashion 
but  lack  the  means  to  procure  the  genuine  article  and 
are  satisfied  with  imitations. 
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"THEY'RE  WEARING  'EM  HIGHER  IN  HAWAII 

Higher!    Higher//    Higher  Every  T)ay/" 

So  Run  the  words  of  a  Popular  Song  Craze  that  show  the  wonderful  hold  that  anything 
Hawaiian  has  over  the  great  American  public  that  must  have  its  amusement. 

Saks  &  Co.,  New  York,  realized  this  and  arranged  the  remarkable  windozv  pictured 
above.  There  were  Bead  Necklaces  of  Bizarre  and  beautiful  colors,  Ear  Drops  such  as 
never  were  seen  before  on  land  or  sea,  La  Vallieres  of  barbarous  luxury  and  ropes  of 
orange  paper  such  as  are  worn  by  our  own  east  side  Hazvaiians. 

And  so  natural,  so  realistic  was  it  all  that  the  zvriter,  who  has  never  been  further  west 
than  Weehawken  could  see  in  the  Hawaiian  dolls  the  real  sorceresses  of  the  Hawaiian 
Islands  in  their  Shredded  Wheat  skirts  and  Wriggley  movements — and  over  all  could  be 
heard  the  zvild  wail  of  the  Ukulele  calling  its  mate. 
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Notions  and  Fancy  Goods 
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BUSINESS  IN 

ART  EMBROIDERIES 

VERY  SATISFACTORY 


Outlook  for  the  coming  season  unusually  bright. 
Liberal  buying  the  rule.  Many  attractive  novelties 
in  the  new  lines. 


HE  constant  and  steady  growth  of 
business  in  art  embroidery  depart- 
ments throughout  the  country  is  a 
source  of  considerable  satisfaction  to 
everyone  interested  in  any  way  in  this 
class  of  merchandise.  The  Christmas 
business  was  exceptionally  good,  and,  as  is  usual,  a 
decided  reaction  was  expected  as  soon  as  the  holiday 
rush  was  over.  On  the  contrary,  however,  the  Janu- 
ary business  was  exceptionally  good  and  has  con- 
tinued in  a  very  satisfactory  manner  ever  since. 

The  outlook  for  spring  is  most  encouraging,  and 
manufacturers  are  showing  a  line  for  spring  and 
summer  selling  that  is  bound  to  increase  the  public 
interest  in  this  particular  line.  And,  more  than  that, 
the  buyers  who  are  already  in  the  market  are  en- 
thusiastic over  the  new  offerings.  There  are  more 
buyers  in  the  market  than  is  usually  the  case  thus 
early  in  the  season,  and  the  orders  which  have  been 
placed  for  early  deliveries  are  of  very  satisfactory 


LUNCHEON  SET. 
Illustration  by  courtesy  of  the  Richardson  Silk  Co. 
See  description  on  next  page. 

proportions,  which  is  proof  of  their  confidence  in 
the  future.  One  very  significant  fact  is  that  not  only 
are  buyers  for  out-of-town  houses  purchasing  freely, 
but  the  buyers  representing  the  large  local  depart- 
ment stores  are  operating  with  considerable  confi- 
dence, a  state  of  affairs  which  is  peculiarly  signifi- 
cant when  their  ordinary  methods  are  considered. 


PILLOW   TOP  OUTFIT. 
Illustration  by  courtesy  of  the  Richardson  Silk  Co. 
See  description  on  next  page. 


While,  as  said  before,  the  business  being  done  at 
retail  is  far  larger  than  that  ordinarily  transacted 
this  early  in  the  season,  it  may  be  well  to  remark 
that  the  biggest  business  is  being  done  by  those 
stores  who  specialize  in  this  interesting  line,  and 
particularly  those  who  have  acquired  a  reputation 
by  giving  free  instruction  in  the  various  new  devel- 
opments such  as  stitches,  etc. 

The  new  lines  differ  materially  from  those  shown 
last  year,  particular  attention  being  paid  to  the  use 
of  color,  all  white  goods  in  fancy  lines  being  decid- 
edly in  the  minority.  Colors  in  most  striking  com- 
binations are  seen  in  many  of  the  latest  productions, 
even  towels  not  being  neglected  in  this  particular. 

Development  of  Fancy  Lines 

A  feature  of  decided  interest  is  the  amount  of  busi- 
ness being  done  in  what  might  properly  be  called  the 
fancy  goods  end  of  the  business.  This  includes  can- 
dle and  lamp  shades,  fancy  bags,  baskets  for  various 
purposes  and  many  other  articles  of  a  decorative  and 
useful  nature. 

A  competent  saleswoman  thoroughly  experienced 
in  the  making  of  the  various  articles  is  likely  to 
increase  business  of  this  character  to  a  most  satis- 
factory degree,  particularly  in  the  class  of  goods 
which  take  but  little  time  and  can  be  done  by  the 
comparatively  inexperienced.  Women  to-day  are 
apparently  too  busily  employed  to  take  up  the  pains- 
taking and  elaborate  work  which  formerly  was  such 
a  feature  of  the  business  done  in  art  embroideries. 

A  full  list  of  all  the  articles  of  this  description 
which  can  be  profitably  featured  would  take  up  con- 
siderable space,  but  a  mention  of  a  few  of  the  more 
important  may  be  sufficient  to  open  the  eyes  of  many 
buyers  to  the  opportunities  they  have  neglected. 

There  are  the  various  gold  and  silver  threads  used 
for  outline  work  and  for  couching,  fancy  laces  for 
center  pieces  and  pillow  tops,  pillow  fringes  and 
edgings,  stamping  outfits,  embroidery  hoops,  bone, 
wood  and  steel  stilettos,  Coronation  cords  in  mer- 
cerized and  plain  cotton,  embroidery  scissors,  finger 
shields,  thimbles,  rubber,  bone  and  celluloid  tatting 
shuttles,  stamping  wax,  embroidery  and  crewel 
needles,  crochet  hooks,  embroidery  floss,  pillow  ruf- 
fles and  cord  girdles,  and  the  various  kinds  of  em- 
broidery and  darning  cotton. 
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All  of  these  articles  are  carried  in  stock  by  the  large 
dealers  in  stamped  embroidery  goods,  and  while  the 
list  seems  rather  formidable  the  amount  of  capital 
which  needs  to  be  invested  in  goods  is  ridiculously 
small  when  compared  with  the  results  which  can  be 
achieved. 

The  custom  of  employing  expert  needle-women 
to  teach  the  new  art  embroidery  work  to  customers 
is  now  becoming  quite  general  in  nearly  all  the  large 
department  stores  throughout  the  country. 

It  has  been  demonstrated  time  and  time  again 
that  the  employment  of  these  demonstrators  has 
been  of  considerable  advantage  to  those  establish- 
ments who  have  availed  themselves  of  their  services. 
Not  only  has  it  resulted  in  an  increase  of  business 
in  this  particular  department,  but  the  entire  store  has 
gained  in  reputation  by  reason  of  their  adoption  of 
up-to-date  methods. 

Package  Goods  in  Splendid  Assortment. 

Package  goods  have  not  by  any  means  been  neg- 
lected ;  on  the  contrary,  the  assortment  of  merchan- 
dise put  up  in  this  attractive  form  is  far  larger  than 
perhaps  ever  before,  and  many  new  articles  which 
have  never  been  put  up  in  this  form  heretofore  are 
being  shown.  Business  in  package  goods  grows 
steadily  larger  year  by  year.  Their  popularity  is 
not  to  be  wondered  at  when  the  ease  of  sale  and  the 
value  given  in  many  of  them  is  considered.  As  a 
matter  of  fact  some  of  the  largest  manufacturers  of 
embroidery  silks  and  cottons  use  these  packages 
simply  as  an  advertisement  for  their  various  brands, 
making  absolutely  no  profit  on  their  sale  and  in  many 
cases  suffering  a  positive  loss  on  the  goods  sold. 

Some  of  the  most  popular  package  goods  are  pillow 
tops,  library  sets,  luncheon  sets  and  nursery  outfits. 
These  outfits  contain  in  most  cases  not  only  the 
stamped  article,  but  the  necessary  embroidery  cotton 
or  silk  to  complete  the  work  and  a  sure  guide  em- 
broidery lesson.  Besides  these  there  are  many 
articles  of  lingerie  put  up  in  this  manner,  including 
chemises,  gowns,  corset  covers,  combinations,  comb- 
ing and  shampoo  jackets  and  many  other  attractive 
items. 

Description  of  Illustrations. 

The  pillow  top  shown  at  the  top  of  the  preceding 
page  is  put  up  in  package  form.  The  package  con- 
tains one  Pillow  top,  size  18  by  22  inches,  tinted  on 
tan  colored  Courtrai  Crash,  one  pillow  back  of  Hol- 
land cloth,  six  skeins  of  Grecian  Silk  Floss  suffi- 
cient to  complete  the  work  and  a  sure  guide  em- 
broidery lesson.  The  entire  outfit  can  be  profit- 
ably retailed  at  fifty  cents. 

The  Butterfly  Luncheon  Set  illustrated  is  also 
put  up  in  package  form.  The  outfit  consists  of 
one  round  center,  stamped  on  white  Ulster  linen, 
size  30  by  30  inches,  six  square  napkins  size  10  by 
10  stamped  on  same  material,  six  skeins  of  R.  M. 
C.  white  New  Process  cotton  sufficient  to  complete 
the  work  and  a  lesson  sheet  giving  full  instruc- 
tions as  to  the  embroidery,  etc.  The  complete  outfit 
can  be  profitably  retailed  at  seventy-five  cents. 


Over  18,000  Stores  Sell 

"DUCHESS"  EMBROIDERY  HOOPS 


"Duchess"  Hoops  are  the 
big  10c  item  in  thousands 
of  the  best  stores,  and 
every  one  of  them  are  en- 
joying comfortable  profit 
gains. 

If  you  are  not  already 
carrying  "Duchess"  Hoops 
now  is  the  best  time  to 
put  in  a  stock. 

Your  jobber  can  make  im- 
mediate delivery. 


A  theory  is  generally  anything  that  is  easier  to 
preach  than  to  practice. 


Once  a  woman  has  used 
"Duchess"  Hoops  she  will 
never  use  any  other,  as  they 
are  the  only  hoops  that  will 
hold  thin  and  thick  fabrics 
equally  taut. 

The  Felt  Cushion  protects 
the  work  from  injury  and 
there  are  no  springs  or  at- 
tachments on  the  hoops  to 
catch  the  thread. 


Sizes  in  Round:  3,  4,  5,  6,  7,  8  inch 
Sizes  in  Oval:  3x6,  4^5x9,  6x12  inch 

Check  over  your  "Duch- 
ess" Hoop  stock  and  ask 
your  jobber  to  send  the 
necessary  sizes  to  com- 
pete your  assortment. 

Write  him  today. 

THE  GIBBS  MFG.  CO. 

CANTON,  OHIO 


If  you  sell  Toys,  read 

JjAYTHIN® 

A  Magazine  that  no 
Toy  Buyer  can  afford 
to  be  without. 
Over  200  Manufac- 
turers, Commission 
Houses  and  Jobbers 
of  Toys,  Games  and 
Amusement  Novelties 
advertise  in  PLAY- 
THINGS. 

Send  a  Dollar,  your 
Name  and  Address, 
and  receive  the  next 
Twelve  Issues  of 

JuYTHlNffi 

PUBLISHED  EVERY  MONTH  BY  THE 

McCREADY  PUBLISHING  CO. 
118  East  28th  Street,  New  York 
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Notions  and  Fancy  Goods 


Baby  Week — Your  Part  in  the  Celebration 

An  Opportunity  for  Doing  Business  That  Should  Be  Taken  Advantage  of  by  Every  Merchant. 


EVERY  year  sees  a  new  effort  in  national  im- 
provement of  one  kind  or  another,  and  now 
that  the  Children's  Bureau  at  Washington  has  set 
the  time  from  May  1  to  May  6  for  the  national 
celebration  of  Baby  Week  the  department  stores  in 
every  community  have  a  new  responsibility.  Women 
have  finally  brought  about  national  recognition  of 
the  infants'  welfare  promotion  idea  which  has  been 
growing  in  various  parts  of  the  country.  Although 
nearly  all  merchants  have  previously  taken  an  active 
part  in  celebrations  of  a  similar  sort,  it  is  in  a  differ- 
ent spirit  that  the  nationalized  Baby  Week  should 
be  met. 

Instead  of  offering  a  loving  cup  for  the  healthiest 
or  the  prettiest  baby,  now  the  aim  of  the  retail  mer- 
chant should  be  to  do  his  share  towards  acquainting 
mothers  with  the  partic- 
ular advantages  to  health 
and  comfort  that  will  be 
found  in  various  items  of 
baby  wear  which  he  car- 
ries in  stock.  The  ten- 
dency of  the  times  is 
toward  educating  the 
public  regarding  the  ac- 
tual qualities  of  all 
things  that  are  for  sale, 
instead,  as  formerly,  of 
making  extravagant 
statements  in  which  no 
real  information  is  con- 
tained. 

In  connection  with 
Baby  Week  it  is  obvious 
that  the  larger  stores  can 
confer  a  real  favor  upon 
their  customers  by  estab- 
lishing a  special  booth, 
employing  a  competent 
lecturer  to  give  facts  and 
suggestions  of  interest  to 
mothers  on  the  subject 
of  infant  welfare.  Stores 
in  which  a  department  of 
infants'  goods  has  not 
been  greatly  developed 

can  try  out  the  possibili-  J  

ties  for  expansion  by  in- 
creasing the  scope  of  the 
department  during  Baby 

Week.  Many  articles  not  regularly  carried  can  be 
displayed  for  the  occasion  and  it  will  then  be  possible 
to  determine  by  the  interest  shown  in  the  display  as 
to  whether  it  would  prove  an  advantage  to  continue 
the  department  on  a  large  scale. 

The  retailer  should  get  in  touch  with  any  civic 
organizations  which  are  active  workers  for  child  wel- 
fare. These  associations  will  almost  invariably  be 
found  to  show  a  readiness  to  co-operate  with  the 
department  store  in  every  practical  way.    The  one 


important  thing  to  avoid  is  having  a  lecturer  in 
your  store  of  the  type  that  has  a  great  deal  of 
depressing  information  to  give  out.  By  all  means 
keep  the  atmosphere  cheerful  during  Baby  Week. 

Not  only  can  much  information  be  secured  from 
these  associations  regarding  child  welfare  generally, 
but  many  suggestions  can  be  secured  which  the  re- 
tailer can  turn  into  dollars  in  the  way  of  business. 

Many  of  the  most  progressive  stores  are  making 
preparations  to  feature  novelties  suitable  for  baby's 
wear  during  Baby  Week,  and  manufacturers  are 
showing  many  new  and  attractive  articles  which  will 
undoubtedly  have  a  large  sale  during  that  time. 

One  manufacturer  of  specialties  for  infants  and 
babies  is  featuring  a  number  of  novelties  at  a  price 
so  low  as  to  enable  retailers  to  give  them  away  as 

souvenirs.    One  particu- 


Some  Heeeiit  Novelties 
Illustration  by  courtesy  of 


larly  good  novelty  is  an 
ivory  tag  with  the  words 
"Don't  Kiss  Me"  stamp- 
ed on  it.  This  tag,  which 
is  about  the  size  of  a 
silver  half  dollar,  is  sus- 
pended from  a  dainty 
ribbon  so  that  it  can  be 
worn  on  the  baby's  neck. 

The  department  de- 
voted to  goods  of  this 
character  can  be  made 
one  of  the  most  attrac- 
tive and  best  paying  in 
the  entire  store.  There  is 
no  possibility  of  making 
the  department  too  much 
a  feature,  as  when  the 
goods  are  well  bought 
and  properly  displayed  it 
will  attract  the  attention 
of  more  customers  and 
cause  more  favorable 
comment  than  any  other 
department  in  the  store. 

As  a  matter  of  fact,  the 
proprietors  of  the  large 
retail  stores  realize  these 
conditions  and  feature 
infant's  goods  to  a  con- 
siderable extent.  Their 
action  in  this  respect 
usually  results  in  a 
handsome  return  upon  their  investment.  Smaller 
stores,  however,  as  a  rule  fail  to  take  full  advantage 
of  the  opportunities  afforded  in  this  direction.  There 
is  no  question  but  that  they  can  make  this  part  of 
their  business  fully  as  profitable  as  the  larger  estab- 
lishments, even  if  not  more  so,  in  proportion  to  the 
amount  of  money  invested. 

Amongst  the  many  advantages  to  the  small  store 
in  featuring  a  department  of  this  character  is  the 
small  amount  of  money  needed  to  be  invested. 


in.  Infants'  Goods. 
Joseph  H.  Josephs 
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GLOVE  FADS  WOULD  PROSPER  NOW. 

FROM  the  buyers'  standpoint  the  aggravating 
feature  of  the  glove  situation  is  that  the  public 
gives  every  evidence  of  being  eager  to  popularize 
glove  fads,  and  yet  it  is  impossible  to  count  on  deliv- 
eries in  sufficient  quantities  to  warrant  encouraging 
them.  In  a  word,  conditions  are  extremely  favorable 
to  making  a  leading  item  of  gloves,  but  the  gloves 
cannot  be  found,  or,  at  least,  the  supply  is  only 
sufficient  to  give  the  public  about  half  what  they 
would  buy  readily  enough  if  the  glove  department 
could  offer  the  variety  of  selections  desired. 

Recent  methods  of  treating  leather  have  led  to  the 
introduction  of  gloves  that  are  less  expensive  than 
capes  and  mochas,  these  having  advanced  so  in  price 
as  to  place  them  beyond  the  reach  of  the  average 
person.  The  new  and  inexpensive  kinds  of  gloves 
are  proving  to  be  satisfactory  both  in  respect  to  ap- 
pearance and  wearing  qualities.  But  even  in  this 
direction  there  is  little  relief,  because  of  the  acute 
shortage  of  skilled  labor  which  affects  the  glove  in- 
dustry as  seriously  as  it  does  many  another  manu- 
facturing line  which  might  otherwise  enjoy  the 
greatest  prosperity  in  these  times.  Glove  sundries 
are  equally  scarce,  and  the  production  of  silk  gloves, 
for  which  there  is  a  strong  demand,  is  placed  at:  a 
disadvantage  by  reason  of  the  difficulty  in  getting 
quality  needles.  Those  that  are  available  are  quite 
frequently  below  the  standard. 

Medium  price  silk  gloves  are  about  to  register 
another  increase,  this  being  necessitated  by  the  con- 
ditions previously  referred  to.  Thus  it  is  probable, 
highly  so,  that  retailers  will  have  to  pay  more  on 
such  of  their  orders  for  summer  stock  as  they  have 
not  protected  by  orders  already  in. 

Glove  department  heads  are  variously  influenced 
by  the  state  of  the  market.  Their  methods  of  treat- 
ing conditions  are  as  various  as  their  temperaments, 
but  in  a  broad  sense  it  will  be  found  that  three  dis- 
tinct methods  are  governing  the  policy  of  the  glove 
buyer.  There  is  the  buyer  who  holds  the  opinion 
that  manufacturers  and  jobbers  are  taking  greater 
advantage  of  conditions  than  the  real  state  of  the 
market  warrants,  and  it  is  this  buyer  who  holds  back 
from  placing  orders  of  sufficient  size  to  protect  the 
department  requirements  over  a  season.  It  is  a  cost- 
ly policy,  this  attitude  of  holding  back.  Many 
adopted  it  almost  with  the  opening  of  the  European 
war  and  have  maintained  it  up  to  the  present  moment 
despite  the  clear  evidence  that  prices  could  not  pos- 
sibly drop  so  suddenly  as  to  embarrass  the  buyer 
who  is  covered  for  a  season  ahead.  But  even 
assuming  a  sudden  drop,  the  buyer  who  has  sup- 
plied his  store  customers  without  intermission,  sell- 
ing his  share  of  the  glove  output  at  prices  corre- 
sponding to  conditions,  is  well  able  to  take  a  small 
mark-down  without  meeting  disaster. 

Those  buyers  who  have  been  comforting  them- 
selves with  the  idea  that  domestic  manufacturers 
will  be  able  to  take  care  of  them  in  the  event  of  a 
scarcity  of  foreign  merchandise,  will  find  that  they 
have  been  leaning  on  a  broken  reed.  Domestic  man- 
ufacturers report  that  skins  suitable  for  glove  mak- 
ing are  now  from  twenty-five  to  seventy-five  per 
cent,  above  normal, 


FOWNES  GLOVES 

Season  of  1917 


The  New  Styles  of 

SILK  and  FABRIC 

Gloves   are  now  showing  at  our 
Salesrooms  in 

NEW  YORK,  119  West  40th  Street 

BOSTON  CHICAGO 
Carter  Building  1627  Marquette  Bldg. 

12  West  St.,  Room  614  140  So.  Dearborn  St. 

SAN  FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


UNNA'S  MENDING  PLASTER 
MENDS  GARDEN  HOSE 

Put    up  by 

NEW  YORK  SPECIALTIES  CO. 

467  Broadway,  New  York 

Also    Manufacturers    of   UNNA'S    MENDING  TISSUE 

ALWAYS  THE  BEST  BY  TEST 


Send  One  Dollar 
and 

NOTIONS   AND   FANCY  GOODS 
Including  Button  and  Trimming  Section, 
Will  Be  Sent  to  Your  Address 
Each  Month  for  a  Year. 
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Notions  and  Fancy  Goods 


Foreign  Trade  Opportunities 

The  Following  Opportunities  for  Foreign  Business  in  Notions  and  Fancy  Goods  Have  Been  Noted  by  the 
Bureau  of  Foreign  and  Domestic  Commerce  of  the  Department  of  Commerce,  Washington,  D.  C. 
The  Names  and  Addresses  of  the  Firms  and  Other  Details  May  Be  Obtained  from  the  Bureau  in 
Washington  or  from  the  Branch  Bureaus  in  the  Various  Cities.     In  Applying  for  Ad- 
dresses Refer  to  File  Number  Preceding  the  Item  and  Write  Request  for  Each 

Opportunity  on  Separate  Sheet. 


23942 — A  firm  in  British  East  Africa  desires  to 
buy  cheap  and  medium  priced  nickel  or  oxidized 
wrist  watches  with  leather  straps,  about  800  are 
needed  annually;  watches  that  retail  for  $1  in  the 
United  States,  about  300  needed  annually;  cheap 
alarm  and  table  clocks,  about  300  needed  annually ; 
optical  goods,  such  as  cheap  frames,  stock  lenses, 
yellow  and  blue  sunglasses,  about  50  dozen  needed ; 
and  cheap  jewelry  of  various  kinds.  Quotations 
should  be  made  c.  i.  f.  destination.  Payment  will  be 
made  by  sight  draft.  Goods  should  be  firmly  packed 
in  waterproof  wrapping,  and  shipped  by  parcels  post 
via  London.  Correspondence  may  be  in  English. 
Reference. 

23906 — A  firm  in  British  East  Africa  is  in  the 
market  for  about  275  dozen  pieces  of  stick  shaving 
soap;  about  400  dozen  boxes  of  tooth  powder  in  tin 
boxes;  about  100  bottles  of  heavily  perfumed  hair 
lotions  or  oils;  and  400  dozen  tins  of  shoe  dressing 
and  polish  for  brown  leather.  Quotations  should 
be  made  c.  i.  f.  destination.  Payment  will  be  made 
by  sight  draft.  Goods  should  be  packed  in  extra 
strong  waterproof  cases.  Correspondence  may  be 
in  English.  Reference. 

23918 — A  man  in  Italy  desires  to  receive  prices 
from  American  manufacturers  and  exporters  of  ma- 
chines for  making  snap  fasteners.  A  sample  of  the 
fastener  may  be  examined  at  the  Bureau  or  its  dis- 
trict offices.  (Refer  to  Miscellaneous  Exhibit  No. 
184.) 

23759 — A  firm  in  England  is  in  the  market  for 
sheepskin  gloves  for  men  and  chamois  gloves  for 
women  to  be  used  in  factories.  Quotations  should 
be  made  on  50-gross  lots,  c.  i.  f.  Liverpool.  Pay- 
ment will  be  made  by  cash  against  documents.  Ref- 
erence. 

23790 — A  merchant  in  China  wishes  to  enter  into 
business  relations  with  American  manufacturers 
and  exporters  of  small  articles  and  novelties,  such 
as  chewing  gum,  lead  pencils,  etc.  Correspondence 
may  be  in  English. 

23798 — A  man  in  Australia  desires  to  represent 
American  manufacturers  and  exporters  of  novelties. 
Terms  and  full  information  should  be  submitted. 

23900 — A  company  in  Spain  is  in  the  market  for 
sewing  machine  needles.  Correspondence  should 
be  in  Spanish  or  French.  References. 

23777 — An  importer  in  India  wishes  to  receive 
catalogues,  prices,  and  full  information  from  Ameri- 
can manufacturers  and  exporters  of  small  hand- 


power  machines  for  making  pearl,  bone,  metal,  and 
other  buttons. 

23789 — A  man  in  Argentina  desires  to  purchase 
rivets,  snap  fasteners,  and  similar  metal  accessories 
used  in  the  manufacture  of  hand  bags,  pocketbooks, 
etc.,  samples  of  which  may  be  examined  at  the 
Bureau  or  its  district  offices.  (Refer  to  file  No. 
84691.)    Correspondence  may  be  in  English. 

23883 — A  firm  in  British  East  Africa  desires  to 
purchase  cheap  and  medium-priced  nickel  or  oxi- 
dized wrist  watches  with  leather  straps,  about  50 
dozen  needed  annually ;  cheap  alarm  clocks  in  as- 
sorted designs,  25  dozen  needed  annually ;  cheap 
pocket  watches  that  retail  for  about  $1  in  the  United 
States,  about  50  dozen  needed  annually ;  toys  and 
dolls  of  all  kinds;  and  5  and  10  cent  store  notions. 
Quotations  should  be  made  c.  i.  f.  destination.  Pay- 
ment will  be  by  sight  draft.  Goods  should  be  packed 
in  extra  strong  packing  cases,  and  sent  by  parcels 
post  via  London.  Correspondence  may  be  in  Eng- 
lish. Reference. 

23860 — A  man  in  Chile  desires  to  secure  an  agency 
for  the  sale  of  materials  for  knitting,  such  as  yarn, 
cotton,  and  wool.  Correspondence  should  be  in  Eng- 
lish. References. 

23889- — A  firm  in  Denmark  is  in  the  market  for 
gloves  of  all  kinds,  such  as  chamois,  chair  suede, 
dogskin,  glace,  kidskin,  etc.,  for  men  and  women. 
Cash  will  be  paid  after  receipt  of  goods.  Corre- 
spondence may  be  in  English.  References. 

23853 — A  man  in  England  wishes  to  purchase 
crocodile-horn  backed  hand  bags,  an  illustration  of 
which  may  be  seen  at  the  Bureau  or  its  district 
offices.  (Refer  to  file  No.  84071.)  Quotations 
should  be  made  c.  i.  f.  Liverpool.  Payment  will  be 
made  by  cash  against  documents.  Reference. 

No.  23081. — A  wholesale  house  in  the  United 
Kingdom  desires  to  receive  samples  of  women's 
cheap  leather  handbags  and  purses.  If  satisfactory, 
orders  for  5  gross  of  the  larger  sizes  and  15  to  25 
gross  of  the  smaller  will  be  placed  as  an  initial  order. 
All  samples  to  be  paid  for  or  returned.  Cheapness 
and  durability  of  goods  is  desired,  together  with  the 
prospect  of  immediate  delivery.  References. 

No.  23553.  — A  firm  in  Spain  desires  to  purchase 
advertising  novelties  such  as  knives,  pocket  mirrors, 
cigarette  cases,  powder  boxes,  etc.  Quotations 
should  be  made  c.  i.  f.  destination.  Terms  desired 
are  part  payment  on  shipment  and  balance  on  arrival 
of  goods  at  destination.  Correspondence  may  be  in 
English.  References. 
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Trade  Items  of  Unusual  Interest 


NOTION  BUYER'S  50TH  ANNI- 
VERSARY CELEBRATED. 
Jacob  K.  Lessey,  head  of  the  notion 
department  of  the  Philadelphia  store 
of  the  Young,  Smyth,  Field  Company, 
recently  celebrated  his  50th  anniver- 
sary with  the  store.  Members  of  the 
firm  as  well  as  many  employees  show- 
ed their  appreciation  of  his  work  on 
behalf  of  the  store  and  those  asso- 
caited  with  him  there  by  presenting 
him  with  a  number  of  gifts.  Mr. 
Lessey  was  with  the  concern  when  it 
was  established  by  Armar  Young. 


BAY  STATE  THREAD  WORKS 
NEW  YORK  OFFICE  MOVED. 
E.  R.  Peck,  representing  the  Bay 
State  Thread  Works,  of  Springfield, 
Mass.,  has  left  his  former  office  at  39 
Union  Square,  for  new  quarters  next 
door  in  the  Hartford  Building,  at  41 
Union  Square. 


AN  ENGLISH  THREAD  CO.  RE- 
PORTS A  RECORD  YEAR. 
Bettering  the  highest  previous  to- 
tal net  earnings  of  £12,600,  the  Lin- 
en Thread  Company  of  London  re- 
ports the  past  twelve  months  to  have 
set  a  new  high  mark  in  the  history 
of  its  business.  This  is  all  the  more 
remarkable  considering  that  during 
the  past  two  years  deductions  have 
had  to  be  made  from  receipts  to  take 
care  of  the  excess  profits  duty  levied 
by  the  British  Government. 


Worcester,  Mass.  —  Department 
Store  Establishes  Profit  Sharing  Plan 
for  1,000  Employes.— The  Denholm  & 
McKay  Co.,  operators  of  the  Boston 
Store,  the  largest  department  store  in 
Worcester,  have  announced  the  in- 
auguration of  a  salespeople's  profit 
sharing  plan,  becoming  effective 
Thursday,  Feb.  1.  One  thousand 
clerks  employed  in  the  store  will  bene- 
fit by  it.  The  bonus,  consisting  of 
one-half  of  1  per  cent,  of  the  total 
sales,  is  to  be  payable  on  or  about 
the  15th  of  each  month. 


Coyle,  Okla. — Houghton  Depart- 
ment Store  Sold. — The  Houghton  De- 
partment Store  has  been  sold  by  L.  J. 
Houghton  to  a  company  which  will 
operate  as  the  Houghton  Department 
Store  Co. 

Alfred  Hare,  of  Oklahoma  City,  and 
Chalmers  Giffen,  of  Coyle,  are  the 
principal  stockholders. 


Folkoff  &  August  Reorganize. 
Folkoff  &  August  have  reorganized 
under  the  new  name  of  the  Commer- 
cial Pleating  and  Trimming  Co.  They 
have  moved  from  their  old  address, 
224  West  35th  street,  to  much  larger 
quarters,  at  154  West  27th  street. 


Jack  J.  Litzenstein,  formerly  buyer 
for  Abrahamson  Brothers  of  Oakland, 
Cal.,  has  accepted  a  position  with 
Levee's  Department  Store,  Vallejo,  Cal. 
Mr.  Litzenstein  is  in  charge  of  and 
buys  for  the  Fancy  Goods,  Notions, 
Lace,  Glove,  Hosiery  and  Art  Em- 
broidery departments.  Mr.  Litzen- 
stein bears  the  reputation  of  being  a 
good  judge  of  merchandise  and  a 
shrewd  buyer.  He  also  keeps  in  close 
touch  with  the  best  sources  of  trade 
information. 


Cedar  Rapids,  la. — D.  W.  Warren 
and  Chas.  G.  Knox  Succeed  August 
Reps  as  Owners  of  the  Reps  Store. — 
W.  D.  Warren  and  Charles  G.  Knox 
have  become  owners  of  the  Reps  dry 
goods  and  notion  store,  succeeding 
August  Reps,  who  built  up  the  busi- 
ness and  has  now  sold  all  interest  in 
it.  Mr.  Warren  has  been  connected 
with  the  store  for  the  last  17  years, 
the  last  15  years  as  stockholder  and 
manager.  Mr.  Knox  has  been  a  sales- 
man for  Marshall  Field  &  Co.,  Chi- 
cago, covering  the  Iowa  territory. 


McMinnville,  Tenn. — New  Depart- 
ment Store  Being  Organized  Here. — 
A  new  stock  company  is  being  or- 
ganized here  to  be  known  as  the  Was- 
sen  County  Mercantile  Co.,  for  the 
purpose  of  operating  a  department 
store.  Sufficient  stock  has  been  sub- 
scribed by  business  men  of  this  town, 
together  with  a  number  of  farmers, 
who  guarantee  the  success  of  the  new 
enterprise. 


Buffalo. — Adam,  Meldrum  &  An- 
derson Co.  Lease  Large  Court  Street 
Building  for  Wholesale  Business. — 
Immediate  necessity  for  additional 
floor  space  for  its  retail  departments 
has  forced  the  Adam,  Meldrum  &  An- 
derson Co.  to  lease  the  six-story  and 
basement  structure  at  37-39  Court 
street  as  a  wholesale  dry  goods  ware- 
house. The  building  has  been  leased 
for  2  years  at  an  agregate  rental  of 
$  69,000. 


Los  Angeles,  Cal. — The  Los  Angeles 
Notion  Co.  Changes  Name. — A  peti- 
tion will  be  filed  by  the  Los  Angeles 
Notion  Co.  to  change  its  name  to  the 
McComas  Dry  Goods  Co.  A  piece 
goods  department  has  been  added. 


Joplin,  Mo. — Increases  Capital  to 
$100,000.— The  Ramsay  Dry  Goods  Co. 
has  increased  its  capital  stock  from 
$40,000  to  $100,000,  all  paid  in. 


Lynn,  Mass. — The  Spring  Snap  Fas- 
tener Co.  Opens  Office  in  New  York. 
— The  Spring  Snap  Fastener  Co.,  of 
this  city,  has  opened  a  New  York  of- 
fice at  18  West  27th  street. 


Worcester,  Mass. — Three  Employes 
Admited  as  Partners  in  C.  T.  Sherer 
Co.— The  C.  T.  Sherer  Co.,  one  of  the 
largest  department  stores  in  this  city, 
recently  announced  the  enlargement 
of  the  partnership  operating  the  busi- 
ness by  the  admission  of  Antoine  J. 
Viau,  William  C.  Sullivan  and  Walter 
F.  Halliwell.  All  three  have  been  with 
the  firm  for  several  years,  and  the 
announcement  indicates  that  their  ad- 
mission to  the  partnership  is  made  in 
appreciation  of  their  long  and  valued 
service  with  the  Sherer  house. 


Chicago,  111. — The  Glove  Manufac- 
turers' Association  recently  met  at  the 
Sherman  Hotel  for  their  third  semi- 
annual convention.  The  subject  that 
came  in  for  the  greatest  discussion 
was  the  rapidly  advancing  prices  of 
cotton  and  the  high  cost  of  manufac- 
turing their  product.  A  campaign  for 
higher  prices  on  cotton  gloves  was 
indorsed,  and  plans  were  discussed  for 
increasing  the  salary  of  employes  on 
account  of  the  increased  cost  of  living. 
No  resolutions  were  passed,  and  the 
officers  of  the  association  remain  the 
same. 

Newark,  N.  J. — Miss  Levine  Now 
Buying  Jewelry  at  Plaut's. — Miss  Lil- 
lian Levine  is  now  buying  jewelry  and 
leather  goods  for  L.  S.  Plaut  &  Co., 
Newark.  Miss  Levine  was  formerly 
assistant  to  Miss  Franke,  who  is  no 
longer  connected  with  Plaut's. 

St.  Joseph,  Mo. — J.  Rosen  &  Co.  to 
Move. — J.  Rosen  &  Co.,  wholesale  no- 
tions, will  move  next  month  from  325 
Felix  street  to  110-112  North  Third 
street. 


St.  Paul,  Minn. — Joseph  M.  Aver- 
book  Co.,  Duluth.  Dry  goods,  no- 
tions, etc.,  have  incorporated  with  a 
capital  of  $50,000.  Incorporators: 
Joseph  M.  Averbrook,  L.  J.  Doran 
and  R.  N.  Chaffee,  of  Duluth. 


Fargo,  N.  D. — Changes  Name. — The 
Doble  Co.,  wholesale  notions,  has 
changed  its  name  to  Smith- Follett- 
Crowl  Co. 


Poughkeepsie,  N.  Y. — John  Peter- 
kin  Sells  Dry  Goods  and  Fancy  Store. 
— John  Peterkin  has  sold  the  property 
occupied  by  his  dry  goods  and  fancy 
store  on  Main  street  to  Horace 
Sague,  who  will  take  possession  April 
1.  Mr.  Peterkin  is  conducting  a  clos- 
ing out  sale  of  the  stock.  The  Peter- 
kin store  was  opened  in  1847  on  Mar- 
ket street  and  Mr.  Peterkin  has  been 
owner  in  personal  charge  of  it  since 
1881. 
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Notions  and  Fancy  Goods 


ESTABLISHED  1840 


M  PORTE  RS  5.  JOBBERS  OF 


Broadway 

19th  and  20th  Sts. 

New  York 


MANUFACTURER 
and  IMPORTER 


Something 
New 

Every  week  in 
Infants  Novelties 

Complete  lines  at 
our  show  rooms 
for  the  inspection 
of  buyers. 


JOSEPH  H.  JOSEPH 

31-33  West  31st  St.,  New  York 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co. 


18  W.  33rd  St. 
N.  Y. 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


Girdles    Belts  Bags 


Metal 


Silk 


White  Kid 
Patent  Leather 
etc. 


Leather 

Silk 
Framed 


Strings 


To  retail  at  a  large  profit 

Request  for  samples  promptly  attended  to 

DAN  I.  MURRAY 

MANUFACTURER  AND  IMPORTER 

39  West  32nd  Street,  New  York 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

NARROW  FABRICS 

OF     ALL  KINDS 
Belting,  Featherstitch,  Elastic  Tapes,  Etc. 


AT  / 
NOTION" 


DEPART- 
MENTS 


CORM  FITTING 
IDRESS  BELTINGSw 


GREANADIN  •  BRASINET 
KON  -KAVE 

Jf^T  - 

Shaped  C____J>  YvWecv 
Eliminates  labor  of  making"  dar ts 
Hu^s  the  -waist  closely  and  smoothly 

Grean  Dressmaking  Specialties 

32  West  18th  Street,  New  York 


Jf  ttcpurg  ^orn  #ooiis;  Co- 

FITCHBURG,  MASS. 


Manufacturers  of 


CELLULOID  HAIR  PINS 
HORN  HAIR  PINS 

Barrettes 
Side  Combs  and  Back  Combs 
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Geo.  S.  Colton  Elastic  Web  Co. 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


Snap  Fasteners 

Imported  Finish 
Finest  Quality 
Largest  Output 
All  Sizes 
Immediate  Deliveries 

Extraordinary  inducements 
for  large  quantities. 

SNAP  FASTENER 
SALES  CO. 

CORP. 

47  W.  34th  St.,  New  York 

Tel.  Greeley  2682 


POWDER  PUFFS 


Phone:  3403  Gramercy 


Lambs  Wool  and 
Velour  Powder  Puffs 
Ribbon  Novelty  Puffs  and 
Vanity  Bags 

Assortments  sent  on  request. 

MANUFACTURERS  OF  POWDER  PUFFS 
AND  VANITY  BAGS  EXCLUSIVELY 


Chiswo  Novelty  Co. 

7  West  22nd  Street,  New  York 


NECK  BANDS 

WE  MAKE  ALL  OUR  OWN  BANDS 

Buy  Direct  and  get  Perfect  Goods 

Gilman  B.  Smith  Co.,  Inc.,  121  West  17th St.,  New  York 


Q>vcv\\\vs 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


PAD  GARTERS  and  ARM  BANDS 

FOR  MEN 

HOSE  SUPPORTERS  AND 
FANCY  FRILL  BOW  GARTERS 

FOR  WOMEN  AND  CHILDREN 

The  right  line  for  the  best  job- 
bing- trade — attractive  prices — 
prompt  deliveries. 

Crescent  Garter  Company 

515-517  Broadway,  NewYork 


Pohlson's 
Fairy  Fuel 

Dealers:         Demand,  already 
demonstrated,    will    make  this 
1   package  a  big  leader  for  1917- 
■   1918.    Write  us  and  get  full  in- 
formation.    "Fairy  Fuel,"  in  ir- 


—  —  .  ... . .  j  au*~*,  in  ir- 
resistible gift  packages,  sells  at  25c  and  50c.  Write  for  catalog 
of  1,000  novelties  and  suggestions  for  establishing  the  Gift 
Department,  which  is  the  best  idea  that  has  been  advanced  for 
a  long  time.  Our  artistic  novelties  meet  the  great  public  de- 
mand for  new  things  suitable  for  gifts. 

THE  POHLSON  GALLERIES 


2012  Bank  Bldg. 
Pawtucket,  R.  I. 


New   York   Sample  Room 
225  Fifth  Avenue 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  wFancij  Goods 

"Peri-Lusta"  "CnjataT 
Mercerized  Cottons  Ai~tificial  Silk 
Embroidery  Materials 

Fancy  Linens  w  Piece  Goods 

MADEIRA  HAND  EMBROIDERED 

LINENS  and  HANDKERCHIEFS 

Campbell  Met/ger^ Jacobson 

937 -93ft  Broadway  NewYork  Cor.22**St 
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The  NATIONAL  COUNTING  MACHINE 

"This  machine  cannot  be  surpassed  in  accuracy 
and  after  once  in  use,  its  value  as  a  time 
and  labor  saver  can  readily  be  acknowledged." 

THE  above  words  were  written  by  one  of  the  largest  manufacturers  of  metal  buttons  in 
the  East.    His  statement  is  only  typical  of  the  experience  which  manufacturers  of 
every  kind  of  buttons,  everywhere,  have  had  with  National  Counting-  Machines. 


Hundreds  of  National  Counting  Machines  are  work- 
ing every  day  in  the  button  making  industry,  count- 
ing buttons  and  button  parts — saving  50%  to  75% 
of  the  time  and  labor  cost  of  counting  and  giving 
a  uniform  accuracy  of  count  which  is  absolutely 
impossible  where  less  improved  devices  or  methods 
are  used. 


With  the  National  Counting  Machine  you  substitute 
for  a  small  human  counting  capacity  and  the  inac- 
curacies of  hand  and  mind,  a  wholesale  system  of 
counting  in  which  mental  calculations  are  almost 
eliminated  and  totals  are  mechanically  registered  in 
plain  figures,  with  the  accuracy  of  a  cash  register 
or  an  adding  machine. 


TO  ILLUSTRATE  :  If  you  should  fill  the  scoop  of  a  National  Counting  Machine  with  buttons  or  button 
parts,  you  can,  without  knowing  the  quantity  in  the  scoop,  get  an  immediate,  accurate  count  of  the 
scoop's  contents  by  placing  a  few  of  the  same  buttons  or  parts  in  the  small  ratio  pan  hanging  from  the 
beam  and  then  sliding  the  pan  along  toward  the  tip  of  the  beam,  until  the  beam  comes  to  a  perfect 
balance.  At  the  exact  point  where  the  arm  of  the  ratio  pan  stops  there  would  be  shown  in  plain  figures 
the  correct  count  of  the  number  of  parts  or  buttons  in  the  scoop.  Nothing  is  so  simple,  nothing  is 
quicker  or  more  accurate.  This  machine  also  enables  you  to  accurately  count  out  large  fixed  quan- 
tities of  buttons  or  button  parts  with  almost  incredible  speed. 


The  use  of  National  Counting  Machines  in  the  but- 
ton making  industry  has  become  so  universal  as  to 
indicate  that  they  are  a  real  necessity  to  economical 
production.  No  matter  whether  you  think  you  can 
use  a  machine  like  this  now,  at  some  future  time, 
or  never,  it  will  pay  you  to  get  all  the  information 
about  counting  contained  in  our  Illustrated  Catalog 
No.  31,  or  let  us  answer  any  questions  you  may 
desire  to  ask. 


NATIONAL  SCALE  COMPANY 

Distributors  for  the  National 
Counting  Machine  Company 

3  Pike  Street,  Chicopee  Falls,  Mass. 

Also  Builders  of  National-Chapman  Elevating  Trucks 


Notions  and  Fancy 


Sell  More  Dressgoods 


The  aim  of  every  up-to-date  merchant  is  to  increase  his  sales  of 
piece  goods.  He  realizes  that  not  only  are  the  profits  satisfactory, 
but  the  more  dressgoods  he  sells,  the  larger  the  sales  of  trimmings, 
linings,  buttons,  etc. 

But  how  many  merchants  see  the  other  side  of  the  proposition  — 
that  by  offering  their  customers  attractive  trimmings  which  suggest 
home  sewing,  they  may  readily  increase  their  sales  of  materials  ? 


This  little  machine  for  covering  buttons  is  a  dandy  dressgoods 
salesman.  Hundreds  of  our  customers  place  it  on  their  piece-goods 
counters  with  a  sample  card  showing  the  various  styles  and  sizes 
of  covered  buttons  made  on  the  machine  and  find  it  one  of  the  best 
"boosters"  of  dressgoods  ever  conceived. 

It  has  been  proved  times  without  number  that  women  are  more  apt 
to  buy  materials  for  dresses,  suits,  coats  and  waists  at  the  store 
where  they  can  get  buttons  to  match  materials. 

MENKIN  offers  every  merchant  the  right  to  prove  these  things  in 
his  own  store  —  without  risk.  If  any  MENKIN  Button  Covering 
outfit  you  may  purchase  cannot  show  you  plainly  how  it  will  help 
your  sales  of  dressgoods,  linings  and  trimmings  —  besides  making 
handsome  button  profits  for  you  —  every  cent  of  your  money  will 
be  gladly  refunded  without  question  or  quibble. 


S.  MENKIN,  Inc.   147  W.  28th  St.,  New  York 


MENKIN 
HAND 

BUTTON 
COVERING 
MACHINE 


SIMPLE 

IN 
DESIGN 
EASY  TO 
OPERATE 


Outfits  from  $9.50  up 


Write  at  once 


Manufacturers  of  Button  Covering  Supplies  for  More  Than  60  Years. 


f'i".L:.:jb. 
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In  the  Lively  Button  Market 

A  Wise  Market  Knows  Its  Own  Limitations.   Read  This  Article  on  the  Subject  and  Draw  Your 

Own  Object  Lesson  from  It. 


IT  is  well  worth  your  while  to  keep  close  to  the 
sources  of  button  supplies.  They  have  far  ex- 
ceeded the  rosiest  hopes  entertained  for  their  suc- 
cess in  providing  good  styles  that  will  continue  to 
hold  the  place  in  the  fore  of  fashions  already  won 
for  buttons  of  domestic  make.  Recognition  of  the 
charms  of  the  latest  button  styles  is  generously 
shown  by  the  garment  manufacturers  in  the  fashions 
they  have  launched  for  summer  wear.  The  ready- 
to-wear  houses  have  come  to  see  that  poor  buttons 
are  expensive  at  any  price  and  now  that  they  have 
made  a  more  liberal  allowance  for  buttons  the  wo- 
man who  buys  the  ready-to-wear  of  the  present 
year's  fashions  cannot  fail  to  be  impressed  by  the 
beauty  and  variety  of  the  buttons  she  finds  on  the 
garment. 

That  alone  is  well  worth  every  effort  the  button 
man  can  direct  to  bring  about  the  use  of  fine  buttons 
by  ready-to-wear  makers.  When  the  woman  who 
patronizes  your  ready-to-wear  departments  finds 
such  excellent  buttons  on  everything  in  sight  her 
own  inclination  is  to  seek  out  the  best  when  she  has 
occasion  to  stop  at  your  counter  for  buttons.  In 
this  way  the  demand  for  the  most  profitable  goods 
is  stimulated  by  the  force  of  suggestion. 

Present  indications  are  that  highly  ornamental 
button  novelties  will  have  a  strong  run  of  sales 
across  the  counter.  Fashion  news  has  not  been 
lacking  in  details  concerning  such  novelties  as  but- 
tons set  with  colored  stones  and  brilliants,  and  these 
are  styles  well  in  keeping  with  the  Oriental  trend 
of  fashions  in  general.  Up  to  a  certain  point  it 
would  seem  perfectly  safe  to  use  buttons  of  Oriental 
flavor,  but  carried  too  far  there  is  danger  that  the 
very  richness  of  the  buttons  will  have  the  effect 
of  so  completely  ornamenting  the  modes  that  any 
other  Oriental  garnitures  would  "overload"  the 
wearer  with  richness.  The  important  thing  is  to 
continue  the  decorating  use  of  buttons  without  let- 
ting them  become  the  keynote  of  the  trimming,  for 
the  minute  they  rule  the  garment  entirely  it  is  cer- 
tain attention  will  be  forced  so  much  to  the  buttons 
that  they  will  afterward  be  discarded  as  completely 
as  ever  buttons  can  be.  Of  course  there  must  always 
be  a  fair  amount  of  buttons  on  modern  attire,  but 
for  some  time  past  they  have  enjoyed  great  popu- 
larity and  this  can  be  continued  a  long  while  yet 
if  buttons  are  not  forced  into  the  position  of  over 
emphasizing  the  style  they  should  properly  be  used 
only  to  give  completeness  to. 

A  wise  market  knows  its  own  limitations  and  no 
amount  of  temporary  fashion  advantage  should  per- 
suade the  button  makers  and  jobbers  to  overplay. 
It  must  be  remembered  that  the  ready-to-wear  de- 
signers are  only  human  and  a  little  encouragement 
might  turn  them  to  styles  with  buttons  the  dominat- 
ing feature.  Fortunately  there  is  still  a  considerable 
shortage  of  quantities  in  desirable  buttons,  a  con- 


dition which  will  operate  to  put  a  damper  on  any  in- 
clination to  overplay.  Meanwhile,  the  button  buyer 
for  the  retail  store  is  happily  situated  in  that  his 
stock  is  capable  of  making  a  quicker  turn-over  than 
usual.  The  chances  are  that  every  wide-awake  but- 
ton department  will  show  substantial  gain  over  the 
figures  of  last  year,  and  that  should  be  enough  to 
satisfy  the  most  ambitious  buyer,  especially  when  he 
considers  that  last  year's  counter  sales  of  buttons 
were  decidedly  high. 


PEARL  SHOE  BUTTONS  POPULAR. 

SINCE  the  first  noticeable  sign  of  a  return  to 
fashion  of  button  shoes,  which  has  received 
marked  attention  during  the  past  few  months,  the 
market  has  experienced  a  decided  livening-up  of 
trade  in  pearl  shoe  buttons.  Jobbers  are  putting  in 
substantial  stocks  of  this  variety  and  the  retail  end 
is  buying  with  a  degree  of  assurance  that  shows  the 
public  to  be  calling  for  pearl  shoe  buttons  frequently 
enough  to  make  them  an  item  of  importance.  As  the 
styles  for  button  shoes  only  began  to  reappear  a  few 
months  ago  it  is  to  be  expected  that  at  least  one  full 
season  must  pass  before  the  business  in  shoe  buttons 
will  assume  large  proportions,  but  now  is  the  time 
to  encourage  the  success  of  the  efforts  of  the  shoe 
manufacturers  who  are  introducing  the  buttoned  va- 
riety. The  best  form  of  encouragement  that  can  be 
offered  by  the  retailers  is  to  have  a  fair  assortment 
of  shoe  buttons  on  hand  so  that  women  can  replace 
lost  shoe  buttons  without  any  delay  such  as  would 
occur  if  the  button  department  failed  to  stock  them. 


NEW  TRIMMING  ASSOCIATION. 

WITH  about  twenty  members,  the  trimming 
jobbers  have  formed  a  new  association, 
which  will  meet  every  fortnight  at  the  headquarters 
of  the  Foreign  Born  Citizens,  at  138  Second  avenue, 
New  York.  A  charter  has  been  obtained  under  the 
name  of  the  Trimming  Jobbers'  Association,  which 
will  have  the  best  efforts  of  many  of  the  best  known 
jobbers,  who  have  long  been  interested  workers  for 
better  conditions  throughout  the  trade  in  general. 
At  a  recent  meeting  the  following  officers  were 
elected:  H.  Pomerance,  of  H.  Pomerance  &  Co., 
president;  M.  L.  Arenson,  of  Arenson  &  Feigin, 
vice-president;  R.  Levy,  of  Freydberg  Bros.,  finan- 
cial secretary ;  L.  Weissman,  treasurer. 


LORD  &  TAYLOR'S  TRIMMING  DEPARTMENT 
GROWS. 

IN  addition  to  the  space  it  has  had  for  some  time, 
the  trimming  department  of  Lord  &  Taylor's  has 
taken  the  fifty-foot  space  which  was  formerly  occu- 
pied by  the  glassware  counter.  The  alterations  nec- 
essary for  making  the  change  are  completed  and  the 
trimming  department  is  now  showing  forth  in  its 
new  glory. 
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Notions  and  Fancy  Goods 


Putting  Initials  on  Buttons 

A  Novel  Method  of  Attracting  Attention  to  the  Button  Department.    Worthy  of  the  Careful 

Attention  of  the  Buyers  for  Retail  Departments. 


THANKS  to  the  endless  chain  of  variations 
which  make  the  simplest  things  freshly  inter- 
esting when  viewed  from  the  new  angle  of  interest 
that  comes  with  each  variation,  the  chances  for 
keeping  the  department  alive  with  enthusiasm  are 
just  as  good  for  the  button  buyer  as  they  are  for 
buyers  of  many  another  department  where  the  mer- 
chandise seems  to  have  greater  possibilities  than 
your  own.  The  day  you  settle  hopelessly  upon  the 
china  egg  of  "nothing  new  under  the  sun"  is  the 
time  you  cannot  hope  to  hatch  out  a  worth  while 
idea. 

Everyone  knows  about  the  initialing  fads  that 
come  and  go.  The  commonest  form  of  the  fad  is  the 
initialed  handkerchief,  from  which  it  runs  through 
countless  articles  that  are  sold  in  one  department  or 
another  of  your  store.  But 
despite  the  well-known  at- 
tractiveness of  this  fad  it 
has  yet  to  be  applied  to 
buttons.  And  there  is  more 
than  one  way  in  which  the 
initialed  button  can  be 
introduced  to  the  advantage 
of  business  for  your  depart- 
ment, not  to  mention  the 
wide  attention  the  success 
of  the  idea  will  attract  to- 
ward the  store. 

First  let  us  go  to  the  wo- 
man in  charge  of  the  sew- 
ing class,  if  you  have  instituted  such  a  class.  She, 
too,  is  bound  to  be  interested  in  practical  suggestions 
which  fit  naturally  into  the  plan  and  purpose  of  her 
class.  In  view  of  the  fact  that  one  of  the  principal 
things  to  know  about  sewing  is  the  correct  way  to 
attach  buttons,  what  could  make  the  sewing  on  of 
buttons  more  attractive  than  a  decorative  scheme 
whereby  the  sewing  done  on  the  buttons  becomes  a 
bit  of  real  art  needlework.  Take  a  good  sized  but- 
ton, from  sixty  to  one  hundred  line,  one  of  the  four- 
hole  kind.  It  matters  not  what  the  material  of  the 
button  is,  for  the  initialing  fad  is  equally  good  on 
every  variety. 

The  four  points  established  by  the  holes  give  the 
basis  of  a  square,  within  which  every  letter  of  the 
alphabet  can  be  formed  with  the  sewing  thread.  As 
to  the  thread,  it  may  be  silk  or  cotton  and  in  colors 
to  give  the  proper  degree  of  harmony  and  contrast 
to  the  color  of  the  button  used  and  of  the  fabric  upon 
which  the  button  is  to  be  worn.  From  the  accom- 
panying illustration  it  can  readily  be  seen  how  pretty 
an  effect  is  created. 

That  is  one  plan,  the  instructing  of  your  customers 
in  the  art  of  initialing  buttons.  On  the  other  hand, 
you  may  find  it  more  directly  profitable  to  engage 
a  few  expert  sewing  girls  to  do  the  initialing  on  the 
buttons  of  garments  bought  in  your  store,  a  method 
that  would  probably  lead  to  making  extra  sales  of 


buttons  to  take  the  place  of  the  ones  on  the  garment 
when  it  is  sold.  Looking  still  further  into  the  pos- 
sibilities, if  you  combined  both  plans,  instructing  the 
women  who  make  their  own  clothes  and  thereby 
getting  their  purchases  of  buttons  on  which  they  do 
their  own  initialing,  and  at  the  same  time  having 
the  sewing  girls  to  do  the  work  for  customers  of  the 
ready-to-wear  departments,  both  classes  of  trade 
would  be  served. 

Where  it  would  not  be  thought  advisable  to  take 
up  either  of  the  plans  already  suggested  there  still 
remains  a  way  to  create  the  button  initialing  fad. 
A  special  leaflet  should  be  printed  and  distributed, 
the  leaflet  showing  on  the  cover  a  stylish  garment 
with  large  buttons  that  have  an  initial  worked  in  by 
actual  sewing.    Some  little  time  would  be  required 

to  put  the  initials  on  a  great 
many  leaflets,  but  the 
charm  of  the  idea  should 
catch  on  immediately  and 
well  repay  the  thorough  ef- 
fort made.  It  might  even 
be  possible  in  many  stores 
to  count  the  number  of  each 
letter  of  the  alphabet  repre- 
sented on  your  list  of  cus- 
tomers and  have  the  initial 
of  the  customer  on  the  par- 
ticular leaflet  going  to  her. 
The  same  scheme  would  ap- 
ply where  a  mailing  list 
of  non-customers  is  used.  Then,  also,  there  should  be 
sufficient  descriptive  text  matter  to  draw  the  re- 
cipients of  the  leaflets  to  your  store. 

So  much  for  that  side  of  the  idea.  It  remains  for 
the  manufacturers  of  covered  and  crochet  buttons 
to  carry  out  the  initialing  scheme  on  their  new  offer- 
ings. Highly  artistic  initials  can  be  executed  on 
buttons  of  these  varieties.  They  are  not  limited  to 
the  square  of  the  four  holes  to  which  sew-through 
buttons  are  restricted.  Still,  the  restriction  is  no 
real  disadvantage  when  it  is  considered  that  every 
letter  of  the  alphabet  is  readily  formed  within  a 
square.  It  is  all  a  question  of  starting  the  fad,  and 
once  it  takes  hold  the  initialed  button  will  appear  in 
buttons  of  every  material,  metal,  celluloid,  glass,  and 
so  on  through  the  list. 

When  you  are  a  bit  inclined  to  think  that  buttons 
are  a  small  field  for  original  work  just  have  a  few 
good  talks  with  the  girls  behind  the  counter.  Maybe 
they  will  not  be  able  to  give  you  a  definite  working 
plan  for  stirring  interest  in  favor  of  your  merchan- 
dise, but  if  you  are  on  the  job  you  will  catch  an  idea 
somewhere  in  the  course  of  a  talk  with  them.  If  the 
idea  fails  to  appear  then  you  need  either  a  new  view- 
point or  a  new  salesforce. 


"There  is  nothing  so  easy  but  that  it  becomes 
difficult  if  you  do  it  with  reluctance." — Terrance. 
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Oriental  Color  Ha 

LONG  months  ago  trimming  designers  produced 
the  first  definite  groups  of  Oriental  sugges- 
tions for  trimming  garments.  Among  the  earliest 
designs  were  many  that  the  originators  called  Chi- 
nese, and  their  influence  over  the  entire  field  of 
Oriental  ideas  in  trimmings  is  dangerously  strong 
to-day.  It  should  not  be  forgotten  that  the  limits  of 
the  thoroughly  Chinese  ideas  are  extremely  narrow 
as  compared  with  the  great  fund  of  trimming  ideas 
that  will  be  found  in  the  Oriental  countries  outside 
of  China. 

Every  favor  has  been  shown  to  the  new  fashions 
which  carry  out  the  Oriental  effects.  Then  why  en- 
danger the  continued  popularity  of  these  new  styles 
which  set  a  new  fashion,  and  it  is  a  certainty  that  no 
wonderful  series  of  fashion  developments  can  be 
built  upon  the  basis  of  Chinese  designs  alone.  The 
natural  thing  to  expect  is  that  Oriental  styles  will 
only  arrive  at  the  pinnacle  of  their  success  in  a  sea- 
son following  an  experimental  year,  making  it  highly 
important  that  designers  now  and  for  the  rest  of  this 
year  give  the  best  that  is  in  them  toward  evolving 
the  most  suitable  Oriental  ideas  which  adapt  them- 
selves to  American  needs  in  dress.  It  has  been  some 
time  since  any  single  influence  has  held  the  fashions 
firmly  for  more  than  a  brief  hour.  Some  one  influ- 
ence is  bound  to  gather  force  enough  to  rule  over  a 
year  or  more,  and  all  indications  are  that  the  Orien- 
tal should  be  the  one. 

But  it  remains  for  the  trimming  makers  to  see  this 
influence  in  its  broadest  dimensions.  Ideas,  not 
trinkets,  are  what  must  win.  If  you  look  through 
the  market  to-day  you  will  see  such  things  as  pend- 
ant trimmings  of  beads  with  a  Chinese  coin  called  a 
"cash"  at  the  end.  That  is  a  trinket,  but  it  is  not  a 
true  piece  of  designing.  It  is  another  evidence  of  the 
persistence  with  which  certain  designers  cling  to 
their  first  Chinese  ideas  and  seem  unable  to  broaden 
out  into  the  vast  scope  of  the  "all  Oriental."  Of 
course,  there  are  women  who  buy  garments  that 
have  trinket  ornamentations,  but  it  will  not  increase 
the  power  of  domestic  designers  if  they  are  content 
to  cater  to  so  elemental  a  taste.  Happily,  there  are 
more  designers  of  the  sort  who  do  not  rest  short  of 
creating  designs  that  represent  the  value  of  harmony 
in  form  and  color.  They  have  accomplished  some 
original  work  that  cannot  be  excelled  in  any  quarter 
of  the  globe. 

In  studying  the  Oriental  possibilities  in  trimmings 
the  designer  will  discover  that  it  is  almost  the  in- 
variable rule  among  the  Orientals  to  express  har- 
mony in  their  manner  of  using  colors  instead  of  lines 
to  form  designs.  That  is  a  good  rule  to  observe. 
There  is  no  end  to  the  styles  of  trimmings  that  can 
readily  be  created  by  using  colors  without  any  lines 
of  demarcation  between  the  colors.  Once  the  de- 
signer has  let  his  mind  become  saturated  with  the 
spirit  of  harmony  as  expressed  in  blending  or  con- 
trasting colors,  the  development  of  trimmings  that 
are  truly  Oriental  will  not  be  a  matter  offering  any 
difficulties. 

Of  course,  it  is  not  to  be  thought  of  that  the  gar- 
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ments  themselves  will  be  altogether  of  Oriental 
character.  Rather,  the  fashions  now  developing  are 
using  something  of  the  spirit  of  the  East  in  regard 
to  their  method  of  draping.  It  is  astonishing  how 
completely  the  American  woman  can  change  her  en- 
tire appearance  to  carry  out  the  picture  of  being  a 
native  of  the  country  after  whose  people  her  dress  is 
modeled.  Give  her  the  right  kind  of  trimmings  for 
a  year  of  Oriental  fashions,  and  you  will  find  her 
ready  to  dress  her  hair  and  adopt  the  walk  of  the 
women  of  the  Orient.  After  the  many  half-hearted 
attempts  which  have  been  made  to  construct  a  sea- 
son of  consistent  fashions,  it  would  be  a  triumph 
well  worth  every  effort  if  the  domestic  designers  can 
satisfy  the  American  woman's  sense  of  what  is  cor- 
rect in  Oriental  dress. 

Fortunately,  the  fabric  houses  are  abundantly  sup- 
plied with  colored  materials,  or  perhaps  it  were  bet- 
ter said  that  the  available  fabrics  are  replete  in  col- 
ors, with  which  to  work.  The  trimming  makers 
should  never  lose  sight  of  the  fact  that  the  success  of 
the  next  year  or  so  of  fashions  depends  particularly 
upon  their  resourcefulness  in  supplying  the  right 
ideas  in  dress  ornamentation. 


CLOAK  DESIGNERS'  ASSOCIATION  ELECTS 
OFFICIALS. 

AT  a  meeting  of  the  Cloak  and  Suit  Designers' 
Mutual  Aid  Association,  which  took  place  on 
March  1st,  Max  Fisher,  designer  for  Rosenschein 
Bros.,  was  re-elected  president.  Joseph  Looker,  who 
conducted  the  "right  to  work"  campaign  through- 
out the  strike  and  lockout  of  last  summer,  declined 
to  accept  a  renomination  as  chairman  of  the  execu- 
tive board,  saying  that  his  business  interests  took 
up  so  much  of  his  time  that  he  would  be  unable  to 
do  justice  to  an  official  position  in  the  association. 
Other  officers  elected  were  B.  Bernstein,  with  R. 
Sadowsky,  vice-president ;  David  Dicker,  with  Gar- 
finkle  &  Rosenblatt,  secretary  Max  Blinden,  with 
Singer  Bros.,  treasurer.  Following  the  election  of 
officers  a  banquet  was  held  at  the  Cafe  Boulevard. 


OMAHA  PLEATING  HOUSES  INSTALL 
EMBROIDERY  MACHINES. 

SKILLED  operators  and  embroidery  machines 
have  been  added  to  the  business  equipment  of 
many  of  the  pleating  concerns  of  Omaha,  Nebraska. 
It  is  a  remarkable  year,  due  to  the  fact  that  pleating 
and  embroidery  are  enjoying  about  equal  popularity, 
whereas  embroidery  is  not  usually  in  great  demand 
at  the  same  time  that  pleating  is  popular. 


The  firm  of  Louis  Weissman  &  Son,  which  was 
formerly  located  in  business  at  75  Graham  Avenue, 
Brooklyn,  has  left  that  borough  and  is  now  in  attrac- 
tive quarters  at  27  West  15th  Street,  New  York. 
Although  they  have  specialized  in  buttons  and  tai- 
lors' trimmings  heretofore  it  is  understood  that  they 
will  now  enlarge  the  scope  of  their  business  to  in- 
clude a  variety  of  dress  ornaments. 
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Notions  and  Fancy  Goods 


The  World's  Markets — Central  America 

A  Review  of  Button  Trade  Opportunities  in  Honduras,  Nicaragua,  Panama  and  Salvador,  the 
Central  American  States  Not  Reached  in  the  Previous  Month's  Article  of  This 

Series. 


HONDURAS  is  divided  into  two  United  States 
consular  districts,  one  with  headquarters  at 
Tegucigalpa,  which  is  said  to  account  for  about 
$12,000  worth  of  buttons  annually,  and  the  other  at 
Puerto  Cortes,  where  the  importers  of  the  locality  say 
that  probably  $8,000  worth  of  buttons  are  bought 
abroad  every  year. 

Writing  on  the  subject  of  conditions  as  they  exist 
for  trade  in  buttons,  Consul  E.  M.  Lawson  recently 
said  of  the  Tegucigalpa  district:  "The  limited  pur- 
chasing power  of  Honduras  may  be  taken  as  an  index 
of  the  extent  to  which  buttons  are  used.  The  really 
wealthy  class  are  extremely  few  in  numbers,  and 
but  little  ostentatious  display  of  dress  is  seen,  so 
that  extreme  styles  are  neither  possible  nor  popular. 
In  the  more  thickly  populated  western  half  of  Hon- 
duras European  dress  prevails,  but  costumes  are  on 
a  modest  scale,  so  that  buttons  are  for  use  and  not 
for  ornamentation.  For  this  reason  fancy  buttons 
are  not  in  great  demand. 

"No  buttons  are  manufactured  in  Honduras,  ex- 
cept those  of  the  cloth  covered  type ;  some  few  tai- 
lors have  small  hand  machines  which  turn  out  a 
wooden  mold  and  a  circle  of  cloth,  and  the  button 
is  finished  by  hand.  All  other  buttons  are  imported, 
but  as  the  government  statistics  do  not  segregate 
such  items  no  figures  are  available  as  to  the  source 
or  value.  Nearly  all  dealers  are  general  merchants ; 
no  firms  handle  exclusive  lines.  Very  little  ready- 
made  clothing  is  sold  in  the  Tegucigalpa  consular 
district ;  only  a  few  Palm  Beach  suits,  some  khaki ; 
overalls,  etc.  Of  women's  clothing  only  a  negligible 
amount  of  cheaper  lines  is  imported,  the  greater  bulk 
being  turned  out  by  local  seamstresses  and  house- 
wives. There  are  no  women's  tailors,  no  exclusive 
drygoods  stores,  no  department  stores.  Men's  tailor- 
ing is  also  very  primitive.  As  an  illustration,  a 
recently  opened  tailor  shop  in  this  city,  owned  by  a 
tailor  who  had  learned  his  trade  abroad  at  govern- 
ment expense  and  enjoyed  a  government  concession 
of  free  importation  of  findings,  was  obliged  to  bring 
four  operators  from  Guatemala  in  order  to  have 
assistants  who  could  do  the  work.  A  large  amount 
of  cotton  drill  is  annually  manufactured  into  men's 
clothing  by  sewingwomen  in  their  homes  and  a 
similar  class  make  the  major  part  of  women's  and 
children's  clothing.  In  any  case,  the  buttons  are 
purchased  more  or  less  directly  from  the  larger  gen- 
eral merchandise  houses,  which  do  both  a  wholesale 
and  a  retail  business  and  supply  the  smaller  dealers 
as  well  as  the  actual  consumers." 

There  is  the  consul's  opinion  of  the  trade  in  the 
Tegucigalpa  district.  It  can  be  added  that  France, 
Germany  and  England  held  about  equal  parts  of  the 
trade  before  the  European  war.  The  favored  types 
of  buttons  are  pearl,  for  dresses,  or  those  with  metal 
eyes  and  rings  for  detaching,  white  china  buttons 


from  about  14  to  24  lines,  pants  buttons  of  bone, 
vegetable  ivory  and  other  non-rust  varieties.  The 
climate  of  Honduras  is  humid,  so  buttons  of  metal, 
horn  or  papier  mache  are  not  wanted.  About  the 
same  trade  conditions  are  to  be  met  in  the  Puerto 
Cortes  consular  district. 

Nicaragua  presents  a  very  similar  trade  aspect  as 
that  of  Honduras.  There  are  two  United  States  con- 
sular districts,  Corinto  and  Bluefields.  The  figures 
of  1914  show  imports  to  both  districts  amounting  to 
10,069  pounds,  worth  $8,851.  Probably  eighty  per 
cent,  of  this  went  to  Corinto,  for  the  western  half 
of  the  country.  Of  the  imports  recorded  for  that 
year  the  United  States  furnished  1,017  pounds,  valued 
at  $1,023. 

The  principal  competition  in  normal  times  would 
be  that  of  Germany,  particularly  in  cheap  bone,  crys- 
tal, glass  and  china;  of  France  in  bone,  crystal  and 
china,  and  of  Italy  in  vegetable  ivory  and  compo- 
sition buttons.  Bluefields,  representing  the  eastern 
section  of  Nicaragua,  is  now  using  buttons  from  the 
United  States  almost  to  the  full  extent  of  the  buying 
power  of  the  district.  Orders  are  placed  through 
agents  in  New  Orleans,  where  several  jobbers  ship 
from  their  stock,  as  the  business  is  not  sufficient 
to  warrant  dealing  direct  with  manufacturers. 

Panama  is  not  a  considerable  customer  for  buttons 
in  the  best  of  times,  but  the  business  of  this  state  is 
as  valuable  to  our  own  exporters  as  it  has  been  con- 
sidered by  the  exporters  of  Germany,  where  a  good 
part  of  the  orders  went  prior  to  the  war. 

Consul  General  Aban  G.  Snyder,  at  the  City  of 
Panama,  has  summed  up  the  market  in  the  follow- 
ing report  which  he  made  a  year  ago : 

"No  buttons  are  manufactured  in  Panama,  and 
though  most  of  the  ordinary  varieties  appear  on 
the  market,  the  volume  of  imports  is  not  large.  The 
last  available  statistics,  which  may  be  taken  as  indi- 
cating the  annual  average,  show  imports  to  the  value 
of  $9,650  in  1912.  Of  these  the  United  States  supplied 
$1,550  worth.  White  and  the  lighter  colors  of  but- 
tons are  chiefly  used,  to  match  the  light-colored 
clothing  worn  in  the  tropics.  The  materials  for  the 
most  part  are  mother-of-pearl,  bone  and  corozo, 
metal,  glass,  and  cloth  covered. 

"The  factors  that  American  manufacturers  of  but- 
tons must  meet  are  the  lower  cost  of  manufacture  in 
Europe  and  the  style  of  putting  up  of  the  inexpensive 
article.  I  would  specially  emphasize  the  put-up  fea- 
ture. With  the  exception  of  the  bone  and  corozo 
buttons,  which  are  put  up  loose  in  small  boxes  of 
1  gross,  all  other  classes  are  put  up  on  cards  of  6  to 
24  buttons,  according  to  size. 

"Purchasers  of  buttons  usually  buy  from  German 
travelers,  who  bring  samples  of  every  conceivable 
kind  of  Austrian  and  German  manufactures  to  mini- 
mize their  traveling  expenses. 
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"Terms  are  credit  from  30  days  up,  and  a  buying 
commission  to  the  agents  of  4  to  5  per  cent.  The 
customs  duty  on  buttons  is  15  per  cent,  ad  valorem. 

"Local  dealers  inform  me  that  up  to  within  the 
last  two  or  three  months  no  difficulty  was  experi- 
enced in  securing  what  they  needed  in  the  way  of 
buttons,  doubtless  because  of  the  large  supply  on 
hand  at  the  time  of  the  outbreak  of  the  European 
war,  but  present  indications  are  that  they  will  have 
to  look  to  the  United  States  to  supply  future  require- 
ments." 

At  Colon,  the  other  consular  district  of  Panama, 
the  same  conditions  would  apply  as  those  stated 
above. 

Salvador,  the  last  on  our  list  of  Central  American 
states,  uses  about  $10,000  worth  of  buttons  annually. 
Again,  to  save  repetition  of  statements,  it  may  be 
said  that  what  applies  to  the  other  states  is  equally 
true  of  Salvador.  The  same  terms  and  the  same 
kinds  of  buttons  are  most  favorable  to  building 
trade  relations. 


COVERED  BUTTON  LABOR  ISSUE  OVER. 

THE  new  agreement  reached  between  the  Cov- 
ered Button  Manufacturers'  Association  of 
New  York  and  the  labor  union  is  such  that  no  fur- 
ther difficulties  should  arise  to  interfere  with  the 
success  of  the  highly  promising  year  of  business  in 
this  line.  Employees  in  the  one  hundred  and  twenty 
associated  shops  will  receive  a  minimum  wage  of 
$17  a  week  and  a  further  increase  in  pay  to  $18 
a  week  in  August.  Cutters  are  to  receive  a  mini- 
mum of  $18  a  week  and  $20  weekly  in  August.  It 
has  further  been  decided  that  forty-eight  hours  shall 
constitute  a  regular  working  week.  In  view  of  the 
fair  and  satisfactory  arrangement  that  has  been 
reached  between  association  shops  and  the  union, 
it  is  more  than  likely  that  they  will  take  the  neces- 
sary steps  to  discourage  independent  shops  which 
offer  unfair  competition. 


BIRD  BUTTON  CO.  AS  "DEPARTMENT  A"  OF 
TURKELTAUB  CO.  AROUSES  IRE. 

SINCE  the  sheriff's  sale  at  Newark,  N.  J.,  in 
April  of  1916,  when  M.  Turkeltaub  &  Son 
bought  in  the  Bird  Button  Company  for  $5,000,  the 
former  minority  stockholders,  represented  by  Hyman 
Weitzer,  have  taken  exception  to  the  conditions 
which  resulted  in  their  losing  what  interest  they  had 
in  the  Bird  concern.  A  recent  court  action  against 
Max  and  Nathan  Turkeltaub  was  instituted  with  a 
view  to  showing  that  the  plaintiff  is  entitled  to  con- 
sideration by  reason  of  his  claim  that  the  sheriff 
sold  the  Bird  concern  to  the  Turkeltaubs  on  their 
first  bid  of  $5,000.  The  whole  proceeding  as  set  forth 
by  the  plaintiff  is  much  involved. 


HAUROWITZ  &  GOLDBERG  TAKE  NEW 
CHICAGO  OFFICE. 

HAUROWITZ  &  GOLDBERG,  a  well  known 
New  York  firm  of  button  manufacturers  and 
importers,  have  engaged  larger  quarters  for  their 
Chicago  office  and  showroom.  The  new  address  is 
233  West  Jackson  Boulevard. 


BUTTON   FIRMS  REMOVE. 

The  Sterling  Button  Company,  for  many  years 
located  at  122  to  126  West  26th  Street,  New  York, 
intend  to  remove  on  May  1st  to  the  Sterling  build- 
ing, 8  to  14  West  30th  Street,  between  5th  Avenue 
and  Broadway,  where  they  will  have  over  20,000 
square  feet  of  space.  This  removal  has  been  neces- 
sitated by  the  constant  increase  of  business. 


The  Hudson  Pearl  Button  Works,  manufacturers 
of  buttons  and  novelties,  formerly  at  110  West  34th 
street,  are  now  located  in  new  quarters,  at  1204 
Broadway,  New  York. 


The  Columbia  Button  Works,  formerly  at  24-26 
West  21st  street,  New  York,  are  now  located  at 
229-239  West  28th  street. 


D.  Goldrich  Co.,  manufacturers  of  buttons,  for- 
merely  at  119  East  23d  street,  have  moved  to  larger 
quarters  at  121  East  23d  street,  New  York. 


RAPPAPORT  BUYS  WIZ  PLEATING  CO. 

THE  Wiz  Pleating  Co.  has  been  bought  by  S. 
Rappaport,  who  has  operated  a  pleating  plant 
at  41  West  21st  street,  New  York,  where  the  Wiz 
company  is  also  located,  for  some  time  past.  Mr. 
Rappaport  has  taken  over  the  full  interest  in  this 
company  and  will  continue  it  without  interruption 
at  the  same  address.  However,  he  will  still  carry 
on  the  business  that  he  has  built  up  under  his  own 
name,  so  that  the  two  concerns  will  go  on  independ- 
ently. 


UNITED  BUTTON  CO.'S  ANNUAL  STATEMENT 

The  following  statement  was  recently  recorded 
at  Boston  by  the  United  Button  Co. :  Treasurer, 
Henry  J.  Lemmer.  Report  of  October  5,  1916, 
shows:  Assets — Real  estate  $277,596;  machinery 
$225,780;  merchandise  $327,642;  cash  and  debts  re- 
ceivable $100,384;  patent  rights  and  trademarks 
$556,766;  treasury  bond  $55,620;  treasury  stock 
$158,760;  deferred  charges  $6,937;  total  $1,709,485. 
Liabilities — Capital  stock  $700,000;  accounts  pay- 
able $85,523;  funded  indebtedness  $661,719;  surplus 
$176,880;  reserve  funds,  accrued  interest  and  allow- 
ances for  doubtful  accounts  $85,363  ;  total  $1,709,485. 


MORRIS  BAFF'S  BUSINESS  TO  CONTINUE. 

ANNOUNCEMENT  is  made  by  Mrs.  Morris 
Baff  that  the  passementerie  business  owned 
by  her  late  husband  and  located  at  127  West  28th 
street,  New  York,  will  be  continued  by  her. 


N.  Y.  BUTTON  CO.  NOW  THE  LIBERTY 
BUTTON  CO. 

The  New  York  Button  Co.,  of  1  Union  Square, 
New  York,  has  changed  its  business  name  and  will 
hereafter  be  known  as  the  Liberty  Button  Co.  It 
is  understood  that  there  will  be  no  difference  in  the 
personnel  of  the  company. 
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The  Autobiog 


OR  a  great  many  years  that  class  of 
animals  called  "men"  have  used  our 
family,  but  not  once,  that  I  know  of, 
have  they  ever  thanked  us  for  our  use- 
fulness.   In  fact,  I  don't  believe  they 


have  ever  thought  much  about  us  buttons  at  all. 

In  the  first  place,  I'll  write  a  little  about  our  family 
before  we  were  discovered  by  man.  In  the  "Land 
of  Future  Inventions"  (where  all  useful  things  come 
from)  our  family  originated.  The  Button-folk  have 
a  system  of  their  own  for  figuring  time.  The  years 
are  not  called  B.  C.  and  A.  D.,  as  are  the  years  of 
mortals,  but  B.  B.  and  A.  B.,  meaning  Before  and 
After  Buttons.  Because  we  are  such  a  large  family, 
extending  over  all  the  civilized  world,  we  feel  justi- 
fied in  having  such  a  system. 

Before  we  came  to  earth  we  had  many  exciting 
times  in  our  land.  The  Future  Inventions  were 
continually  scrapping  about  which  one  should  be 
discovered  next,  and  how  we  used  to  smile  at  the 
way  men  tried  to  get  along  without  us. 

It  was  thousands  and  thousands  of  years  B.  B. 
when  men  first  realized  the  necessity  of  clothing ; 
then  Garments  came  to  the  world  from  our  land  and 
how  foolish  it  was  to  see  men  tying  their  clothing  on. 

I  am  told  that  about  two  hundred  years  B.  B.  the 
pin  family  and  our  family  had  a  terrible  quarrel  try- 
ing to  decide  which  should  next  appear  to  man.  It 
was  finally  decided  in  favor  of  pins.  I  have  since 
been  glad  that  the  decision  favored  pins,  for  men 
having  been  shown  what  a  nuisance  pins  are,  they 
are  a  little  more  appreciative  of  us  than  they  might 
have  been  otherwise. 

Well,  I  suppose  I  must  admit  that  pins  are  all 
right  in  their  places,  but  they  seldom  stay  in  their 
places.  They  have  heads  that  are  bound  to  come 
off,  and  points  that  are  determined  to  get  in  the 
wrong  position.  Of  course  I  do  not  mean  to  con- 
demn the  ever-faithful  safety  pins,  for  what  would 
people  do  without  them?  For  bachelors  and  babies 
they  are  necessities. 

Pins  stayed  in  fashion  many  years,  and  by  the 
additional  use  of  strings  and  girdles  the  people  man- 
aged to  exist  until  the  Age  of  Buttons.  (Notice  I 
do  not  say  live !  People  don't  really  live  until  they 
become  civilized,  and  they  didn't  become  civilized 
until  Buttons  were  in  use.) 

One  day  a  man  who  had  pricked  his  fingers  too 
many  times  on  the  treacherous  pin  realized  that 
there  ought  to  be  something  more  efficient.  He  was 
appointed  to  discover  something  which  would  take 
the  place  of  pins,  and  in  this  quest  came  to  the  Hand 
of  Future  Inventions.  Of  course  he  didn't  find  us 
the  beautiful  and  extensive  family  which  we  are 
now,  but  merely  a  little  knob  around  which  he  fas- 
tened the  cords  or  strings  of  his  gowns.  Our  very 
name  is  a  proof  of  this.  The  word  Button  comes 
from  the  French  word  "bouton,"  meaning  a  projec- 
tion or  something  sticking  out. 

This  first  ancestor  of  mine  was  very  likely  made 
of  wood  or  metal,  but  after  this  branch  of  the  family 


phy  of  a  Button 

had  been  discovered  it  did  not  take  many  years  for 
the  rest  of  us  to  make  ourselves  known.  Buttons 
are  now  made  of  metal,  jewels,  porcelain,  glass,  mus- 
sel pearl,  mother  of  pearl,  vegetable  ivory,  celluloid, 
bone,  wood  and  numerous  other  materials.  In  order 
that  you  may  have  some  idea  of  how  many  there  are 
of  us,  let  us  visit  the  State  Capitol  at  Hartford,  Con- 
necticut. There  we  find  a  collection  of  thirty-four 
strings  of  buttons,  each  containing  twenty-seven 
hundred  different  styles  of  buttons,  and  there  are  no 
duplicates  in  the  entire  collection. 

Buttons  were  first  used  in  southern  Europe  about 
the  thirteenth  century.  In  a  manuscript  poem  writ- 
ten not  later  than  the  year  1300,  according  to  the 
calendar  man,  we  find  the  first  mention  of  buttons, 
where  the  hero  is  described  as  wearing  buttons  from 
his  elbow  to  his  hand.  The  use  and  fashion  of  but- 
tons increased  during  the  fourteenth  century  to  such 
an  extent  that  in  "The  Romance  of  Sir  Degrevant" 
the  writer,  describing  the  dress  of  an  earl's  daugh- 
ter, says  it  would  be  too  much  trouble  to  count  the 
buttons  on  her  dress.  During  the  following  century 
our  family  was  somewhat  less  in  vogue.  Lace  and 
points  appear  to  have  superseded  us,  but  we  recov- 
ered our  ascendency  in  the  sixteenth  century  and 
were  worn  in  great  numbers  on  the  clothing  of  both 
sexes.  The  buttons  of  this  period  varied  in  size, 
shape  and  material  so  constantly  that  it  is  impossible 
to  describe  them.  They  were,  however,  as  now, 
made  of  gold,  silver,  brass  and  other  metals,  horn, 
bone,  glass,  silk,  cloth  and  velvet.  In  the  time  of 
Charles  the  First  handkerchief  buttons  were  very 
much  in  style.  Tastes  were  extreme  in  those  days, 
and  we  find  frequent  mention  of  buttons  made  of 
diamonds  and  other  precious  stones.  Louis  XIV 
had  many  fads,  but  for  buttons  he  had  a  positive 
mania.  It  is  said  that  he  spent  in  a  single  year — 
that  of  1685— over  $600,000  for  buttons.  He  bought 
two  diamond  buttons  for  $14,000,  75  diamond  but- 
tons for  $120,000,  and  the  buttons  for  a  single  vest 
cost  over  $100,000. 

The  foregoing  is  the  history  of  buttons  in  general. 
The  Ivory  Button  family,  to  which  I  belong,  dates 
back  to  the  year  1859  of  the  calendar  of  man.  At 
that  time  we  were  brought  from  the  Land  of  Future 
Inventions  by  two  men  who  were  endeavoring  to 
make  buttons  of  a  material  that  would  not  wear  the 
thread  which  held  the  button  to  the  clothing. 

To  look  at  a  nicely  made  button  on  a  suit  of 
clothes,  the  casual  observer  would  hardly  imagine 
that  it  is  a  purely  vegetable  product — in  fact,  the 
seed  of  a  tree.  This  seed,  or  nut,  the  commercial 
value  of  which  has  come  to  be  recognized  through- 
out the  civilized  world  just  within  the  last  fifty  years, 
is  known  nearly  everywhere  as  the  vegetable  ivory 
nut,  a  most  appropriate  title.  In  its  native  land, 
however,  they  call  it  Tagua,  or  Corozo,  and  the  Ger- 
mans name  it  Steinnuss,  referring  to  its  shell  of  flint, 
while  to  the  botanist  it  is  "Phytelephas  Macrocarpa." 

Phytelephas  is  a  palmlike  tree.  Its  home  is  in 
northern  South  America  and  the  Isthmus  of  Pan- 
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ama.  The  finest  nuts,  known  as  West  Coast  Nuts, 
come  from  Ecuador  and  Colombia.  Here,  near  or 
along  the  rivers,  it  flourishes  in  groves,  scarcely  any 
other  vegetation  being  mingled  with  it.  In  most 
cases  the  trunk  is  straight,  but  it  does  not  grow  as 
tall  as  most  palm  trees.  The  nuts  grow  near  the 
top  where  the  leaves  branch  out,  or  at  an  elevation 
of  from  fifteen  to  twenty  feet. 

Several  of  these  nuts,  eight  to  thirty  or  more,  are 
bound  together  in  one  head.  The  covering  of  this 
head  is  coarsely  formed,  with  burrlike  projections  or 
horns.  The  head  bursts  when  mature,  letting  the 
nuts  fall  out.  In  this  mode  of  opening  and  in  gen- 
eral appearance,  the  head  resembles  the  burr  of  the 
common  horse-chestnut,  being,  however,  many  times 
larger  and  containing  more  nuts. 

The  nuts,  having  fallen  to  the  ground,  are  gath- 
ered by  natives  and  carried  on  muleback  or  in  rafts 
or  small  boats  down  the  rivers  to  the  various  ports — 
Guayquil,  Esmeraldas,  etc.,  where  they  are  sold,  or 
rather  bartered,  to  merchants  who  ship  them  to 
New  York  and  Hamburg  mainly. 

My  great-grandfather  tells  me  that  ships  returning 
from  South  American  ports  formerly  deposited  their 
cargoes  of  ivory  nuts,  which  they  had  used  for  bal- 
last, on  the  wharves  at  Bremen  and  Hamburg,  where 
they  were  allowed  to  rot  unless  someone  desired  to 
cart  them  away  for  fuel.  During  the  year  1859  or 
1860  some  of  these  nuts  reached  Hainspach,  Austria, 
a  mountain  town  which  was  famed  because  of  the 
hand  carving  skill  of  its  inhabitants. 

Johann  Hille  received  some  of  these  ivory  nuts 
and  carved  them  into  buttons,  the  surface  of  which 
he  and  other  workmen  of  Hainspach  laboriously 
colored  by  hand.  When  spring  came  Hille  took  his 
new  creations  to  Vienna,  where  he  found  a  ready 
market  for  his  product.  The  next  fall  he  contracted 
for  several  bags  of  ivory  nuts  and  began  the  manu- 
facture of  vegetable  ivory  buttons  on  a  larger  scale. 

During  the  year  1860  Herman  Donath,  who  had 
experimented  in  the  manufacture  of  umbrella  han- 
dles from  the  vegetable  ivory  nut,  began  the  manu- 
facture of  vegetable  ivory  buttons  in  Schmolln, 
Germany.  As  he  was  able  to  obtain  considerable 
financial  backing,  his  business  grew  rapidly  and 
Schmolln  soon  became  the  center  of  the  ivory  button 
industry. 

Factories  for  the  manufacture  of  ivory  buttons 
were  established  in  England  in  1862.  The  first 
American  ivory  button  factory,  the  Mill  River  But- 
ton Company,  was  established  at  Leeds,  Massachu- 
setts, in  1864.  In  1867  an  Ivory  Button  factory  was 
established  near  Berlin,  Ontario,  Canada. 

The  Button  factory  from  which  I  came  leads  in 
the  production  of  high-grade  ivory  buttons.  From 
the  time  that  I  arrived  at  the  factory  in  the  form  of 
an  ivory  nut  until  I  reached  the  stock  room  along 
with  eleven  other  buttons  which  exactly  resembled 
me  in  size,  shape,  weight,  color  and  mottling,  every 
possible  precaution  was  taken  to  insure  my  being  a 
perfect  button. 

When  I  entered  the  factory  I  was  in  the  form  of 
an  ivory  nut  about  the  size  of  a  small  potato  which 
was  incased  in  a  hard,  flintlike  shell  which  they  tell 


me  is  capable  of  resisting  the  hardest  steel  and  which 
will  instantly  dull  the  sharpest  instrument.  For 
several  months  I  lay  in  a  dark,  warm  binroom  piled 
up  with  thousands  of  other  nuts.  As  it  was  very 
dark  and  warm  I  enjoyed  the  first  part  of  my  stay 
very  much,  but  the  last  few  weeks  were  extremely 
noisy,  due  to  the  cracking  of  the  flintlike  shells. 

One  day  a  man  poked  his  head  through  the  door 
in  the  top  of  the  bin  and  said,  "Bill,  I  guess  'Esmer- 
alda's fours'  are  ready  for  the  drums."  In  a  very 
short  time  two  laborers  were  shoveling  the  nuts  into 
the  buckets  of  an  automatic  carrier  which  took  us  to 
the  top  of  the  binroom  and  then  dumped  us  pell  mell 
into  a  dark,  deep  hole.  Soon  I  began  to  roll  and  one 
of  the  metal  weights  that  I  bumped  against  informed 
me  that  the  nuts  were  being  drummed  to  remove  the 
shells.  After  several  hours  of  tumbling  and  pitch- 
ing in  the  dusty,  rolling,  roaring  drum,  I  was  taken 
to  the  scabbing  table,  where  the  nuts  are  individu- 
ally inspected  and  the  minutest  particles  of  the  shell 
removed. 

From  the  scabbing  table  I  was  taken  on  an  auto- 
matic carrier  to  the  sizing  drums,  where  the  nuts  are 
automatically  sized  and  bagged.  As  the  bag  into 
which  I  fell  was  nearly  full  I  was  taken  almost  im- 
mediately to  the  saw  room,  where  the  pieces  or 
button  slabs  are  cut  from  the  nuts.  If  you  have  ever 
spent  considerable  time  locked  up  in  a  dark  room 
you  will  appreciate  the  feeling  of  joy  that  overcame 
me  when  the  saw,  running  at  6,000  to  7,000  revolu- 
tions per  minute,  cut  me  away  from  the  pithy  center 
of  the  nut  and  left  me  a  bright,  clear  grained  button 
slab.  I  was  sure  I  would  soon  be  a  full-fledged 
button. 

My  happiness  was  short-lived,  for  I  soon  learned 
that  I  was  not  to  be  made  into  a  button  that  day 
nor  in  fact  for  many  days.  Vegetable  ivory  being  a 
vegetable  product,  contains  a  large  amount  of  water, 
and  buttons  made  from  green  slabs  would  soon  warp 
and  spoil,  therefore  I  had  to  undergo  a  long  period 
of  curing  and  drying.  After  a  rest  of  six  days  in 
the  dry  kilns  the  slabs  were  sorted  by  machinery 
according  to  classes  and  I  found  myself  in  a  bright, 
cheery  room,  which  I  was  informed  was  the  turning 
room,  where  the  slabs  are  turned  into  buttons. 
Happy !  Well  I  should  say  I  was.  Here  in  a  few 
minutes  my  ambition  was  to  be  realized — I  would 
soon  be  a  button. 

Hum!  Hum-m-Hum-m-m  purred  the  wonderful 
turning  lathes.  Soon  I  would  be  taken  by  an  op- 
erator and  made  into  a  beautiful  button  blank.  If 
I  had  been  able  I  should  have  leaped  and  danced  for 
joy.  Swish,  my  dreams  were  ended.  I  was  sud- 
denly grabbed  by  a  smiling  chap,  thrown  into  a  pail 
with  hundreds  of  other  slabs,  immersed  in  a  hot  bath 
to  moisten  my  outer  surface  and  prevent  its  crack- 
ing in  the  turning  process,  and  then  dumped  warm 
and  steaming  into  a  box  above  the  turning  lathe. 

One  by  one  the  slabs  near  me  were  taken  away 
by  the  turner  and  I  eagerly  awaited  my  turn.  Sud- 
denly the  machinery  stopped  and  my  heart  sank  for 
fear  that  I  was  going  to  be  left  out,  and  that  my 
ambition  to  be  a  button  was  not  to  be  realized.  I 
shuddered  and  uttered  a  protest  against  such  treat- 
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ment.  For  this  display  of  nervousness  I  was  chided 
by  a  big  button  slab  who  informed  me  that  my  firm 
allowed  their  employes  a  five-minute  rest  period 
every  hour  and  that  the  machinery  would  be  set  in 
motion  again  at  the  end  of  that  time. 

Sure  enough,  my  fears  were  groundless,  and  I  was 
placed  in  the  grips  and  a  rapidly  revolving  spindle 
ate  into  me  and  gave  me  the  face  of  a  finished  button 
blank.  Burr-rr.  In  less  time  than  it  takes  to  tell 
it  a  back  spindle  turned  me  out  and  I  fell  away  from 
the  ring  waste,  a  finished  button  blank  at  last. 

From  the  turning  room  I  was  taken  to  the  drill 
room,  where  automatic  machinery  drilled  and  reamed 
four  beautiful  holes  in  me,  which  are  absolutely 
perfect,  as  each  hole  was  drilled  separately  so  that 
the  drill  could  cut  perpendicular  to  the  surface  of 
the  button,  thus  leaving  clean-cut  edges  which  will 
not  cut  or  wear  the  thread. 

As  soon  as  my  companion  button  blanks  were 
drilled  we  were  taken  to  the  drum  room  and  rolled 
in  large  tumbling  barrels  with  polishing  material 
which  gave  us  an  extremely  smooth  surface  and  pre- 
pared us  for  the  dye. 

As  I  am  a  mottled  black  and  white  button,  I  had 
to  undergo  several  operations  in  the  dye  room. 
First  I  was  soaked  in  water  to  open  my  pores  and 
further  prepare  my  surface  for  the  reception  of  color- 
ing matter.  Then  I  was  placed  face  up  on  a  pin 
board  containing  a  gross  of  buttons,  which  was  then 
passed  to  a  dyer,  who  placed  a  chart  over  the  pin 
board  and,  with  the  aid  of  an  air  brush,  sprayed  the 
buttons  with  a  "resist"  dye.  The  chart  was  then 
removed  and  the  board  passed  to  a  second  dyer,  who, 
with  the  aid  of  a  similar  chart,  sprayed  the  buttons 
with  the  "color"  dye,  and  set  us  out  to  dry.  When 
the  buttons  were  thoroughly  dried  we  were  taken 
from  the  pin  board  and  placed  in  a  vat  of  color  bath 
or  developer  which  brought  out  the  spray  color  and 
rendered  it  fast,  and  also  gave  a  medium  shade  to 
that  part  of  the  button  that  had  not  been  sprayed 
at  all.  The  colors  being  firmly  "fixed,"  the  "resist" 
was  removed  and  I  was  left  a  finished  button,  though 
rather  dull  in  luster.  To  bring  out  the  color  and 
finish  I  was  again  drummed  for  several  hours  until 
I  shone  like  a  mirror. 

Next  I  was  taken  to  the  Carding  Room,  where  the 
buttons  are  individually  inspected,  sorted,  shaded 
and  sewed  on  to  cards.  This  room  is  extremely 
light  and  cheery  and  the  surroundings  are  so  at- 
tractive that  I  wish  my  stay  might  have  been  longer. 
Here  is  where  the  stuff  that's  in  a  button  comes  out. 
If  you're  not  a  good  fellow  the  sharp-eyed  girls  won't 
pass  you.  There  are  any  number  of  imperfections 
that  make  it  impossible  for  you  to  pass  as  a  quality 
button  and  they'll  throw  you  into  the  discard  to  be 
redyed  or  cast  out  entirely. 

After  the  girls  have  sorted  the  buttons  and  ar- 
ranged them  on  cards,  they  are  inspected  to  see  that 
each  button  on  the  card  exactly  matches  every  other 
button  and  no  button  card  leaves  the  factory  unless 
every  button  is  a  perfect  match. 

From  Art  in  Buttons,  Published  by  the  German- 
American  Button  Co. 


Advertising  is  the  cornerstone  of  success. 


DESIGN  REGISTRATION  FAVORED  BUT 
POSTPONED. 

IT  SEEMS  to  be  agreed  in  all  quarters  that 
original  designs  should  be  given  protection,  but 
the  present  feeling,  as  expressed  during  the  recent 
hearings  before  the  Senate  Patents  Committee,  is 
that  the  present  Design  Registration  Bill  will  need 
to  be  materially  changed  in  form  before  it  is  ready 
to  be  acted  upon  finally.  Those  in  favor  of  the 
present  Bill  made  strong  efforts  to  have  it  favorably 
reported  with  the  endorsement  of  the  Patents  Com- 
mittee, which  met  on  February  12. 

Meanwhile,  Judge  T.  T.  Ausberry,  representing 
one  of  the  associations  of  dry  goods  merchants,  ap- 
peared and  asked  to  have  action  deferred  to  give  his 
associates  time  to  prepare  their  views  for  presenta- 
tion. It  was  decided  to  appoint  a  sub  committee 
which  will  continue  to  hold  hearings  during  the 
present  session,  but  the  Bill  will  not  be  reported  until 
December,  when  Congress  reconvenes.  So — get 
busy  with  the  sub  committee,  show  why  your  busi- 
ness needs  this  law  to  operate  economically,  and, 
above  all,  prepare  good  answers  to  any  objections 
that  are  not  well  founded. 


MANUFACTURING  STARTED  AT  BUFFALO, 
IOWA,  FACTORY  OF  HAWKEYE  COMPANY. 

ITH  a  good  equipment  of  the  most  up-to- 
date  machinery,  the  Buffalo,  Iowa,  factory 
of  the  Hawkeye  Pearl  Button  Company  is  now  in 
running  order.  It  is  reported  that  one  hundred  em- 
ployees are  now  working  there,  about  twenty-five 
being  girls.  This  will  give  the  Hawkeye  people  full 
opportunity  to  continue  to  increase  the  already  large 
business  which  it  has  been  building  steadily  since  it 
entered  the  field. 

THE  A.  &  S.  BUTTON  CO.  FORMED. 

ITH  offices  at  1133  Broadway,  New  York, 
the  A.  &  S.  Button  Co.  has  been  formed  by 
two  well-known  salesmen  who  were  formerly  con- 
nected with  B.  Blumenthal  &  Co.  They  are  S. 
Abramson  and  Louis  Schneider,  both  having  a  host 
of  friends  throughout  the  trade. 

AETNA  BUTTON  CO.'S  ANNUAL  STATEMENT. 

ANNUAL  meeting,  January  1.  End  of  fiscal 
year,  December  31.  Fred  E.  Briggs,  presi- 
dent, and  Leonard  Dahlgren,  treasurer.  Assets — 
Machinery,  $4,336 ;  merchandise,  $6,434 ;  cash  and 
debts  receivable,  $4,403  ;  total,  $15,175.  Liabilities — 
Capital  stock,  $10,000.  Aetna  Button  Co.,  Attle- 
boro,  Mass. 

S.  &  G.  BUTTON  CO.  ENTERS  FIELD. 

THE  S.  &  G.  Button  Co.,  which  will  use  the 
showrooms  of  the  S.  &  G.  Leather  Goods  Co., 
at  12-16  West  27th  street,  New  York,  has  been  or- 
ganized to  manufacture  buttons,  girdles  and  orna- 
ments. 

MRS.  MILLS  NOW  NOTION  BUYER  FOR  THE 
LOS  ANGELES  BROADWAY  DEPT.  STORE. 

A RECENT  appointment  is  that  of  Mrs.  Kather- 
ine  Mills  with  the  Broadway  Department  Store 
of  Los  Angeles,  California.  Mrs.  Mills  now  has 
charge  of  the  buying  for  the  notion  department. 
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THE  AFTER-WAR  PROBLEM. 
From  the  Annalist. 

AR  demands  have  stimulated  the  whole  in- 
dustrial organism,  and  the  time  will  come 
when  it  must  go  without  this  abnormal  stimulant. 
It  is  a  thing  vastly  to  be  desired,  but  when  it  comes 
it  may  bring  a  too  sudden  change  and  lead  to  com- 
mercial disarrangement  which  would  bring  hardship 
with  it.  We  say  may  rather  than  will,  for  it  seems 
to  us  that  it  will  largely  be  in  the  power  of  this 
country  itself  to  find  remedies  for  the  dislocation  of 
labor,  which  it  is  to  be  assumed  will  follow  the  end- 
ing of  the  war,  and  to  devote  to  new  and  peaceful 
purposes  the  productive  capacity  which  these  two 
years  or  more  has  been  serving  the  needs  of  war. 

Co-operation  is  a  word  made  to  do  much  service 
in  the  discussion  of  ways  and  means  of  meeting 
business  problems,  but  there  does  seem  to  be  a  field 
in  which  co-operation  would  yield  results  of  greatest 
benefit  to  the  whole  business  structure.  Co-opera- 
tion, however,  does  not  consist  in  getting  the  most 
out  of  another  at  the  least  possible  cost.  That  seems 
to  be  the  interpretation  which  occasionally  is  put 
upon  the  word.  So  interpreted,  co-operation  means 
very  little.  On  the  other  hand,  business  co-opera- 
tion is  not  philanthropy ;  it  is,  in  fact,  nothing  more 
exalted  than  enlightened  selfishness,  but  that  is 
selfishness  relieved  of  sordidness. 

Capital  will  not  be  lacking,  for  capital,  which  has 
been  vastly  increased  by  the  profits  growing  out  of 
the  enormous  trade  of  the  last  two  years,  will  gladly 
enough  seek  employment  in  such  ways  as  these,  pro- 
vided encouragement  of  the  sort  we  are  discussing 
is  extended.  Moreover,  there  is  probably  much 
public  expenditure,  not  in  the  shape  of  disguised 
subsidies  but  for  things  really  needed  in  the  public 
interest,  which  could  profitably  be  undertaken  as  an 
aid  in  stabilizing  the  labor  market  during  the  period 
of  transition  from  war  to  peace. 

The  needs  of  that  period  may  be  much  less  than 
many  imagine.  We  believe  that  they  will  be,  but 
one  of  the  surest  ways  to  make  certain  that  they 
will  be  as  small  as  possible  is  to  be  prepared  for  any 
possible  dislocation  of  labor  arising  out  of  a  change 
in  the  kind  and  the  volume  of  the  demand  for  goods. 
Preparation  for  difficulties  goes  far  toward  destroy- 
ing them. 

****** 

How  soon  the  problem  will  take  definite  shape  is, 
of  course,  uncertain.  The  war  goes  on  while  the 
whole  world  is  discussing  the  possibility  of  peace. 
It  is  talking  of  peace  as  it  never  has  at  any  earlier 
period  of  the  war,  and  it  is  not  now  likely  that  the 
talk  of  peace  will  cease  until  peace  has  come.  Un- 
less signs  fail,  it  is  likely  to  come  before  the  close 
of  another  year.  All  want  peace,  that  is  certain,  and 
it  would  seem  that  Germany  is  near  enough  to  seri- 
ous difficulties  to  make  her,  before  another  year 
passes,  willing  to  accept  the  sort  of  terms  which  are 
essential  to  the  ending  of  this  war  in  a  manner  to 
give  reasonable  assurance  that  it  will  not  soon  be 
renewed. 

The  time  within  which  to  prepare  to  meet  our  own 


particular  problems  when  the  war  ends  may  be 
shorter  than  many  of  us  believe.  It  is  none  too 
early  for  the  business  men  of  the  country  to  lay 
plans  for  the  time  when  Europe  will  again  be  at 
peace. 

 •  

OUR  COVER  DESIGN. 
Buttons  Demanded  for  Spring  and  Summer  Frocks. 

By  Pictorial  Review. 

ONE  has  only  to  glance  at  the  advance  models 
in  frocks  for  spring  and  summer  illustrated  on 
this  month's  cover  to  be  convinced  of  the  statement 
that  buttons  and  braid  will  play  a  more  important 
part  than  ever  in  the  development  of  fashionable 
costumes. 

Absolute  chic  is  achieved  in  the  frock  of  figured 
crepe  Georgette  combined  with  satin.  The  color 
scheme  is  in  Chinese  blue,  braid  in  this  tone  outlining 
the  tunic  and  sides  of  the  skirt  and  bodice. 

The  second  model  is  an  excellent  and  satisfactory 
example  of  what  will  be  worn  with  foulard  silks. 
Giving  tone  to  the  clear  green  of  the  foulard  is  the 
black  braid  stitching  on  skirt  and  bodice.  The  but- 
tons are  in  self-coler. 

The  unusually  good-looking  costume  in  the  third 
illustration  has  the  skirt  trimmed  with  deep  tucks, 
which  in  turn  are  stitched  with  narrow  bands  of 
braid  from  which  countless  little  buttons  hang.  It 
is  carried  out  in  tan  linen,  the  belt  being  of  brown 
satin. 

The  long-waisted  frocks  which  promise  to  be  so 
fashionable  during  the  summer  are  very  pretty  in 
check  and  plaid  materials,  combined  with  some  sheer 
fabric.  These  invariably  are  trimmed  with  buttons, 
as  the  fourth  dress  illustrated.  Nothing  could  be 
more  artistic  than  the  touch  which  the  buttons  placed 
at  the  belt,  on  the  cuffs  and  about  the  V-shaped  neck 
impart  to  the  design. 

First  Model:  Costume  No.  7117.  Sizes,  34  to  44 
inches  bust.   Price  25  cents. 

Second  Model:  Waist  No.  7169.  Sizes,  34  to  44 
inches  bust.  Price  20  cents.  Skirt  No.  7218.  Sizes, 
22  to  34  inches  waist.    Price  20  cents. 

Third  Model:  Costume  No.  7167.  Sizes  14  to  20 
years. 

Fourth  Model:  Costume  No.  7158.  Sizes  14  to  20 
years.    Price  20  cents. 


FREYDBERG  BROS.  INCREASE  SPACE. 

ONE  of  the  best  indications  pointing  to  the 
strength  of  the  demand  for  dress  trimmings 
is  the  wonderful  growth  of  the  business  of  Freyd- 
berg  Bros.,  who  have  won  for  themselves  a  promi- 
nent place  in  the  trade.  It  has  become  necessary 
for  them  to  take  another  floor  in  the  builJing  they 
now  occupy  at  44-50  West  18th  street,  New  York. 
Their  new  floor  is  the  eighth,  just  below  the  single 
floor  they  have  had,  and  the  increased  space  they  have 
taken  will  be  used  exclusively  for  offices,  showrooms 
and  stockrooms,  while  the  other  floor  will  be  devoted 
to  manufacturing.  It  is  understood  that  their  well- 
known  line  of  dress  trimmings,  seam  bindings  and 
snap  fasteners  will  be  added  to  by  including  a  few 
other  specialties  in  notions. 
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Notions  and  Fancy  Goods 


A.  M.  TURKELTAUB 


TELEPHONES: 
FARRAGUT  2710-2711-2712 


JULIUS  LICHTER 


Sterling  Button  Company 

122-124-126  WEST   26TH    STREET       -       -       -       -       NEW  YORK 

Our  new  Home  after  May  1st,  1917,  will  be  at  8-10-12-14  W.  30th  St.,  near  5th  Ave. 


For  the  Jobber  Only 

FRANK  CANNATA 

Manufacturer 

Crochet  Buttons  and  Novelties 

2060  First  Avenue,  New  York 
SPECIAL  DESIGNS  FOR  THE  WHOLESALE  TRADE 

Telephone,  545^  Harlem 


GENUINE  SPRING 

SNAP  FASTENER 
MACHINES 

The  American  snap  fastener  industry  has  proven  to  be  the 
biggest  success  in  the  snap  fastener  history.  Let  us  help  you 
take  part  in  this  success.  We  build  perfect  automatic  ma- 
chines that  can  be  operated  by  any  inexperienced  person  and 
guarantee  the  best  products.  Machines  can  be  seen  in  oper- 
ation and  product  open  for  inspection. 

AJAX  STAMPING  COMPANY,  Inc. 

MAKERS  OF  SPECIAL  AUTOMATIC  MACHINES,  DIES  AND  TOOLS 

145  West  28th  Street,  New  York 


TAKE  ADVANTAGE  o°uFR  INFORMATION  DEPARTMENT 

Many  of  our  readers  are  doubtless  frequently 
desirous  of  knowing  where  they  can  procure 
certain  desirable  lines  of  goods. 

We  have  exceptional  facilities  for  procuring 
information  about  new  productions,  novelty 
lines,  etc. 

This  department  is  organized  especially  for  the 
purpose  of  supplying  such  information  and  is  at 
■  your  service  at  all  times. 

We  are  always  glad  to  be  of  any  possible  ser- 
vice to  our  readers  and  requests  for  information 
are  most  welcome. 

NOTIONS  AND  FANCY  GOODS 

"THE  BLUE  BOOK  OF  THE  NOTION  TRADE" 

118  East  28th  Street,  New  York 


$nap  listeners 

T^ENGTH 
AFETY 
ERVICE 
PEED 

EcuryrY 


FOR 
IMMEDIATE 
and 
FUTURE 
DELIVERY 


ZIP  SNAP  FASTENER  SALES  CO. 

St.  James  Bldg.  1133  Broadway,  New  York 
'Phone,  Farragut  773  Room  425 


A  NOVELTY  FOR  EVERY  DAY  OF  THE  YEAR 


CELLULOID 


MANUFACTURED  FOR 


BUTTONS 


THE  JOBBING  TRADE 


ONLY 


YOUR  OWN  STYLE  IDEAS  MADE  UP 
SUITABLE  FOR  CLOAK,  SUIT,  DRESS, 
WAIST,   MILLINERY  AND  OTHER 
APPAREL  PURPOSES 

^ompsicm  &oMtv  puttort  OTorfes 

TELEPHONE  6996  CHELSEA  INCORPORATED 

12-14  Wtst  21st  Bttnt,  Nrm  ftirk 


Do  Business  by  Mail 

It's  profitable,  with  accurate  lists  of  prospects.  Our  cat- 
alogue contains  vital  information  on  Mail  Advertising.  Also 
prices  and  quantity  on  6,000  national  mailing  lists,  99% 
guaranteed.    Such  as : 

War  Material  Mfrs.         Wealthy  Men  Fly  Paper  Mfrs. 

Foundries 
Farmers 

Fish  Hook  Mfrs, 
Also  prices  and 


Cheese  Box  Mirs.  Ice  Mfrs. 

Shoe  Retailers  Doctors 
Auto  Owners  Axle  Grease  Mfrs. 

Write  for  this  valuable  reference  book. 


samples  of  Fac-simile  Letters. 
Have  us  write  or  revise  your  Sales  Letters. 

Ross-Gould,  1011-K  Olive  St..  St.  Louis 


Ross-Gould 

Meriting 

Lists    St.  Louis 


TELEPHONE 
BERGEN  1436 


THE  J.  FELDMAN  COMPANY 

CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 


ESTABLISHED  1900 
INCORPORATED  1907 


31  to  39  Fremont  Street 
241  to  245V2  Golden  Street 


JERSEY  CITY,  N.  J.,  U.  S.  A. 


5" 


Vol.  51 
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IEADY  PUBLISHING  COMPANY 
U8  East  l8tK  Street 
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MAIN  SECTION 

Two  Sections,  Including  Button  and  Trimming  Trade  Topics 

42  nd  Year  of  Publication 


Subscription,  $1—  Per  Yeai 
Canada?  1.59,  Foreign  $2£° 
Single  Copies  15  Cents 


H.  B.  Mercerized 
Mending  Cotton 

Article  No.  1591 

A  highly  mercerized  cotton  with  the  right  twist  and  quality  to  give 
the  best  results. 

THE 
QUALITY 
IS 

THERE 

Made  in 
All  Staple  Colors 

We  admit  that  some  brands  are  being  offered  at  a  lower  price  than  ours,  but  we  have  yet  to 
see  a  sample  equal  to  ours  in  quality  of  yarn  or  dye. 

We  have  always  considered  quality  essential.  The  way  to  get  your 
customers  to  return  to  you  and  not  shop  elsewhere  is  to  give  them 
something  which  absolutely  satisfies  them  the  first  time. 

Think  It  Over 

S.  E.  HOWARD'S  SON  &  COMPANY 

1150  Broadway  NEW  YORK  230  Fifth  Avenue 


nit 


For  All  Requirements 
Letters,    Emblems,  Scallops 
Specially  Prepared  Fibre 


Will  stand  washing,  boiling,  ironing. 
Practical  and  Indestructible.  Takes 
the  place  of  stamping  and  padding 
in  Embroidering  initials  and  designs. 


Saves  Time,  Labor 
and  Secures  Better 
Results. 


FELTOGRAMS 

For  those  who  prefer  soft  padding. 
Have  a  linen  cloth  backing,  giving  a 
perfect  foundation  for  the  soft  felt 
cushion  and  makes  the  forms  in- 
destructible. Special  Monogram  Let- 
ter designs  in  this  line. 


25V2  x  21  x  7 

This  Cabinet   Fibre  Letter  Assortment,  $25.00,   or  Feltogram 
Assortment,  $27.00. 


Can  be  combined  in 
Graceful,  Artistic 
Monograms  and  worked 
in  Silk  or  Cotton. 
Produces  the 
finest  raised 
Hand  Embroidery. 


100%  profit  for 
the  department 


Unbroken 
packages 
Exchanged  at 
any  time. 


25y2  x  21  x  14 

This   Two-Drawer   Cabinet    Fibre   Letter   Assortment,  $50.00, 
This   Two-Drawer   Cabinet    Feltogram   Assortment,  $54.00. 


For  details  write  Dept.  E 

C.  H.  CROWLEY 

339  Broadway,  New  York        215  South  Market  Street,  Chicago 


April,  1917 
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HIS  little  word 
"Kleinert"  on  the 
selvage  edge  of  rubber 
sheeLg  satisfies  your 
customers  that  they  are 
getting  the  best  obtain- 
able. Sell  it  in  sanitary 
squares  or  by  the  yard. 

I.  B.  KLEINERT  RUBBER  COMPANY 

719  to  725  Broadway,  New  York 


RUBBER  SHEETING 


Notions  and  Fancy  Goods 


PORTER  BROS.  &  CO. 


Established  1855 


Commission  Merchants 


Acorn  Spring  Dress  Fasteners 


Made 
in 

America 


Black 
and 
White 


SIZES 
0.2/0.3/0 


'         WARRANTED  NOT  TO  RUST 


Warranted 

Not  to 
Rust 


Made 
of 
Brass 


SIZES 

0.2/0.3/0 


EVERYTHING  IN  NOTIONS 

For  the  Jobbing  Trade  Only 

Full  Assortment  of  Blood's  Needles  and  Darners,  Victoria  Union  and  America's 
Safety  Pins,  Bias  Seam  Bindings,  Shoe  and  Corset  Laces,  Hair  and  Cloth  Brushes, 
Elastic  Cords  and  Braids,  Lindsay  Hose  Supporters,  Horn  and  Ivory  Fine  Combs, 
Gilt,  Nickel  and  Celluloid  Buttons,  Dress  Beltings,  etc. 


108  WORTH  STREET 

NEW  YORK 


86  ESSEX  STREET 

BOSTON 


April,  1917 
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DEXTER — the  exceptional  Cordonnet 


No  other  cordonnet  has  ever  been  pre- 
sented to  3,000,000  women  in  a  full  color 
page  in  the  Ladies'  Home  Journal,  at  a 
cost  of  $9,000. 

DEXTER  has 

No  cordonnet  could  afford  such  an  an- 
nouncement unless  it  was  SO  markedly 
superior  that  the  mere  statement  of  its 
excellence  to  that  wide  market  would  as- 
sure a  substantial  increase  in  sales. 

This  is  why  DEXTER 


DEXTER  is 

No  other  cordonnet  is  packed  12  balls  to 
the  box  (instead  of  the  usual  ten)—  which 
gives  the  dealer  an  extra  profit  of  20%. 

DEXTER  does 

No  other  cordonnet  paves  the  way  to 
larger  sales  and,  at  the  same  time,  gives 
an  extra  profit  to  the  dealer  who  meets 
this  increased  demand. 

DEXTER  will 

is  the  exceptional  cordonnet. 


DEXTER  YARN  COMPANY 


Pawtucket,  R.  I. 


Notio>is  and  Fancy  Goods 


NBT  1RT1SIBLB 
OR  FOR  B  H  B A □ 
HO  STRAY  LOCKS. 


COIPPURB  OST1DT 
NBT  SLIPS 
DOWN  OVBB 
PORBHIAD. 


Now  at  bottom  of  Ntl  the  "Tigbt  Hair."  which,  when 
Ma  BAA  placed  over  forehead,  forms  a  neat  "bag"  shape,  keeping  the 
l^Ua    naiV     Front  Dressing  of  Hair  '*Ildjr"  whilst  allowing  ample  fulnesa. 


SIX 
POPULAR 
NUMBERS 

IN 


NBT  INVISIHLB 
ON  FOXBHEAD 
NO  STRAY  LOCKS. 


■v*  nAA  Note  at  bottom  of  net  the  "TiAt  Hair,"  which  when 

[\0.     rV"/"/  placed  over  forehead,  forma  •  neat  Ebag"  shape,  keeping  tha 

1  v  ^  ■**  Front  DraaaJng  of  Hair  "  TUj."  whilai  allowing  ampla  fulncaa 


Real  Human  Hair  Nets 

That  should  be  in  every  Notion  Stock 

Each  one  a  tried  and  proved 
favorite 


Complete  Stocks  on  hand 
ready  for  immediate  delivery 


Special  "AUTOMOBILE"  NET. 


NBT  INVtSIBLI 
ON  PORE 
NO  STRAY 


COIPPURB  UNTIE 
NBT  BLIPS 
DOWN  OVBR 
POKBHBAD. 


Note  at  bottom  of  Net  the  "Tight   Hair."   which,  when 
DOft    placed  over  forehead,  forma  a  neat  "bag"  shape,  keeping  tha 
pton(  Dresaing  of  Hair  'Tidy"  whilst  allowing  ample  fulness. 


COIPPURB  UNTIDY 
MBT  SLIPS 
DOWN  OVBR 
POKBHBAD. 


»  ,  _  *  _  Note  at  bottom  of  net  the  Tight  Hair,  which  when 
|\n.  P  *J  /I  placed  over  forehead,  forma  a  neat  "bag"  shape,  keeping  tha 
*  1  V«     ■*  afc1T        proot  Draaalng  of  Hair  "Tlm>,"  whilst  allowing  am  pit  fulnaaa 


Retail  at  Prices  as  Low  as 
Many  Inferior  Competing 
Brands 


Each  Number  can  be  furnished  in  the  following  shades — Blonde,  Light  Brown, 
Medium  Brown,  Dark  Brown,  Black,  Auburn,  Pepper  and  Salt  (Gray)  and  White. 

SOLE  AGENTS 

DIECKERHOFF,  RAFFLOER  &  CO. 

560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 


Philadelphia,   Pa.,  925  Chestnut  St. 


31  Bedford  St.,  Boston,  Mass. 


Self 
Adapting 


CAP  NET 


No  Loose  Ends. 
Wo  Pins  Required- 
No  Draw  Threads. 
Color:  MID  BBOHN 


QUITE  .  . 
IIVIBIILL 


Finest  Real 
Hnman  Hair 


Manufactured 
by 

Rosenwald  Bros. 
27  Noble  St. 
London,  Eng. 


Large  Size 
et  guaranteed. 


/nd/spensable  for  Prevailing  Styles  of  Coiffure 

Color  MID  BROWN 


April,  1917 
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WM.  E.  WRIGHT 

Pioneer  Manufacturer 
EST.  1897  INC.  1900 


WRITE 
WRIGHT 

for  the 

RIGHT 
TAPES 


U.  S.  Pat.  Off. 


man  bias  mm 


Is  the  standard  by  which  all  other  tapes  are  judged. 
They  are  manufactured  from  fine  combed  yarns  and 
made  by  skilled  American  operatives  in  clean,  light, 
healthful  work-rooms.  Cut  on  a  true  bias  by  our  special 
patented  machinery  which  preserves  the  full  elasticity 
of  the  materials  and  guarantees  absolute  uniformity. 
All  seams  pressed  and  selvage  trimmed,  making  a  uni- 
form elastic  tape. 

Through  our  National  Advertising  and  carefully  directed 
personal  work  we  have  educated  women  all  over  the 
country  to  ask  for  and  use  Wright's  Bias  Fold  Tapes, 
the  best  for  making  tub  dresses,  children's  clothes, 
negligees,  aprons,  lingerie,  fancy  work  and  for  all  fin- 
ishing and  joining  operations  in  plain  sewing.  There 
is  safety  and  profit  in  stocking  the  brand  the  public 
knows  and  wants. 


Think  Wright,  Act  Right,  Be  Right 
WM.  E.  WRIGHT  &  SONS  CO. 

Manufacturers  315-317  Church  Street,  New  York 

CHICAGO— E.  S.  Ransom,  325  W.  Adams  St.  ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Ave. 

PHILADELPHIA— Jas.  F.  McCarriar,  1011  Chestnut  Street 
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Notions  and  Fancy  Goods 


jtfnjffppreci&tion 


SNAP  FASTENERS 


BERLIN  PARIS 
71  »  71  lINOfN  STBXSSt  I  HUE  X  U  8  *0  II  E -I  H  O  a  *  • 


TIUPHONI  74S5  l-M  HAOISON  10. 


VIENNA 
6  BRCITC  GASIf 


LONDON 
IS  ALOEMCATI  ITMIt 


Caili  Ad»ih  "Alffamt" 


TOIOHAM* 
JAPAN 


REPRESENTING 


THE  ROSENBAUM  CO. 

Pittaburah,  Pa. 
F  A  RiS- WALKER 

Lot  Angela.,  Cal. 
J.  SAMUELS  &  BRO.  (The  Outletl 

Providence,  R.  L 
A.  HERZ 

Torre  H.ote,  Ind. 
LOVEMAN.  JOSEPH  4  LOEB 

Bjrnxmghara.  Aim. 
FELLMAN  DRY  COODS  CO. 

Gnlyeetoo*  Tax. 
E.  GOTTSCHALK  4  CO..  lac. 

Frexao.  CaL 
SEUG  DRY  GOODS  CO. 

Indienapolia,  led. 
MEIS  BROS. 

Danville.  111. 
CROWLEY,  M1LNIR  *  CO. 

Detroit.  Mich. 
THE  EMPORIUM 

Detroit,  Mich. 
W  L.  MILNER  *  CO. 

Toledo.  Ohio 
KEITH.  O'BRIEN  CO. 

Sail  Lake  Citr.  Utah 
MARKS  BROS. 

San  Francixco.  Cal. 
WOLF.  WILE  4  CO. 

Lexington,  Ky. 
WINNER,  KLEIN  at  CO. 

Meridian,  Mix*. 
C.  C.  ANDERSON  &  CO. 

Boiae,  Idaho 
CHAS.  KORIUCK  4  BRO. 

Phoenix,  Aria. 
THE  PELLETIER  CO. 

Sioux  City .  la. 
CULBERTSON'S 

Spokane.  Waxh. 
DALY  BROS. 

Enreka,  Calif. 
THE  AMES  CO. 

Cleveland.  Ohio 
J.  W.  KNAPP  CO. 

Lanaing,  Mich. 
HART.ALBIN  CO. 

Billing*,  MonL 
THE  WONDER.  Inc. 

Stockton.  Calif. 
M.  UCHTENSTEIN  4  SONS 

CorpaxChriati,  Texax 
THE  LOUIS  TRAXLER  CO. 

Dayton.  Ohio 
PELLETIER  STORES  CO. 

Topeka,  Kama. 
THE  NEW  YORK 

KnDeae  City.  Mo 
S.  S.  KAHN  CO. 

Oakland.  CaL 
MANHFJM  A  MAZOR 

Oakland.  CaL 
HOCHHEIMER  4  CO. 

Bakerxtield.  CaL 


/RED  FANTI 

120  Wst  32^  Street  *A 


New  York 


Feb.  27th,  1917. 


The  Teneo  Company,  Inc. 
20  West  22nd  Street, 
New  Yorka 

Sentleraen : - 

Enclosed  please  find  check  amounting  to 
$4080.00  for  "TENEO"  Snap  Fasteners  recently 
delivered  to  us  for  our  different  clientele.  We 
take  this  occasion  to  thank  you  for  the  prompt 
delivery  of  the  goods. 

In  connection  with  your  "TENEO"  Fastener, 
we  want  to  say  that  our  buyers  in  the  Ready-To- 
Wear  lines,   such  as, WAISTS,  DRESSES,  SUITS.  INFANTS' 
WEAR,  etc.,  have  lately  reported  serious  complaints 
about  the  merchandise  purchased  from  manufacturers, 
who,  it  seems,  have  been  using  fasteners  that  do 
not  hold. 

Now,  in  the  interest  of  the  Ready-lo-Wear 
industry,  I  Seel  it  incumbent  upon  me,  to  oompliment 
you  on  your  "TENEO"  Fasteners,  also  to  say  that  you 
co^ld  help  a  great  deal  in  bringing  about  better 
conditions  in  the  Ready-To-Wear  field  by  getting  in 
touch  with  reliable  garment  manufacturers  from  whom, 
I  am  sure,  you  will  receive  substantial  co-operation. 

Personally,  I  ca-n  conscientiously  say  that 
"TENEO"  Snap  Fasteners  are  worthy  of  serious  consid- 
eration. 


Yours  very  truly, 


Don't  Buy  Snap  Fasteners  Until 
You  Have  Sent  for  Samples  and 
Prices  of  Teneos. 


The  TENEO  Co.,'  Inc.  cJ£ 


■20  West  22d  Street,  New  York 


April,  1917 


We  have  the  Largest  Assortment  of  Domestic 
Notions  ever  gathered  under  one  Roof  ? 


Every  Wanted  Article  Here  in  Full  Assortment 


DIECKERHOFF,  RAFFLOER  &  CO 

Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 
560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 


n 


Society  Spring  Fasteners 

OUR  sales  on  Society 
Spring  Fasteners  are 

large.  In  sizes  0,  00  and  000  black 
and  white.  Our  fasteners  are  down 
east  manufactured  by  the  most 
expert  mechanics.  The  material 
used  is  the  highest  quality  brass. 
Our  fasteners  are  equal  to  the  well 
known  brand  s  of  fasteners  imported 

FOR 

from  Germany  or  Austria.   We  THE 
do  not  claim  that  they  are  superior  JOBBING 
to  any  other  fasteners  made  in  only 
America,  Germany,  Austria, 
France,  Spain  or  Abyssinia,  neither 
do  we  give  coupons  to  the  consumer  in  order  to 
enhance  their  sale.  We  give  the  jobber  first  quality 
merchandise  attractively  put  up.  Last,  but  not  least, 
we  quote  to  the  dealer  a  price  which  enables  him  to 
make  a  living  profit  and  he,  in  turn,  can  offer  the 
same  conditions  to  his  retail  customers. 

To  use  the  words  of  our  great  President  in  his 
Proclamation  of  April  15,  1917, 

"Small  Profits  and  Quick  Service" 

Joseph  L.  Porter  Company,  inc. 

"The  Yankee  JVotion  House1' 

61-63  Leonard  Street  NEW  YORK 


April,  1917 
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WHAT  HUMP  HAIR  PINS  MEAN  IN  THE  STORE 


5?-  VWiMV 


Camel  Display  Stand 
Trial  Assortments 

One  Gross  Assortment 

Including  One  Camel  Display 

Stand  FREE 

1  Doz.  Pkgs.  No.  1  1  Doz.  Pkgs.  No.  4 

1  Doz.   Pkgs.   No.  2  1  Doz.  Pkgs.   No.  S 

2  Doz.  Pkgs.  No.  3  6  Doz.  Pkgs.  No.  6 

One      Gross  Packages 
All     Advertised  Sizes. 

Three  Gross  Assortment 

Including  Two  Camel  Display 
Stands  FREE 

Vi  Gross  Pkgs.  No.  1       Vz  Gross  Pkgs.  No.  4 
Vz  Gross  Pkgs.  No.  2        Vz  Gross  Pkgs.  No.  S 
Vz  Gross  Pkgs.  No.  3       Vz  Gross  Pkgs.  No.  6 
Three    Gross    Packages    C 1  C  7  *\ 
All    Advertised    Sizes  *P*-0,tO 

Keep  all  sizes  in  stock. 

Keep  the  open  package  on  display. 


$6.75 


Xot  a  fad  but  a  toilet  accessory  that  is  necessary 
to  every  woman  who  is  careful  of  personal  appear- 
ance. 

Merchants  everywhere  are  featuring  HUMP  HAIR  PINS. 
They  are  big  sellers,  for  nothing  like  them  has  ever  been 
made.  The  attractive  packages  are  convenient  and  especially 
adapted  to  effective  counter  display. 

HUMP  Hair  Pins  Are  Profitable 
to  Sell 

We   recommend   the   following   trial  Assortments: 
To  be  shipped  through  your  jobber. 

Send  direct  to  us  your  order  for  trial  assortment — and  name 
your  jobber.  We  will  ship  goods  thru  the  jobber  as  directed — 
but  will   send  Advertising  Direct  to  you. 


^  h  Y°Ur 

0  Mirror 


Your  initial 
order  sent  to  us 
direct  will  in- 
sure your  being 
placed  on  our 
list  for  adver- 
tising helps. 

Be  sure  to 
name  your 
jobber  through 
whom  goods 
are  to  be 

sh>pped-  10c  Package 

5  Assorted  Sizes  to  the 
Package 
12  Packages  to  the  Bundle — 
Banded 
12  Bundles  to  the  Gross 
Per  Gross  Packages  $9.00 


5c  Package 

1  Size  to  the  Package 
12  Packages  to  the  Bundle — 
Banded 
12  Bundles  to  the  Gross 
Per  Gross  Packages  $4.50 


U  4- 

These  five  sizes 
Standard  — 
long,  short  and  medi- 
um; Invisibles — 1  and 
2 — meet  the  demand 
for  every  Hair  Pin 
size  and  weight. 


HUMP  HAIR  PIN  MFG.  CO.,  CHICAGO 


SOL.  H.  GOLDBERG,  President 


WHY  WE  BRAND 
RUSSELL  ELASTIC  WEBS 

The  manufacturer  who  makes  a  line  of  quality  goods  is  proud  to 
place  his  name  on  it. 

By  putting  his  name  on  the  goods  the  manufacturer  proclaims  to 
those  who  handle  or  use  his  goods  that  he  is  willing  to  stake  his 
business  reputation  on  the  quality  of  the  merchandise. 

To  the  merchant  and  the  consumer  the  name  "RUSSELL"  on  Elastic  Webs  is  an  assurance  of 
"RUSSELL  quality.  By  asking  for  Russell  Elastic  Webs  by  name  they  are  sure  of  getting  the 
same  uniformity  season  after  season. 

The  quality  of  Russell  Elastic  Webs  reflects  credit  on  the  store  that 
sells  them.  Are  you  selling  "RUSSELL"?  Teach  your  trade  to 
specify  "RUSSELL"  when  asking  for  Elastic  Webs. 

We  are  also  manufacturers]  of  braids  of 
all  kinds.    Write  for  samples  and  prices. 

THE  RUSSELL  MANUFACTURING  COMPANY 

Established  1834.        New  York  Office:   349  Broadway    Capital,  $900,000.00 

Factory:    Middletown,  Conn. 


§>mm 
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Notions  and  Fancy  Goods 


CLIMAX  SAFETY  HAIR-PIN  CARDS 

NO  LOSS  FROM  LOOSE  HAIR  PINS 
No  Dealer  Should  Use  Any  Other 

No  hair  pins  can  possibly  fall  off  the  Climax 
cards. 

You  should  demand  these  cards  to  elimi- 
nate the  loss  from  hair-pins  falling  off  cards. 
The  slots  will  not  tear  nor  hair-pins  become 
loose  as  on  ordinary  cards. 

Will  increase  jobber's  sales  as  retailers  will 
prefer  these  safety  cards. 

Climax  cards  are  more  attractive  than  ordi- 
nary cards  and  cost  no  more. 
We  will  sell  to  every  manufacturer  in  the  trade. 
No  restrictions. 

Sample  card  sent  on  request  to  manufacturers, 
jobbers  or  retailers. 

This  card  is  patented  and  all  cards  not  made 
by  us  are  infringements. 


Card  Patented  January  23,  1917 


Whitney  &  Company 

Sole  Manufacturers 

LEOMINSTER,  MASS. 

Also  Manufacturers  of  Cards,  Folding  Paper  Boxes  and  Candy  Boxes 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


BOSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  38  Sansome  Stree 


Toilet 
Brushes 

SAKABE  &  CO. 

Jiro  Sakabe,  Prop. 

OSAKA,  -  -  JAPAN 


Largest  Manufacturers 

and 

Exporters  of  the  Kind. 


DIRECT  TRANSACTIONS 


April,  1917 
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SHOW  YOUR  COLORS 


LADIES'  PATRIOTIC 
BELTS 


TRENCH  BELTS 

An  Entirely  New  Creation 


Novelty  Belts  of  Every  Description 


BELTS  OF  SUEDE,  PATENT  LEATHER 
AND  PATENT  LEATHER  BUTTON 


ALL  COLORS  AND  WIDTHS 


E2  SB 


MYRIAD  MANUFACTURING  CO.,  Inc. 

12  East  32nd  St.,  New  York 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 


ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


3 1 5-3  2 1  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 


HOYTS  FAST  SELLERS 


HOYT'S 

GENUINE  GERMAN  COLOGNE 

HOYTS 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BV 

F.  HOYT  &  CO.,  Ltd..  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER  CO.,  Inc.,  Selling  Agents 
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Notions  and  Fancy  Goods 


TRADE  MARK 
Registered 


TRADE  MARK 
Registered 


TRADE  MARK 


SPECIALTIES  IN  NOTIONS  © 

Poirier  &  Lindeman  Co. 

IMPORTERS 

373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRADE  MARK 
Registered 


A 


i 


ONE  OF 

OUR  SPECIALTIES 

TO  RETAIL  AT 

A  DOLLAR 


Specialties  for  the  Notion  Jobbers 
SEASON  1917 

Our  Line  is  Now  Ready 


Tourist  Cases 
Manicure  Sets 
Sewing  Sets 
Military  Brush  Sets 


Collar  Pouches 
Music  Rolls  and  Bags 
Brief  Cases 

Flasks  (Leather  Covered) 


THE  BODINGER  M'F'G  CO. 


3  and  5  West  19th  Street, 


NEW  YORK 


De  Graff  &  Palmer 


Sole  Agents 
for  the 


World  Renowned  Stag  Combs      881  toN887Y^koadway 


Made  in  BINGHAMTON,  N.  Y.,  U.  S.  A.,  by  NOYES  COMB  CO.,  Established  1759 


April,  1917 
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Yes! 


You  Should  Sell  Our 
Bias  Seam  Tape 


BECAUSE  OUR  GOODS  ARE  RIGHT  BECAUSE  WE  MAKE  PROMPT  DELIVERIES 

BECAUSE  WE  UPHOLD  QUALITIES  BECAUSE  WE  FULFILL  ALL  CONTRACTS 

BECAUSE  OUR  PRICES  ARE  VERY,  VERY  LOW  BECAUSE  OUR  GOODS  ARE  READY  SELLERS 

BECAUSE  WE  ENDEAVOR  TO  PLEASE  YOU  IN  EVERY  WAY 


ECONOMY  BINDING  CO. 


120    East   27th  Street 


NEW  YORK  CITY 


BROADWAY  19th  TO  20THST>*^       ^    NEW  YORK 


Q>. 


Ready  for  Immediate  Delivery 

Staples  and  Novelties  for  every  department  in  a  Retail  Store,  including  Notions  and  Small  Wares,  Ribbons, 
Braids,  Trimmings,  Jewelry,  Combs  and  Hair  Ornaments,  Leather  Goods,  Art  Embroidery  Materials,  Linings, 
White  Goods,  Handkerchiefs,  Embroideries,  Laces,  Veilings,  Ladies'  Neckwear,  Muslin  Underwear,  Infants'  Wear. 


Silks,  Chiffons  and  Velvets 


Lion  Brand  Yarns 


at  prices  that  attract  the  Great  Volume  of  Trade  in  all  the  New  Shadings. 

The  highest  Grade  of  Yarns  made.  Unequalled  in  Quality  and  Brilliancy  of  colorings,  with  a  guarantee  of  16 
oz.  of  wool  to  the  pound. 

Three  Specials  in  Ladies'  Neckwear 

Style  6658  Style  6878 


$9.00  Doz. 


Style  6862 

$7.50  Doz. 

Ir 


WE  ARE  MAKING  IMMEDIATE  DELIVERY  ON 
"DAISY"  BRAND  FLAT  CENTERED  PROTECTED  CROCHET  NEEDLES 

OPEN 


NOS.  I    2  3  4  5  6  7  8  9  10 II 12 13 14 


Complete  Stock  of  all  sizes.     Can  be  had  in  any  assortment. 

JOSEPH  L.  PORTER  COMPANY,  Inc. 


The  Yankee  Notion  House 


61-63  Leonard  Street,  New  York 
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Notions  and  Fancy  Goods 


DBESSraSTEHtR 


Snap  Fasteners  and  Snap  Fastener 
Tapes  That  You  Can  Stand  By 


DRESS  FASTENER 


Buy  Established 

BRANDS  OF  MERIT 

Don't  Experiment 


FINEST  MATERIAL 
y  SWILL   NOT  TARNISH 


ORESS FASTENED 


"DIAMOND" 
Snap  Fasteners 


The  lack  of  importations  from  foreign  countries 
has  brought  into  the  market  scores  of  mushroom 
brands  of  snap  fasteners  that  are  absolutely  un- 
serviceable and  unsatisfactory. 

We  have  been  manufacturing  snap  fastener 
tapes  and  snap  fasteners  for  years  and  our  brands 
are  recognized  as  equal  if  not  superior  to  any  on 
the  market,  here  or  abroad. 

If  you  want  to  give  satisfaction  to  your  custom- 
ers and  hold  your  trade,  stock  with  our  well 
known  brands.  They  are  guaranteed  in  every 
way,  absolutely  rust  proof,  will  not  tarnish.  Sam- 
ples sent  freely  on  request. 

International  Manufacturers'  Agency,  Inc. 

461-463  Broome   Street,  NEW  YORK 


u 


Manufacturers  of 
n 


BRAND 

Sanitary  Aprons,  Belts,  Napkins,  Powder  Puffs, 
Traveling  Cases,  Etc. 


"STANDARD" 

Snap  Fastener  Tapes 

have  satisfied  the  American 
public  for  over  four  years. 


"STANDARD" 

SNAP  FASTENER  TAPE 


Can  be  retailed 

10,  15,  20,  25c.  per  yard 
Display  Stands  Furnished  Free 


ORESS  FASTENER 


E.  A.GUTHMAN  CO. 

MANUFACTURERS  OF 

Toilet  Specialties 
and  Art  Novelties 

Tourist  Cases,  Pullman  Aprons— Originators  of 
Novelties  in  Society  and  Guest  Bags,  Powder  Puff 
Specialties,  Vanity  Cases  in  Leather  and  Silk, 
Sachets,  etc. 

DIRECT  IMPORTERS  OF 

Sweet  Grass  Baskets 

TRIMMED    AND  UNTRIMMED 

Deliveries  Guaranteed — No  Disappointments 
Baskets  When  You  Want  Them 

137  Fifth  Avenue,  New  York 


Selling  Help  No.  1 


Unicum  Display  Case,  Sell- 
ing Help  No.  1,  consists  of 
the  handsome  plate  glass  display 
case  illustrated  here,  mahogany 
finished  base  (white  enamel  in- 
terior), measures  7  inches  high 
by  16J4  inches  long  by  8  inches 
wide,  furnished  gratis  with  an 
initial  order  of  2  gross  or  more 
of  any  style  Unicum  Hairnet. 
Each  case  is  equipped  with  a 
sterilizer  which  sterilizes  the 
stock  of  nets  contained  in  same. 
This  case  not  only  displays  the 
packages  to  best  advantage,  but 
makes  a  handsome  permanent 
counter  fixture,  exceedingly 
handy. 


Are  You 
Ready 

For  the  Summer 
season,  fast  ap- 
proaching? Are 
you  getting  your 
share  of  hairnet 
business  ? 

Become  a  "Uni- 
cum" Real  Human 
Hairnet  dealer  and 
take  advantage  of 
the  "Selling 
Helps"  we  offer. 

WRITE  NOW  FOR  SAM- 
PLES OF  "UNICUM" 
BEST  SELLERS  AND 
"  SELLING  HELPS  " 
PLAN. 


Keg.  U.  S.  Pat.  Off. 


REAL  HUMAN  HAIRNETS 

Manufacturers  of  Unicum  Self-Adjusting  Cap  Shaped  and 
Unicum  Fringe  Hairnets 

Theo.  H.  Gary  Co. 

Dept.  N.     67-69  Irving  Place,  N.  Y.  City 
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HORRAX 

(A  Buy  Word  for  Notions) 

HEADQUARTERS  FOR 

NOTIONS 

AND  SMALL  WARES 

Agents  for  William  H.  Cole  &  Co/s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 

Edwin  Horrax,  Inc. 


35-37  East  20th  St 
NEW  YORK 

A  Few  Doors  East  of  Broadway 


They  Sell! 
llimn^m  \      They  Please! 

They  Repeat! 

85%  Profit 
When  Bought  in 
Quantities 

LIST 

Nadinola  Cream  (22  drachms)  per  doz.  $8.00 

Nadinola  Cream  (10  drachms)  per  doz.  4.00 

Egyptian  Cream  (2  ounces)  per  doz.  4.00 

Nadine   Face   Powder,   White,    Flesh,  Pink, 

Brunette   per  doz.  4.00 

Nadinola    (Rose   Tint)    Rouge  per  doz.  2.00 

Nadine   Flesh   Soap  per  doz.  1.75 

Nadinola   Talcum   Powder  per  doz.  1.50 

TERMS — 2  per  cent,  off  for  cash  in  ten  days;  or  net  60  days.  Orders 
for  $12.00  or  more  freight  or  express  prepaid  to  shipping  points  in  the 
United  States. 

FREE  GOODS 

With  orders  of  $15.00  Free  at  list  price  $1.75 

With  orders  of     25.00  Free  at  list  price  3.50 

With  orders  of    50.00  Free  at  list  price  8.00 

With  orders  of  100.00. ..  Free  at  list  price  20.00 
ADVERTISING  National  magazines  with  a  circulation  aggregating 
about  twenty  millions.    The  leading  daily  press  of  each  locality. 

Nadinola,  Egyptian  Cream,  Nadine  Flesh  Soap  and  Nadine  Face 
Powder  are  all  called  for  in  directions  for  the  Nadinola  treatment. 

No  better  merchandise  can  be  placed 
in  your  store 

Order  from  your  Jobber  or  from  factory  and  you  will  not  regret  it. 

PREPARED  BY 

NATIONAL  TOILET  COMPANY 

PARIS,  TENN.,  U.  S.  A. 


FORM  FITTING 

BRASINET 

Aoombination  of  K0N-KAVE 
belting  with  white  cable  net 
Reinforced  withFeatherbone. 
Finished  with,  fine  narrow 
Valencienne  L&ce  EdginJ. 
Makes  an  excellent  light 
weight  bodice  or  dress 
lining  or  a  low  Brassiere. 

White  only  -4  and  6  inches  wide. 


SHAPED  AND  FITTED  —SOLD  BY  THE  "YARD 

GREAN  DRESSMAKING  SPECIALTIES 

32  W.   l8tK   STREET   NEW   YORK     U.    S.  A. 


IF  YOU  WANT 

to  keep  fully  informed  of  the  latest  move- 
ments in  the  world  of  Notions  and  Fancy 
Goods — subscribe  for 

NOTIONS   AND   FANCY  GOODS 
One  dollar  a  year 
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These  Magazines 
Are  Carrying  SO-E-Z 
to  Super-leadership 


Where  SO-E-Z 
Advertising  is  About 
to  Appear 

Ladies'  Home  Journal 

Delineator 

Woman's  Magazine 

Designer 

Pictorial  Review 

McCall's  Magazine 

Today's  Housewife 

Ladies'  World 

Women's  World 

Woman's  Home  Companion 

Needlecraft 

Modern  Priscilla 

Butterick  Quarterlies 

McCall's  Book  of  Fashion 

Quarterly  Fashion  Book 

Le  Costume  Royal 

Elite  Styles 

Le  Bon  Ton 


Not  only  is  the  So-E-Z  Snap  Fastener  better  than  any  that 
has  preceded  it,  but  it  has  been  introduced  throughout  the 
United  States  to  the  millions  of  American  women. 
The  price  of  the 


SPRING  SNAP  FASTENER  WITH 
THE  TURTLE  BACK  (It  Lies  Flat) 

is  governed  by  its  merits,  it  costs  more  because  it  is  worth 
more.  The  So-E-Z  has  these  exclusive  features — the  famous 
turtle  back — large  oblong  holes,  making  it  So-E-Z  to  sew  on, 
So-E-Z  to  open  made  in  five  sizes — advertised  universally — ■ 


Reaching 

20 

Million 
Women 


0000       000         CO  0  1 

each  fastener  inspected — and,  above  all,  price  protection. 

The  trade  has  recognized  the  advantages  of  the  So-E-Z  for,  notwith- 
standing the  cut  price  methods  adopted  by  others,  we  sold  more  So-E-Z 
Fasteners  in  March  than  we  did  any  preceding  month  since  So-E-Z  was 
first  introduced. 


Established  prices  are  maintained  on  So-E-Z 
Fasteners,  allowing  a  good  profit  to  both 
jobber  and  dealer.  We  will  continue  to  pro- 
tect the  jobber  and  dealer  and  to  maintain  the 
high  quality  already  established.  SO-E-Z 
FASTENER  RETAILS  AT  THE  SAME 
PRICE  AS  FASTENERS  OF  INFERIOR 
MAKE. 

Place  your  orders  now. 
Made  by  Autoyre  Co. 


A.  L.  CLARK  &  CO. 


Sole  Distributors 
652  Broadway,  New  York 
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Invisible  Eyes 
and  Spring  Hooks 


The  Hook  With  An  Eye  for  Business 


To  please  women-folks — that's  the  business  of  a 
hook-and-eye. 

Peet's  Eyes  have  made  a  hit  because  the  triangle 
makes  them  easy  to  sew  on.  Makes  them  stay  on  and 
stay  hooked.  Because  they  lie  flat  and  make  a  neat 
seam. 

"It's  in  the  Triangle" 

away    from    just    "hooks-and-eyes"  to 


WON'T  RUST 


They've  educated  women 
"PEET'S  Hooks  and  Eyes" 

PEET  BROTHERS, 


Philadelphia,  Pa. 
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War  and  Trade 


How  Domestic  Industries  Can  Be  Advanced  by  Government  Interest  in  Their  Immediate  Development. 


P  to  the  present  time  we  have  left  the 
discussion  of  international  complica- 
tions as  they  involved  the  United 
States  to  those  publications  whose 
columns  were  the  proper  place  for  such 
discussions.  Recent  events  have  worked  a  change. 
The  declaration  of  war  against  the  Imperial  German 
Government  makes  it  important  that  we  now  take 
up  questions  vital  to  the  trade  as  it  is  affected  by 
the  new  conditions  created  by  the  participation  of 
the  United  States  in  the  European  war. 

There  is  now  nothing  to  be  gained  by  excited 
talk.  We  are  dealing  with  the  fact  that  a  state  of 
war  exists,  so  we  want  to  find  out  the  probable 
effect  it  will  have  on  trade.  By  far  the  most  im- 
portant question  calling  for  the  deep  consideration 
of  our  readers  is  What  Should  Be  Done  To  Pro- 
mote American  Manufacturers?  It  is  a  question 
that  brings  forward  a  number  of  points  bearing  on 
the  power  of  the  Government  to  strengthen  the  posi- 
tion of  the  domestic  manufacturer. 

Certainly  there  will  be  war  measures  calling  for 
large  expenditures  of  money  and  even  our  great 
national  wealth  at  the  present  time  should  not  per- 
mit us  to  be  careless  of  these  practical  methods 
which  will  mark  us  as  a  forceful  nation  instead  of 
causing  us  to  be  branded  as  profligate,  which  it 
would  be  if  the  great  opportunity  we  have  to  take 
our  place  in  world  power  is  not  met  with  sober 
judgment.  Now  is  the  time  to  shape  commercial 
treaties  with  our  allies,  to  broaden  the  horizon  of 
our  market,  and,  being  the  great  Democracy  in  a 
world  that  is  fast  following  in  the  spirit  of  de- 
mocracy, it  is  obvious  that  our  goods  will  enjoy  a 
welcome  abroad  such  as  could  only  have  been  ac- 
complished by  our  participation  in  the  war  as  a 
protest  against  the  unnecessary  slaughter  of  the 
countless  thousands  who  have  been  forced  to  kill 
each  other,  yet  would  have  continued  to  be  friendly 
as  individuals  outside  the  trenches.  Truly  we  are 
going  into  a  war  against  war.  But  beyond  it  all  is 
me  vast  sentiment  for  world-wide  democracy,  a 
sentiment  that  is  founded  on  the  right  of  everyone 
to  take  the  place  he  can  earn  for  himself  in  the 
world.  In  other  words,  people  everywhere  are  de- 
termined to  have  freedom  to  develop  as  individuals. 


It  has  been  said  many  times  that  our  emblem 
is  the  dollar  sign.  Conceding  that,  it  may  be  said 
that  after  all,  the  spirit  of  people  everywhere  seek 
personal  opportunity  and  self  expression,  so  the  end 
of  the  war  will  find  a  world  that  is  in  harmony 
with  us.  It  may  well  be  said  that  the  dollar  sign, 
typifying  reward  for  personal  endeavor,  will  be  the 
universal  emblem. 

Also  it  has  been  said  that  the  European  conflict 
is  a  trade  war.  As  to  this  it  is  intersting  to  point 
out  that  trade  relations  will  be  changed  greatly  as 
the  result  of  the  war.  What  our  strength  in  world- 
trade  will  be  following  the  war  depends  largely 
upon  what  we  do  now  to  increase  the  scope  and 
capacity  of  domestic  industries. 

There  is  no  question  but  that  all  of  our  manufac- 
turing resources  will  be  called  on  for  constantly 
greater  quantities  of  products.  The  real  question  is 
as  to  what  means  should  be  adopted  by  our  manu- 
facturers with  a  view  to  furthering  and  facilitating 
Government  work  on  behalf  of  domestic  industries. 
The  several  trade  associations  in  the  lines  of  trade 
to  which  this  magazine  is  devoted  should  make 
known  their  readiness  to  act  as  seems  best  and 
Waashington  should  be  prepared  to  name  officials 
who  will  co-operate  with  the  trade  associations. 

The  home  market  will  hardly  be  affected  other 
than  by  the  rising  cost  of  goods,  a  condition  that  was 
with  us  whether  the  United  States  did  or  did  not 
enter  the  war.  It  is  a  good  sign  that  many  corpora- 
tions have  granted  wage  increases  to  their  em- 
ployees with  a  view  to  equalizing  the  purchasing 
power  of  the  employees'  earnings  with  the  steady 
lowering  of  the  purchasing  power  of  the  dollar.  The 
heavy  demand  for  labor  must  continue  as  long  as 
the  war  lasts  and  probably  it  will  not  lessen  after 
the  war  until  the  urgent  needs  of  the  nations  we  are 
supplying  have  been  taken  care  of  and  their  own 
industries  have  been  re-established  on  a  going  basis. 

A  general  impression  prevails  that  much  of  our 
present  prosperity  is  due  to  the  European  War. 
To  a  certain  extent  this  is  undoubtedly  true.  But 
only  to  an  extent.  It  is  not  alone  the  sale  of  muni- 
tions that  is  making  the  country  prosperous,  but 
rather  that  we  are  making  and  consuming  American 
products  and  keeping  our  money  in  circulation  here. 
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Make  Notions  Our  Fashion  Courier  Abroad 

Why  Notions  Must  Be  Early  on  Foreign  Ground  Where  We  Look  to  Develop  Future  Export  Trade. 


T  is  time  for  the  notion  trade  to  take 
its  place  among  the  various  trade 
agencies  which  are  moving  to  create  a 
worldwide  demand  for  all  things  made 
in  the  United  States.  There  are  good 
reasons  why  our  trade  should  take  a  place  in  the  van- 
guard of  the  movement  to  make  this  country  the  prin- 
cipal exporting  nation  after  the  war.  One  fact  pre- 
sents itself  as  immediately  important — the  fact  that 
it  would  be  difficult  to  successfully  introduce  many 
kinds  of  goods  in  foreign  lands  without  first  making 
the  people  whom  we  seek  to  interest  familiar  with 
the  habits  and  customs  which  make  the  goods  a 
natural  part  of  every-daylife  in  the  United  States. 
Before  detailing  the  angles  of  this  fact,  which  will 
call  for  a  minute  study  by  constructive  minds  among 
us,  there  is  to  be  said  that  the  United  States,, 
through  commercial  bodies  and  with  government 
assistance,  must  establish  an  understanding  of,  and 
desire  for,  the  advantages  which  we  offer  in  the 
shape  of  merchandise. 

France  acquired  fashion  supremacy  by  style  cre- 
ative work  so  exquisitely  done  that  Paris  has  held 
the  scepter  of  fashion  ever  since  the  transportation 
facilities  of  the  world  were  developed  to  make  gen- 
eral the  intercourse  of  nations.  Germany  has  led  the 
world  in  the  technical  arts  which  embody  chemics 
and  works  of  mechanical  production.  There  are 
further  lines  in  which  these  and  other  countries  have 
been  prominent,  but  the  instances  just  cited  are 
enough  to  illuminate  the  purposes  of  the  subject 
here.  Both  France  and  Germany  were  indefatigable 
in  their  efforts  to  promote  a  high  regard  for  the  ex- 
cellence of  their  chosen  works.  So  the  whole  civil- 
ized world  became  more  or  less  French  in  dress, 
while  German  products  supplied  more  of  the  com- 
mon needs  than  was  realized  until  the  sea  lanes  of 
commerce  were  closed  to  her  by  the  war. 

These  two  countries  did  not  waste  their  energies 
by  first  trying  to  sell  a  foreigner  a  French  or  a 
German  house.  The  first  step  was  to  familiarize 
every  one  with  French  or  German  furnishings.  That 
is  said  figuratively  and  by  way  of  showing  that  the 
first  logical  step  is  to  introduce  into  the  native  home 
of  the  foreigner  a  group  of  furnishings  which  will 
begin  to  establish  something  of  the  atmosphere  of 
the  country  seeking  to  develop  foreign  trade.  Now, 
let  us  apply  the  rule  to  the  work  of  building  a  world- 
wide market  for  American  fashions,  and  there  is  no 
doubt  but  we  so  excel  in  ready-to-wear  garments 
that  all  the  world  will  be  dressed  in  American-made 
clothes  if  our  present  opportunity  to  develop  a  great 
export  trade  is  grasped  with  the  energy  for  which 
this  country  is  noted.    Going  back  to  first  princi- 


ples, it  is  evident  enough  that  the  long  list  of  no- 
tions which  are  necessary  to  the  making,  trimming 
and  mending  of  garments  must  be  familiar  and  at 
hand  wherever  American  garments  are  to  be  intro- 
duced. They  constitute  the  furnishings  without 
which  it  would  be  worse  than  useless  to  ask  the  for- 
eigner to  adopt  our  customs  of  dress. 

And  there  are  many  other  classes  of  merchandise 
that  come  under  the  general  heading  of  notions — 
articles  that  run  the  full  range,  from  safety  pins  to 
dress  shields — lacking  which  the  customer  we  seek 
abroad  would  be  only  half  provided  with  the  impor- 
tant little  things  that  make  for  individual  comfort 
and  self-respect.  Of  course,  no  practical  movement 
toward  foreign  markets  for  our  goods  would  have 
for  its  object  the  complete  Americanization  of  the 
world,  in  the  sense  of  seeking  to  impose  our  every 
manner  and  all  our  customs  upon  the  foreigner. 
Rather,  the  object  will  be  to  equip  the  masses  with 
the  host  of  time  and  trouble-saving  ideas  which 
have  so  benefited  the  people  of  our  own  country. 
Here  it  must  be  remembered  that  ours  is  a  nation 
gathered  from  the  peoples  of  all  the  parts  of  the 
world  to  which  we  will  look  for  trade. 

That  alone  is  a  strong  advantage  to  us  in  making 
the  American  fashion  idea  extend  around  the  world. 
No  matter  where  our  citizens  have  come  from,  they 
have  all  been  quick  to  grasp  the  popular  spirit  of 
American  dress,  and  so  they  are  themselves  the 
most  forceful  of  arguments  favoring  our  fashions, 
because  they  are  examples,  to  all  of  the  peoples  of 
the  countries  from  which  they  hailed,  of  the  better 
mode  of  living  which  inevitably  follows  the  accept- 
ance of  American  fashions.  It  follows  that  we  have 
a  further  advantage  in  that  among  our  citizens  there 
are  any  number  who  speak  the  languages  of  the 
countries  of  their  origin,  thus  lifting  our  foreign 
trade  development  work  nicely  over  the  obstacle  of 
unfamiliar  tongues,  for  it  is  surely  advisable  to  em- 
ploy the  services  of  agents  who  need  no  interpreters. 

The  manufacturer  who  says  that  he  has  all  the 
business  he  wants — all  his  equipment  can  handle — is 
thinking  only  of  today.  Let  him  join  with  others 
of  his  own  line  of  manufacturing  and  begin  now  to 
plan  for  the  future,  in  which  we  must  either  accom- 
plish the  Americanization  of  the  masses  everywhere, 
or,  failing  in  our  opportunity,  be  subject  to  the  ruth- 
less competitive  methods  of  foreign  masses  when 
they  separate  from  their  war  alliances  and  begin 
reconstruction  under  popular  form  of  government. 

The  tremendous  demand  in  England  for  all  kinds 
of  metal  for  war  purposes  has  affected  many  indus- 
tries, but  up  to  the  present  time  has  not  seriously 
handicapped  manufacturers  of  notions.    The  recent 
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proposition,  however,  that  the  manufacture  of  ordi- 
nary iron  wire  hairpins  be  prohibited  for  the  reason 
that  the  government  needs  the  iron  wire  of  which 
they  are  made  will  be  a  serious  blow  to  the  manu- 
facturers of  these  goods,  and  a  considerable  loss 
of  business  for  American  importers. 

The  shortage  of  English  hairpins  that  will  un- 
doubtedly ensue  if  this  plan  is  carried  out  will  be 
seriously  felt  by  the  English  women,  who,  like  their 
foreign  sisters,  are  accustomed  to  use  a  hairpin  for 
very  many  purposes  other  than  keeping  their  hair 
in  place.  It  is  almost  universally  conceded  that  a 
woman  can  do  more  with  a  hairpin  than  can  the 
ordinary  man  with  a  full  kit  of  tools.  As  Amer- 
ican women,  however,  will  be  fully  supplied  by  the 
products  of  American  factories,  they  will  be  able  to 
continue  to  do  all  the  stunts  that  a  hairpin  can  be 
made  capable  of. 

The  Notion  Department  a  Business  Builder. 

The  importance  of  the  notion  department  as  a 
business  builder  is  too  often  underestimated  by  the 
heads  of  large  business  establishments,  they  inclin- 
ing to  the  belief  that  the  large  individual  sales  and 
the  exceptional  profits  made  in  what  are  generally 
considered  the  more  important  departments  are  the 
greatest  factors  in  the  upbuilding  of  their  business. 

The  managers  of  most  of  the  large  department 
stores  feature  such  lines  as  silks,  dress  goods,  suits, 
shoes,  millinery  and  other  items,  and  depend  upon 
them  to  produce  the  major  profits  of  their  business. 
These  policies  have  been  more  or  less  overworked, 
oftentimes  to  such  an  extent  as  to  cause  consider- 
able harm  to  those  inconspicuous  lines  whose  suc- 
cess very  naturally  hinges  upon  the  prosperity  of 
the  larger  lines. 

The  policy  of  featuring  these  classes  of  goods,  al- 
most to  the  entire  exclusion  of  other  lines,  has 
worked  special  harm  with  the  trade  in  notions,  which 
line  is  more  important  than  is  usually  acknowledged 
or  imagined,  as,  while  the  individual  profit  of  these 
countless  small-wares  is  insignificant  in  a  single  pur- 
chase, the  return  custom  which  these  articles  create 
is  the  very  life  of  the  business  generally. 

The  Importance  of  Dress  Shields. 

The  tremendous  amount  of  advertising  which  has 
been  carried  on  in  the  interests  of  certain  brands  of 
dress  shields  has  had  the  inevitable  effect — a  quick- 
ening of  public  interest  and  a  notable  increase  of 
sales  over  former  years.  The  success  of  this  adver- 
tising proves  the  excellence  of  the  product.  At  first 
thought,  it  would  seem  that  these  liberal  and  con- 
sistent advertisers  may  have  enriched  themselves 
at  the  expense  of  the  thousands  of  smaller  and  less 
enterprising  manufacturers — that  their  edvertising 
did  not  really  benefit  the  industry  as  a  whole.  But 
when  you  consider  the  fact  that  their  advertising  has 
really  developed  probably  75  per  cent,  of  the  enor- 
mous present  market  for  dress  shields  by  educating 
the  public  to  new  ideals  and  new  habits,  you  must 
see  at  once  that  some  portion,  at  least,  of  the  bene- 
fit has  been  reflected  upon  every  manufacturer  in 
the  line. 


In  spite  of  the  large  amount  of  money  being  spent 
in  the  exploitation  of  dress  shields,  many  buyers 
overlook  their  importance  and  fail  to  keep  full  lines 
of  the  brands  demanded  by  the  public.  They  have 
failed  to  notice  the  growing  demand,  which  for  the 
past  ten  years  has  been  little  short  of  phenomenal. 

Well  dressed  women  of  today,  in  contradistinc- 
tion to  those  of  a  classic  age,  absolutely  require 
dress  shields.  The  women  of  ancient  Greece  did  not 
require  dress  shields,  because  their  costumes  were 
more  flowing,  but  modern  women  recognize  the  need 
of  dress  shields,  particularly  when  a  close-fitting 
waist  is  worn.  They  are  very  important  units 
in  feminine  toilettes.  They  serve  to  protect  delicate 
dress  goods,  sheer  fabrics  and  other  dainty  textiles 
from  wear  and  also  from  body  moisture. 

A  good  dress  shield  should  not  only  have  perfect 
waterproof  qualities,  but  should  properly  fit.  Sales- 
people should  be  carefully  instructed  on  this  point, 
so  that  customers  may  be  sold  shields  of  the  proper 
size.  Many  women  wear  dress  shields  that  are  too 
small,  much  after  the  fashion  of  their  sisters  who 
wear  shoes  that  are  not  large  enough. 

A  well  known  manufacturer  of  dress  shields  has 
just  brought  out  a  line  of  light  weight  silk  shields 
which  will  be  known  as  sport  shields.  They  are 
made  in  white,  flesh,  grey,  and  gold,  to  be  worn 
with  the  popular  fancy  colored  sport  suits,  for  which 
they  are  particularly  suitable,  being  extra  light  in 
weight  and  liberally  cut  under  the  arm,  allowing  per- 
fect freedom  of  action. 
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We  Babies  Demand 

t5TEWART'5x 
Duplex 
5  A  F  ET  Y  P 1 N  5. 

ASK  TO  SEE  THEM  AND  LEARN  WHY„ 


Ml  tlirfiU  through 


I  The  Sign  of  the  I 

"Safest  Safety  Pins"  | 

5      This  striking,  colorful  sign  is  being  displayed  by  = 

=  dealers  everywhere — reminding  millions  of  mothers  5 

5  of  the  fact  that  Stewart's  Duplex  Safety  Pins  are  = 

=  best  for  baby,  and  marking  the  stores  showing  it  5 

s  as  stores  that  carry  quality  merchandise  even  in  S 

E  the  little  things.  E 

=      If  you  haven't  a  copy,  write  for  one  today.  S 

Prompt  shipment  of  immediate  orders.  i 

Consolidated  Safety  Pin  Co.  | 

dept.  l      Bloomfield,  N.  J.  = 
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Snap  Fastener  Industry  In  Japan 

The  Following  Interesting  Article,  Which  Portrays  Vividly  the  Competition  That  American  Manu- 
facturers Are  Likely  to  Meet  in  the  Near  Future,  Is  from  the  Pen  of  Vice-Consul  E.  R. 
Dickover,  Stationed  at  Kobe,  Japan.     It  Is  Well  Worthy  of  the  Careful  Perusal  of 
Domestic  Snap-Fastener  Manufacturers. 


HE  manufacture  of  snap  fasteners, 
sometimes  called  press  buttons,  is  a 
recent  addition  to  the  list  of  Japanese 
industries.  It  started  in  Tokyo  soon 
after  the  war  began.  The  intention  of 
the  promoters  was  to  supply  the  Russian  market, 
which  had  been  cut  off  from  the  unusual  German 
sources  by  the  war.  American  dealers  who  had  de- 
pended upon  Germany  for  a  portion  of  their  supply, 
however,  soon  discovered  that  snap  fasteners  could 
be  produced  cheaply  in  Japan  and  began  to  purchase 
considerable  quantities.  The  industry  grew  rapidly 
and  10  small  factories  are  now  in  operation — 5  in 
Tokyo,  3  in  Osaka,  and  2  in  Nagoya.  In  addition 
40  or  50  households  are  employed. 

About  70  per  cent  of  the  quantity  produced  is 
made  in  the  factories,  but  even  the  factory  output 
is  partly  household  productions,  as  the  fasteners 
from  the  factories  are  placed  on  cards  and  packed 
in  the  homes  of  laborers,  who  operate  on  the  piece- 
work system.  Other  snap  fasteners  are  made  in 
the  homes  of  the  workers  under  the  piecework  sys- 
tem. The  contractor  furnishes  the  material  and 
machines.  All  the  members  of  a  household,  includ- 
ing the  children,  work  at  the  trade.  The  older 
persons  in  the  family,  and  sometimes  two  or  three 
paid  laborers,  operate  the  stamps  and  presses,  while 
the  children  place  the  springs  in  the  fasteners  and 
assemble  the  various  parts  on  cards. 

Evolution  from  Household  Method. 

The  factories  are  somewhat  primitive,  but  a  step 
in  the  evolution  from  the  household  industry.  The 
buildings  are  wooden,  one-story  structures,  un- 
heated  on  the  coldest  winter  days.  The  workers 
squat  on  the  floors,  and  before  each  one  is  a  small 
hand  press  or  stamp,  with  a  heavy  flywheel,  which 
the  worker  pulls  back  and  forth  about  a  quarter 
turn  each  way,  thus  operating  the  die.  The  hand 
stamps  are  arranged  in  batteries  of  four  in  the 
factory  that  has  been  inspected,  and  the  batteries 
are  placed  in  order  of  processes.  All  the  operations 
except  the  cutting  of  the  springs,  the  rounding  of 
the  knobs,  the  cutting  of  the  two  small  openings 
through  which  the  springs  operate,  and  the  final 
assembling  are  performed  by  the  presses.  The 
hand  machines  are  used  for  most  of  the  operations 
in  all  the  factories,  as  the  managers  have  found 
them  to  be  quicker  and  more  economical  in  the 
use  of  material  than  power-driven  machines. 

The  machines  are  all  of  Japanese  manufacture. 
They  are  constantly  being  developed  and  are  a  great 
improvement  over  those  used  when  the  industry 
was  started.  The  power-driven  machines  are  usu- 
ally operated  by  a  central  electric  motor  and  per- 
form only  the  two  operations  of  rounding  the  knobs 
and  cutting  the  small  openings  through  which  the 
springs  operate. 


Employees  Principally  Women  and  Children. 

The  factories  employ  from  30  to  60  laborers, 
principally  women  and  children.  The  heaviest 
work,  such  as  cutting  the  brass  into  strips,  and  the 
work  requiring  technical  skill,  such  as  the  reparing 
of  the  machinery,  is  done  by  men,  but  the  actual 
manufacture  of  the  fasteners  is  by  women  and 
children.  The  women  operate  the  presses,  while 
the  children  feed  the  fasteners  into  the  two  power 
machines  and  assemble  the  parts.  The  children  are 
of  both  sexes  and  are  all  over  13  years  of  age,  as 
the  Japanese  factory  laws  prohibit  the  employment 
of  children  under  13  in  factories  in  certain  indus- 
tries. The  hours  ordinarily  are  from  7.30  to  5.30 
p.  m.  Deducting  the  time  for  lunch,  the  working 
day  is  nine  hours  long.  On  account  of  the  pressure 
of  orders,  however,  the  employees  are  now  working 
three  hours  per  day  overtime,  for  which  they  receive 
extra  wages. 

The  wages  vary  slightly  according  to  the  skill 
and  industry  of  the  individual,  but  the  following 
schedule  is  given  as  a  fair  average  per  day  for  a 
nine-hour  day:  men,  40  cents;  women,  15  cents; 
children,  8  cents.  The  factory  operators  rarely  em- 
ploy the  modern  systems  of  computing  production 
costs,  and  consequently  it  is  almost  impossible  to 
obtain  actual  figures  of  such  costs.  The  following, 
however,  computed  from  the  verbal  statements  of 
two  manufacturers  regarding  the  production  of  100 
gross,  may  be  considered  fairly  accurate: 

Items.                  Cost.  Items.  Cost. 

Material  :  Power    $0.07 

Brass    $13.75       Interest  at  8  per  cent  47 

Plating    5.55      Rent  28 

Cards   30       Taxes   29 

Boxes  50       Depreciation   60 

Labor  Insurance    .02 

In  factory    2.00   

In  homes   50  Total    $24.33 

Plating  Done  by  Separate  Concern. 

The  material  used  is  soft  sheet  brass,  and  at 
present,  on  account  of  the  high  prices  during  the 
war,  it  represents  the  largest  single  item  of  expense. 
The  plating,  either  of  nickel  or  tin,  would  not  usu- 
ally be  considered  as  material,  but  in  this  case  it 
is  done  by  a  separate  concern  and  the  actual  price 
paid  per  100  gross  is  regarded  as  a  separate  item. 
The  interest  is  estimated  at  the  rate  of  8  per  cent 
on  $5,000,  the  amount  invested  in  the  building  and 
machinery.  The  depreciation  is  computed  at  10 
per  cent  per  year  on  the  same  amount.  The  taxes 
include  the  business,  income,  and  land  taxes.  In- 
surance includes  only  fire  insurance,  as  no  indem- 
nity insurance  was  carried. 

No  statistics  of  the  production  of  snap  fasteners 
in  Japan  are  available.  A  factory  such  as  the  one 
described  in  this  article  produces  about  84,000  gross 
per  year.  At  this  rate,  the  output  in  Japan  would 
amount  to  nearly  1,000,000  gross  per  year,  includ- 
ing those  turned  out  in  the  households.  Most  of 
them  go  to  Russia,  China,  British  India  and  Austria. 
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Notions  and  Fancy  Goods 


LADIES'  BELTS 

New  Styles  Show 

Patriotic  Influence 


Tri-Colored  Designs 
Particularly  Favored 


HE  last  few  weeks  has  seen  a  quicken- 
ing of  business  in  the  line  of  belts, 
that  while  fully  expected  by  those  who 
keep  posted  as  to  trade  developments, 
was  none  the  less  appreciated  by  the 
trade.  It  really  seems  now  that  the  long  promised 
revival  of  the  supremacy  of  the  belt  is  about  to  be 
realized. 

Not  only  has  there  developed  splendid  business 
in  belts,  but  a  similar  condition  has  prevailed  in 
the  sale  of  girdles,  in  fact,  up  to  within  the  past 
ten  days,  girdles  were  even  more  in  demand  than 
belts.  The  introduction  of  cheap  lines  of  girdles, 
however,  has  affected  this  class  of  business  to  such 

an  extent  that  girdles 
seem  likely  to  lose  their 
hold  upon  the  fashion- 
able public,  who  today 
are  showing  their  pref- 
erence for  belts. 

Manufacturers  are 
showing  a  host  of  nov- 
elties, most  of  which 
are  entirely  dissimilar 
to  any  heretofore 
shown.  They  are  of 
materials  of  various 
kinds,  leather,  how- 
ever, being  decidedly  favored,  in  fact,  very  few  fab- 
ric belts  are  being  featured  by  the  leaders  in  the  line. 

The  influence  of  the  war  has  had  a  considerable 
effect  on  belt  styles.  One  manufacturer  who  has  an 
enviable  reputation  for  producing  new  and  novel 
styles  is  specializing  on  belts  of  a  decidedly  military 
character.  Tri-colored  suede  belts  in  various  styles, 
plain  and  decorated  with  patriotic  emblems,  are 
shown  in  a  wide  range  of  designs.  A  new  tan  leather 
belt  appropriately  named  the  "Trench"  belt  made 
in  three  different  styles  is  one  of  the  latest  and  most 
favored  styles. 

Prominent  retailers  of  New  York  have  bought 
liberally  of  these  new  patriotic  belts  and  are  doing 
a  splendid  business  in  consequence.  One  of  the 
large  department  stores,  recently,  had  the  main 
window  dressed  with  belts  of  this  character  and  the 
crowds  which  stood  continuously  before  it  attested 
the  interest  they  had  in  the  display. 

With  the  intense  interest  displayed  by  the  public 
in  all  things  tending  to  arouse  a  patriotic  spirit,  it 
would  seem  to  be  advisable  for  retailers  generally  to 
seize  the  opportunity  of  arousing  patriotism  and  at 


Courtesy  of  Myriad  Mfrr.  Co. 


the  same  time  do  a  good  stroke  of  business  by  fea- 
turing and  advertising  goods  of  this  character. 

Lack  of  originality  on  the  part  of  manufacturers 
of  belts  is  very  largely  the  cause  of  the  business  con- 
ditions which  have  prevailed  in  the  belt  industry 
for  some  time  past.  The  experience  of  the  past  has 
been  that  as  soon  as  a  manufacturer  has  produced 
a  novel  and  attractive  belt  and  has  his  factory  run- 
ning full  time  on  orders,  immediately  some  other 
manufacturer  with  no  ideas  of  his  own,  secures  a 
specimen  of  this  particular  belt,  immediately  imitates 
it,  not  even  taking  the  trouble  to  try  and  improve 
upon  it,  but  copies  it  exactly  in  inferior  goods  and 
poorer  wormanship.  He  then  is  in  a  position  to  sell 
it  at  a  lower  price  than  the  originator.  He  in  turn 
is  compelled  to  cut  his  prices  in  order  to  compete, 
with  the  result  that  the 
market  in  this  particu- 
lar article  is  demoral- 
ized, and  instead  of  the 
one  making  a  good 
thing  out  of  his  orig- 
inal idea,  the  whole 
crowd  of  imitators  as 
well  as  the  originator 
lose  money. 

It  is  to  be  hoped  that 
this  season  will  see 
manufacturers  taking  a 
different  course  of  ac- 
tion, each  one  getting  out  something  original  on 
which  he  can  make  a  living  profit  and  letting  others 
do  the  same.  Buyers  can  stop  this  piracy,  if  they 
will,  by  declining  to  purchase  the  imitation  and  in- 
ferior goods,  even  though  they  be  offered  at  a  lower 
price  than  the  originals. 

The  fact  that  there  has  been  such  a  limited  de- 
mand for  belts  during  the  past  few  seasons  has  had 
the  effect  of  cleaning  up  stocks  in  the  hands  of  re- 
tailers. Not  only  have  retailers  bought  but  little, 
but  sufficient  time  has  elapsed  since  belts  were  pop- 
ular to  enable  the  public  at  large  to  use  up  all  their 
old  belts.  Consequently,  they  are  in  a  position  to 
purchase  liberally  of  the  new  styles.  Retail  buyers, 
therefore,  should  be  prepared  to  take  advantage  of 
the  season  of  prosperity  in  the  line  which  is  almost 
universally  believed  to  be  near  at  hand,  and  should 
do  their  utmost  to  help  it  along  by  at  least  putting 
in  a  representative  line  of  the  new  styles. 
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Fishing  without  bait  is  business  without  advertising. 
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HAPPENINGS 

OF  THE 


HAND  BAG 
WORLD 


Being  a  retrospect  and  a  prospectus 
— The  prevailing  styles  are  described 
and  the  profit  possibilities  pointed 


out. 


By  courtesy  of  The  American  Bead  Co. 
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HE  spring  and  summer  lines  of  hand 
bag  manufacturers  are  now  practically 
complete  and  present  a  most  bewilder- 
ing and  varied  assortment.  While  no 
remarkably  new  idea  has  been  recently 
evolved,  there  have  been  sufficient  changes  and  new 
ideas  of  construction  and  ornamentation  to  prac- 
tically revolutionize  last  season's  lines  considerably 
to  their  advantage. 

It  may  be  truly  said  that  owing  to  the  beauty  of 
the  fabrics  employed  and  the  ingenious  ways  in 
which  their  beauties  have  been  brought  out,  never 
before  in  the  history  of  the  trade  has  the  showing 
been  as  extensive  or  the  designs  as  rich  and  as  artistic 
as  this  season.  In  fact,  the  wealth  of  novelties  be- 
ing shown  is  so  large  and  the  productions  so  ex- 
travantly  rich  that  description  is  almost  impossible. 

The  buying  already  done  has  been  most  liberal; 
buyers  realize,  perhaps  as  never  before,  the  necessity 
of  a  varied  assortment,  owing  to  the  fact  that  no 
particular  shape  or  style  is  in  the  ascendant.  Some 
of  the  largest  of  New  York's  department  stores  have 
made  remarkable  window  displays  which  have  at- 
tracted considerable  attention  and  consequent  sales. 

The  new  samples  which  are  now  being  shown  are 
more  replete  with  novelties  and  rich  with  effects  than 
has  ever  been  the  case  at  this  season  for  many  years 
past.  No  particular  fashion  seems  to  govern  the 
line,  but  anything  that  is  handsome  and  graceful 
seems  to  have  found  favor  with  buyers  who  have  so 
far  been  in  the  market  and  made  their  selections.  A 
gratifying  fact  which  appears  from  the  business  al- 
ready done  is  that  price  is  no  barrier  to  the  sale  of 
an  article,  providing  it  has  originality  and  beauty. 
The  demand  for  the  finer  goods  is  considerably  more 
pronounced  than  it  has  been  for  some  time. 

Many  of  the  new  bags  are  made,  designed  and 
decorated  along  Oriental  lines,  harmonizing  with 
the  East  Indian  style  tendencies  which  are  now  so 
strongly  favored,  and  as  a  rule  embody  features 
coinciding  with  the  indicated  fashion  tendencies  in 
accessories  of  this  nature. 

With  this  exception,  practically  all  the  new  bags 
are  ornamented  in  some  way  or  other  with  beads 
The  brilliant,  frequently  iridescent  colors  of  the 
beads  deftly  worked  on  contrasting  and  harmonizing 


colors  are  wonderfully  attractive.  Not  only  manu- 
facturers but  all  the  fancy  goods  jobbing  houses  are 
showing  extensive  assortments  and  are  exceedingly 
enthusiastic  over  the  business  being  done. 

Silk  bags  in  brightly  colored  tapestry  colors  are 
selling  well ;  in  the  more  expensive  bags  the  old 
fashioned  designs  which  were  in  vogue  in  our  grand- 
mothers' time  are  still  the  most  popular.  Black 
grounds,  with  the  designs  wrought  in  the  quaint 
old  fashioned  shades  of  rose,  red,  blue  and  violet, 
are  very  fashionable.  Three  shades  of  violet  and 
a  little  pale  green  make  a  charming  color  effect  on 
a  background  of  black  beads.  Lavender  and  old 
pink  are  fascinating  on  a  bag  having  a  dark  blue 
background,  and  for  this  season's  fashionable  taupe 
shades  there  are  purses  and  bags  in  a  number  of 
shades  of  rose. 

In  many  of  the  purses  the  design  is  a  cluster  of 
roses  massed  together  in  tapestry  fashion.  Other 
purses  have  designs  of  a  more  pictorial  nature, 
scenes  of  quite  an  elaborate  character  being  wrought 
with  much  detail.  Still  other  purses  are  decorated 
with  a  conventional  pattern  set  on  the  solid  bead 
background  like  a  wall  paper  design.  Among  these 
a  quaint  pattern  shows  archaic  trees  of  the  Noah's 
ark  variety  wrought  in  gold  and  steel  beads  and  set 
on  a  dark  green  ground.  The  trees  are  quite  large, 
those  of  the  steel  beads  alternating  with  those  of 
gold. 

A  few  handsome 
bags  which  have 
been  brought  from 
Germany  in  the 
trunks  of  travelers 
are  exclusive  in 
design  and  in  ex- 
cellence of  work- 
manship. Some  of 
the  richest  floral 
designs  show 
flowers  that  al- 
most seem  alive 
with  the  fresh 
beauty  of  the  liv- 
ing blossoms, 

and  quaint  scenes  copied  from  antique  tapestries. 
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One  bag  pictures  a  vain  peacock  spreading  his 
gorgeous  plumage  amid  a  garland  of  flowers.  An- 
other shows  a  golden  horn  brimming  with  blooms 
of  wonderful  colorings.  Into  a  third  is  woven  a 
little  French  lady,  beautifully  gowned  in  flaring 
crinoline,  posing  with  a  small  white  poodle  dog  in 
a  woodland  of  dense  foliage. 

Novelties  for  Travelers'  Use. 

Manufacturers  never  seem  to  tire  of  getting  out 
articles  for  travelers'  use,  and  this  season  is  no  ex- 
ception. Already  half  a  dozen  new  ideas  are  being 
shown  for  spring  and  summer  sales. 

One  of  the  most  novel  and  attractive  is  a  woman's 
shirtwaist  case.  It  consists  of  a  wide  pocket  with 
flap  of  softest  calfskin,  and  is  large  enough  to  hold 
shirts  and  shirtwaists  folded  as  they  come  from  the 
laundry.  The  lining  is  silk,  and  the  flap  is  kept 
closed  by  pearl  snaps,  so  that  the  waists  are  kept 
clean  and  uncrushed  wherever  they  are  packed  in 
the  trunk. 

Another  novelty  is  a  woman's  suit  case  made  of 
black  seal  and  handsomely  lined  with  dark  green 
moire.  It  is  fitted  with  a  full  complement  of  toilet 
articles,  made  of  tortoise  shell  and  nickel,  which  fit 
into  a  kind  of  folding  easel  which  is  fastened  into 
the  lid,  leaving  ample  space  for  clothes. 

A  traveling  case  for  bottles  which  will  surely  be 
appreciated  by  the  tourist  is  of  heavy  imported  Eng- 
lish russet  leather,  and  in  it  are  packed  so  closely 
that  there  is  no  fear  of  breakage  four  shaped  bot- 
tles and  one  cold  cream  jar  of  thick  glass  with  stop- 
pers and  nickel  tops.  The  top  fits  over  the  lower 
part  and  is  strapped  down  to  make  it  quite  secure. 

A  most  useful  combination  is  that  of  a  hot  water 
bag  and  an  air  pillow,  which  are  packed  in  separate 
pockets  into  a  small  case  of  morocco ;  this  takes  up 
very  little  room  in  a  traveling  bag  or  case  and  is 
sure  to  be  of  value  to  the  ordinary  tourist. 

Novel  Ideas  in  New  Motor  Bags. 

Some  new  motor  bags  which  are  being  shown  are 
most  completely  furnished — one  of  the  latest  is  fitted 
complete — so  far  as  toilet  necessities  are  concerned 
with  a  number  of  articles,  including  cold  cream,  soap, 
boracic  acid  for  inflamed  eyes,  small  brushes  and 
comb ;  in  fact,  everything  than  can  supply  first  aid 
to  the  injured  complexion  and  coiffure  when  one 
stops  for  luncheon  or  dinner  during  a  day's  run. 

For  longer  trips  there  are  the  dressing  bags,  whose 
equipment  grows  more  complete  and  whose  weight 
increases  year  by  year.  No  woman  can  carry  one 
comfortably  herself,  but  the  woman  for  whom  they 
are  designed  doesn't  carry  her  own  hand  baggage, 
and  the  dressing  case  de  luxe  is  a  thing  to  be  coveted 
by  any  normal  woman. 

Not  a  thing  is  lacking  in  these  handy  bags,  from 
writing  materials  to  matches,  from  spirit  lamp  and 
hair  curlers  to  cold  cream  and  manicure  paste.  Some 
smaller  sized  bags  have  wonderfully  roomy  interiors, 
and  the  number  of  things  that  can  be  packed  com- 
pactly into  one  of  these  medium-sized  bags  with 
room  in  reserve  for  dressing  robe,  nightgown  and 
slippers  is  positively  uncanny. 


THE  AWAKENING  OF  BUSINESS. 

EDWIN  N.  Hurley,  who  recently  retired  as 
chairman  of  the  Federal  Trade  Commission, 
says  regarding  trade  journals  in  his  book,  "The 
Awakening  of  Business" :  "American  business  men 
do  not  realize  the  value  which  trade  journals  and 
technical  magazines  may  be  to  them  in  increasing 
the  efficiency  of  their  factories  and  giving  them  a 
broad,  comprehensive  view  of  their  business.  Our 
trade  journals  and  technical  papers  are  the  best  in 
the  world,  and  they  should  be  encouraged  and  sup- 
ported by  our  business  men.  Copies  should  be 
placed  where  employees  can  see  them,  and  they 
should  be  urged  to  read  and  study  them.  These 
papers  are  preaching  the  gospel  of  sound  business 
on  practical  lines,  and  are  helpful  not  only  to  busi- 
ness, but  to  the  country  as  a  whole." 

DISTINCTIVE  GIFTS. 

GIFTS  of  the  home-made-in-Old-New-England 
style  are  proving  in  many  stores  to  be  an  at- 
tractive line  that  gives  a  quick  turnover  and  hand- 
some profit.  An  unsurpassed  line  of  unusual,  dis- 
tinctive gifts  is  that  originated  and  sold  by  the  Pohl- 
son  Galleries,  of  Pawtucket,  R.  I.,  the  center  of  the 
fine  textile  industry.  The  Pohlson  gifts  combine 
dainty  ornamentation  with  practical  usefulness  and 
offer  big  satisfaction  to  the  purchaser  without  pinch- 
ing the  dealer's  profit.  Any  dealer  would  do  well  to 
write  for  their  catalog  of  1,000  novelties  and  learn 
how  the  Pohlson  service  will  assist  in  the  installation 
of  this  new  money-making  department. 

SPORT  DRESS  SHIELDS  A  NOVELTY. 

C.  E.  Conover  &  Co.,  101  Franklin  St.,  New  York, 
have  just  introduced  to  the  trade  a  novelty  in  dress 
shields,  made  expressly  to  wear  with  sport  suits. 
These  new  shields  which  are  exceedingly  light  and 
liberally  cut  under  the  arm  to  give  freedom  of  action 
are  made  in  white  as  well  as  in  flesh,  gold,  and  grey. 
They  are  being  well  received  by  the  trade. 

AMERICAN  HAIR  NET  CO.  INCREASES  SIZE 
OF  QUARTERS. 

AT  200  Fifth  Avenue,  New  York,  the  American 
Hair  Net  Company  has  taken  much  larger 
space  than  was  formerly  occupied.  The  company 
showed  a  full  line  of  their  specialties  at  the  Broadway 
Central  Hotel  during  the  Popular  Price  Exhibition 
which  was  held  from  February  26  to  March  7,  in- 
clusive. 

MRS.  RIORDAN  GOES  TO  HAHNE'S. 

AFTER  a  long  and  valued  association  with  the 
advertising  staff  of  R.  H.  Macy  &  Co.,  New 
York,  Mrs.  Riordan  has  gone  to  Newark,  where  she 
will  assist  I.  J.  Casset,  advertising  manager  of  Hahne 
&  Co.  Miss  Crandall  is  understood  to  have  suc- 
ceeded to  Mrs.  Riordan's  place  with  the  Macy  com- 
pany. 

PENN.  JEWELERS  MEET  IN  JUNE. 

AT  Reading,  Pa.,  June  19th  and  20th,  the  an- 
nual meeting  of  the  Pennsylvania  State  Jew- 
elers' Association  will  be  held. 
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A  Handsome  Toilet  Goods  Windoiv  Display  Shown  by  B.  Altman  &  Co.,  New  York. 


The  Winning  Side  of  Toilet  Goods 

Don't  Be  a  "Before  the  War"  Talk  Buyer.    There  Are  Substantial 
Advantages  Under  Present  Conditions. 

sumer  advertising  which  run  into  many  thousands 
of  dollars  of  cost  to  each  advertiser.  They  realize 
the  peculiar  hold  which  any  certain  article  of  merit 
in  the  category  of  toilet  goods  has  upon  the  buying 
public  once  the  use  of  the  article  is  widely  estab- 
lished, and  they  are  giving  the  necessary  consumer 
advertising  to  their  finest  goods,  as  the  greatest  and 
surest  method  of  establishing  a  wide  public  taste 
which  will  grow  into  a  definite  preference  for  the 
domestic  products  so  advertised.  In  a  word  they 
are  coming  forward  with  full  confidence  that  once 
the  public  becomes  familiar  with  their  products,  as 
they  are  rapidly  doing,  the  call  will  be  for  the  prod- 
ucts now  replacing  the  foreign  goods. 

You  can  derive  a  vast  amount  of  benefit  from  a 
thorough  contemplation  of  the  logic  which  sup- 
ports the  plans  of  these  domestic  producers.  There 
is  no  question  of  being  two-faced  by  speaking  well 
of  the  goods  at  hand.  You  do  not  have  to  retract 
anything  of  former-day  claims  for  the  now  unob- 
tainable goods.  As  a  buyer  whose  opinion  we  have 
always  found  to  be  on  the  side  of  common-sense 
said,  recently,  "People  are  beginning  to  see  that  it 
reflects  on  themselves  in  a  way  when  they  say  there 
is  nothing  like  the  foreign  goods.  They  are  giving 
American  products  the  right  kind  of  encouragement 
now  because  they  realize  that  just  as  they  would 
feel  insulted  at  being  told  that  they  cannot  make  as 
good  a  showing  in  their  own  line  of  work  as  the 
people  of  some  other  country  so  it  is  an  insult 
to  their  neighbor  when  they  insist  on  passing  up 
what  he  makes  and  buying  the  same  thing  of  foreign 
make." 

Just  analyze  that  remark.      It  certainly  hits  the 


AST  month  the  story  of  toilet  goods 
was  concerning  their  location,  with 
especial  reference  to  the  personal  and 
intimate  nature  of  toilet  goods  as  the 
best  of  reasons  for  having  the  depart- 


ment well  removed  from  the  thoroughfare  aisles  of 
the  store.  This  time  it  will  be  stock  selection  prob- 
lems which  have  grown  out  of  the  scarcity  in  the 
market  of  foreign  brands  which  the  public  has  been 
made  accustomed  to  asking  for. 

The  buyer  who  has  always  featured  the  expensive 
foreign  perfumes  and  similar  elegancies  which  com- 
pose the  stock  of  the  select  toilet  goods  department 
is  faced  by  a  seeming  difficulty  arising  out  of  the 
need  to  reconcile  nowadays  truthful  claims  of  excel- 
lence for  offerings  of  domestic  make  with  former 
statements  which  gave  foreign  products  a  superior 
standing  in  the  regard  of  the  shopping  public.  This 
is  one  of  the  problems  of  today.  Yet  it  should  not 
seriously  embarrass  the  type  of  buyer  who  gives  the 
best  values  that  the  market  affords,  and  it  is  to  the 
credit  of  the  majority  of  toilet  goods  buyers  that 
they  do  make  successful  efforts  to  prevent  unworthy 
goods  from  creeping  into  their  stock,  no  matter 
what  price  inducements  are  quoted  to  tempt  such 
purchases. 

Getting  back  to  the  question  of  reconstructing 
public  opinion  so  that  it  favors  domestic  goods,  let 
us  never  forget  that  the  best  goods  that  are  to  be 
had  are  as  full  of  merit  as  the  strong  desire  of 
domestic  manufacturers  to  excel  in  their  line  can 
possibly  make  them.  You  know  that  a  number  of 
concerns  producing  domestic  made  toilet  goods  are 
backing  their  confidence  in  what  they  offer  by  con- 
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nail  on  the  head.  Also  it  furnishes  a  direct  cue  to 
the  proper  attitude  to  be  taken  by  every  buyer. 
National  events  are  shaping  themselves  in  a  way 
that  is  having  a  lot  to  do  with  the  general  acceptance 
of  the  view  as  expressed  by  the  buyer  quoted. 

Sales  are  running  high  in  many  of  the  toilet  goods 
departments,  and  they  are  averaging  well,  indeed, 
in  every  retail  store  that  gives  the  proper  amount 
of  attention  to  toilet  goods.  In  fact  the  tendency 
is  to  give  this  department  a  wider  scope  than  has 
been  the  rule  in  the  average  store,  thus  assisting  the 
work  of  national  advertisers  who  are  keeping  toilet 
goods  prominently  before  the  public. 

The  Demand  for  Military  Roll-Ups. 

The  ink  was  scarcely  dry  on  the  President's 
proclamation  declaring  war  on  Germany  before 
there  developed  a  noticeable  demand  for  articles  of 
a  military  nature,  particularly  articles  that  would  be 
likely  to  be  needed  by  the  men  in  training  camps  as 
soldiers  already  in  the  service. 

Toilet  articles  of  various  descriptions  were  among 
the  first  to  feel  this  demand,  toilet  kits,  in  roll-up 
form,  being  particularly  called  for.  Some  wide 
awake  manufacturers  who  were  unusually  far- 
sighted  and  had  already  prepared  a  number  of  sam- 
ples of  goods  of  this  description,  were  ready  to  meet 
the  demand  which  to  the  surprise  of  the  trade  ma- 
terialized over-night. 

Progressive  merchants  correctly  sensing  the  com- 
ing demand,  promptly  ordered  lines  of  these  toilet 
kits,  advertised  them  liberally  and  had  the  satisfac- 


One  of  the  new  Military  Roll-ups. 

By  Courtesy  of  E.  A.  Guthman  Go. 


tion  that  comes  with  the  selling  of  merchandise  that 
everybody  wants  and  few  merchants  have  to  sell. 
Telegraph  and  telephone  orders  are  keeping  manu- 
facturers on  the  jump,  but  they  are  still  unable  to 
keep  up  with  their  orders. 

These  roll-ups  are  made  of  a  variety  of  materials, 
the  most  favored  being  Khaki,  and  in  a  variety  of 
styles,  from  the  simplest  form,  holding  possibly  a 
hairbrush,  toothbrush,  comb  and  mirror,  to  the 
more  elaborate  styles  intended  to  hold  a  full  set  of 
toilet  and  manicure  articles. 

Most  of  these  roll-ups  are  sold  without  the  fittings, 
retailers  supplying  what  is  needed,  according  to  their 
own  ideas,  or  the  kind  of  goods  they  have  in  stock. 
By  means  of  adjustable  straps  articles  of  any  size 


can  be  readily  accommodated  and  securely  held  in 
place. 

One  of  the  best  selling  styles  is  illustrated  here- 
with. It  is  suggested  that  a  good  arrangement  for 
this  particular  style  would  be  as  follows.  In  the 
pocket  at  the  left,  which  is  rubber  lined,  could  be 
placed  a  sponge  or  wash  cloth.  The  pocket  at  the 
right  would  accommodate  a  hairbrush  or  a  pair  of 
military  brushes.  The  various  spaces  in  the  center 
would  accommodate  a  large  cake  of  soap,  comb,  box 
of  talcum  powder,  tube  of  shaving  cream,  tooth- 
brush and  safety  razor.  All  these  articles  are  kept 
in  place  by  the  adjustable  straps,  the  flaps  shown  at 
the  sides  folding  neatly  over  them.  The  entire 
equipment  folds  up  into  a  very  neat,  compact  and 
handy  roll. 

A  feature  of  considerable  importance  in  toilet 
goods  circles  is  the  steadily  increasing  sale  of  mani- 
cure goods.  In  fact,  it  is  the  opinion  of  many  well 
informed  people  that  business  in  this  particular  class 
of  goods  is  increasing  faster  than  that  of  any  other 


Manicure  Implements  with  ivory  handles 

By  Courtesy  of  Max  G.  Colin  &  Co. 


kind  of  merchandise  sold  in  the  toilet  goods  depart- 
ment. The  fact  that  the  importance  of  keeping  the 
finger  nails  in  good  condition  is  now  fully  realized 
by  the  general  public  is  emphasized  by  the  large 
number  of  people  at  present  engaged  in  the  business 
of  manicuring. 


HANDSOME  WINDOW  DISPLAY. 

THE  window  display  shown  at  the  top  of  the 
preceding  page  is  that  of  B.  Altman  &  Co., 
Fifth  Avenue,  New  York.  In  this  beautiful  display 
was  shown  to  splendid  advantage  Soiree  Echantee, 
a  new  perfume  creation  recently  brought  out  by 
Miro-Dena  Company.  Included  in  the  display  were 
perfumes,  face-powders,  sachet  and  toilet-water. 
The  perfumes  were  in  most  artistic  style  bottles  with 
ocre  patine  and  gold  decorations,  the  box  containing 
them  being  a  charming  combination  of  gold  and 
Bakst  blue. 

The  toilet  waters  were  shown  in  a  unique  vase 
bottle,  a  copy  of  an  old  Egyptian  antique  taken  from 
the  Louvre,  the  stopper  of  which  was  decorated  in 
gold  and  tied  with  an  orange  and  blue  cord.  The 
drapings  were  of  old  gold  and  blue  chiffon.  Hand- 
some bouquets  of  flowers  and  sprays  of  ferns  com- 
pleted one  of  the  handsomest  windows  ever  shown 
by  this  well  known  firm, 
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What's  Selling 


in  Fancy  Goods 


Wherein  Is  Set  Forth  the  Value  of  the  Department  As  a  Means  of 
Attracting  the  Desultory  Shopper. 


HERE  is  a  reason  for  the  popularity 
of  fancy  goods  that  is  as  old  as  the 
natural  desire  for  variety  which  rules 
the  world.  It  is  the  fancy  goods  de- 
partment which  gives  every  woman 
opportunity  to  make  frequent,  yet  inexpensive,  little 
changes  in  decorative  effects  throughout  her  home 
and  so  vary  the  sameness  of  the  interior.  This  side 
of  the  appeal  of  fancy  goods  is  most  appreciated  by 
women  of  comparatively  slender  means  who  can- 
not order  new  sets  of  furni- 
ture when  the  sight  of  the 
old  wears  upon  the  eye 
from  very  monotony. 

To  this  fact  is  due  in  a 
large  measure  the  fragile, 
delicate  character  of  much 
that  is  to  be  found  in  the 
store's  display  of  fancy 
goods.  A  decorative  waste- 
paper  basket  strikes  the  eye 
of  the  shopper  and  in  her 
mind's  eye  she  sees  how 
pleasantly  it  will  alter  the 
set  appearance  of  library 
where  the  same  furniture 
has  fixed  the  impression 
given  by  the  room  for  so 
long  that  her  interest  there 
is  dying  for  the  want  of 
variety.  It  is  the  same  way  in  regard  to  lamps  and 
shades  and  the  hundreds  of  novel  decorative  ideas 
which  are  really  monotony  breakers  in  the  home 
scheme  of  furnishings. 

So  fancy  goods  are  quite  as  much  a  necessity  to 
the  home  as  many  another  class  of  merchandise 
which  would  seem,  on  first  consideration,  to  have 
a  greater  claim  on  the  purchasing  interest  of  the 
shopping  public.  It  is,  perhaps,  due  to  the  intangible 
value  of  fancy  goods  that  the  department  stores 
were  slow  at  first  to  give  them  a  definite  place  among 
established  departments.  But  the  stores  of  even 
the  smaller  towns  are  showing  a  lively  appreciation 
of  what  can  be  done  with  a  well  conducted  fancy 
goods  department  today.  One  of  the  best  features 
of  the  department  is  its  freedom  from  a  restricted 
circle  of  goods  such  as  limits  many  other  depart- 
ments. The  choice  of  merchandise  is  so  variable  and 
extensive  from  season  to  season  that  the  department 


SOME  UXIQUE  SHAPES  IN 

By'  courtesy  of  Max  G. 


need  never  lack  the  interest  which  attaches  to  fresh- 
ness of  ideas  in  the  form  and  character  of  its  offer- 
ings. The  monotony  breaking  purpose  of  the  goods 
is  a  perpetual  guaranty  against  a  lack-interest  assort- 
ment, and  the  unfailing  newness  of  things  at  the 
fancy  goods  counter  is  in  itself  a  valuable  asset  to 
the  store.  Customers  are  quick  to  learn  where  the 
best  variety  of  novelties  are  found.  As  long  as  no 
human  being  can  fathom  the  particular  thought  that 
sends  a  woman  shopping  from  store  to  store,  not 

making  a  purchase  the  en- 
tire day,  it  is  well  to  have 
the  kind  of  things  that  will 
set  up  a  strong  interest  in 
her  mind,  for  another  day 
she  will  come  abuying. 

Picture  to  yourself  a 
woman  sitting  at  home 
alone  during  the  day,  her 
household  work  all  done 
and  with  no  special  place 
to  go.  Her  eyes  take  in 
every  detail  of  the  room  in 
which  she  sits  and  she  asks 
herself  what  would  liven  up 
the  appearance  of  the  room. 
She  may  hit  upon  the 
thought  of  a  definite  article 
that  would  do  it.  More 
likely  she  will  start  off  on 
a  shopping  tour,  hoping  to  run  across  something. 
Though  she  visits  a  number  of  other  depart- 
ments and  looks  at  the  latest  garments  her  real  in- 
terest is  more  than  likely  to  be  in  the  novelties 
shown  in  the  fancy  goods  department,  where  some- 
thing new  and  artistic  can  be  bought  at  no  great 
expense.  That  is  why  it  is  so  important  to  have 
the  best  possible  variety  of  the  latest  ideas  in  fancy 
goods. 

The  Necessity  for  Early  Ordering. 

It  should  be  hardly  necessary  for  us  to  remind 
the  buyer  of  fancy  goods,  particularly  metal  fancy 
goods,  of  the  business  lost  last  year  by  retailers 
owing  to  the  inability  of  many  of  the  leading  manu- 
facturers to  make  deliveries,  and  advise  them  that 
conditions  the  coming  season  are  likely  to  become 
more  acute  than  was  even  the  case  at  that  time. 

Manufacturers  report  that  not  only  are  all  kinds 
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of  metal  much  higher  than  formerly,  but  consider- 
able difficulty  is  being  experienced  in  securing 
needed  quantities  even  at  the  advanced  prices.  That 
as  the  holiday  season  advances  these  conditions  will 
not  be  bettered,  but  will  become  decidedly  worse 
would  seem  to  admit  of  no  contradiction.  If  the 
threatened  embargoes  are  placed  against  shipments 
to  and  from  New  York,  as  seems  very  likely  at 
present,  it  will  be  almost  impossible  for  the  late 
comer  to  secure  even  an  approximate  part  of  the 
merchandise  he  needs. 

It  would  seem  to  be  none  too  early  for  buyers 
to  order  ahead  at  least  a  fair  proportion  of  their 
probable  requirements.  Most  manutacturers  have 
fair  stocks  at  the  present  moment,  but  with  the 
natural  shortage  of  labor  that  will  come  as  a  result 
of  the  war,  their  production  will  naturally  be  cur- 
tailed to  a  considerable  extent.  Prices  of  merchan- 
dise today  are  based  upon  the  present  cost  of  pro- 
duction, and  as  these  advance  so  will  the  price  of 
the  manufactured  merchandise.  Buyers  can  feel 
assured  that  at  least  prices  will  not  be  lower  for 
some  time  to  come.  It  is  the  opinion  or  this  Journal 
that  later  on  it  will  not  be  a  question  of  price,  but 
a  question  of  deliveries.  Nothing  can  be  gained 
by  waiting  until  the  eleventh  hour,  as  many  buyers 
did  last  year  with  consequent  disappointment  and 
loss  of  sales. 

Possibilities  in  the  Selling  of  Candles. 

The  popularity  of  candles  as  a  means  of  table 
illumination,  with  the  consequent  demand  for 
candlesticks  and  shades  has  in  a  very  large  measure 
been  taken  advantage  of  by  fancy  goods  buyers  and 
a  very  profitable  business  has  been  realized  in  con- 
sequence. But  how  many  buyers  are  there  who 
have  investigated  the  trade  possibilities  in  candles? 
As  a  matter  of  fact  there  are  hundreds  of  stores  in 
which  a  good  business  is  done  in  candlesticks  who 
carry  no  candles  in  stock,  leaving  their  customers 
to  the  tender  mercies  of  the  corner  grocery  store, 
or  to  the  expensive  specialty  shops. 

There  is  as  much  difference  in  candles  as  in 
draperies  or  in  any  other  part  of  the  furnishings  of 
a  home.  Those  who  have  an  idea  that  a  candle  is 
simply  a  candle  certainly  have  not  looked  into  the 
matter.  First  of  all,  to  give  satisfaction  to  the 
customer  a  candle  must  not  drip,  smoke  or  leave  an 
unpleasant  odor.  A  candle  properly  made  will  do 
neither.  An  ordinary  candle  is  heir  to  all  these 
faults. 

The  decorative  qualities  of  candles  are  almost 
limitless.  Many  of  those  made  by  specialists  in  the 
line  are  designed  to  harmonize  with  and  enrich  any 
setting.  The  variety  of  candles  shown  by  these 
manufacturers  include  the  plain,  the  ornate,  the 
art  noveau  and  period  effects  such  as  the  Adam, 
Colonial  and  Renaissance  as  well  as  many  hand- 
some designs,  embossed  and  hand-painted  in  hand- 
some colorings.  They  are  offered  in  white  and  an 
almost  boundless  selection  of  colors.  They  can  be 
secured  in  long  or  short  lengths,  in  different  shapes 
and  sizes  from  three-sixteenths  of  an  inch  up  to 
the  massive  ones  used  for  religious  ceremonials 


which  measure  three  and  one-quarter  inches  round 
and  are  fully  six  feet  high. 

A  line  made  specially  for  candle-lamps  have  the 
name  of  the  brand  stamped  on  each  candle,  a  guar- 
antee of  quality.  They  are  made  in  both  long  and 
short  lengths  in  various  sizes  to  fit  all  standard 
candlesticks.  They  give  universal  satisfaction  to 
the  customer  and  a  source  of  considerable  profit  to 
the  retailer. 


EXPORT  TRADE  DIRECTORY. 

KEEPING  pace  with  the  tremendous  increase 
in  the  foreign  business  of  the  United  States, 
the  publishers  of  the  American  Exporter  have  just 
issued  the  fifth  edition  of  their  Export  Trade  Direc- 
tory, which  is  recognized  as  the  authority  of  the 
export  trade  of  this  country.  It  is  larger  and  bet- 
ter than  ever,  and  now  includes  the  names  of  over 
two  thousand  firms. 

Not  only  is  the  directory  of  export  merchants, 
manufacturers'  agents,  foreign  exchange  bankers, 
foreign  freight  forwarders,  steamship  lines,  etc.,  etc., 
made  complete  and  up-to-date,  but  the  means  of 
approach  to  this  field  by  manufacturers  and  others 
desirous  of  increasing  their  export  business  has  also 
been  greatly  facilitated  by  selected  classified  lists  of 
export  houses  according  to  goods  shipped  and 
markets  cultivated,  by  the  new  feature  of  trade  rat- 
ings of  important  houses,  and  by  detailed  and  ac- 
curate information  concerning  the  firms  included  in 
the  directory.  Specifications  of  shipping  routes  to 
foreign  markets  for  easy  reference,  locations  of 
American  consuls  abroad  and  foreign  consuls  in  the 
United  States,  etc.,  aid  in  handling  foreign  business 
direct,  as  the  other  sections  of  the  directory  aid  in 
transacting  and  developing  it  with  export  houses  in 
this  country. 


BUTTERICK'S  NEW  POLICY. 

The  Butterick  Publishing  Company  have  made  an 
announcement  that  beginning  with  the  March  issue 
of  The  Delineator,  they  will  not  accept  mail-order 
advertising  of  any  kind.  In  taking  this  stand  they 
make  the  following  statement: 

"In  the  past,  the  better  class  of  mail-order  con- 
cerns have  been  admitted  to  our  advertising  columns 
to  their  profit  and  ours. 

"In  recognition  of  our  duty  to  our  subscribers  and 
to  the  dealers  allied  with  us  throughout  the  country, 
we  have  always  tried  to  keep  our  pages  scrupulously 
clean.  While  much  mail-order  selling  is  of  the  high- 
est character,  there  has  in  recent  years  been  in- 
creasing effort  in  many  quarters  to  tempt  the  public 
by  promise  of  absurd  savings. 

"This  has  made  necessary  much  investigation  by 
us,  and  arbitrary  decisions  in  individual  cases  with 
inevitable  occasional  mistake  or  injustice.  We  have, 
therefore,  decided  to  eliminate  the  entire  classifica- 
tion of  mail-order  business  from  The  Delineator  at 
a  considerable  monetary  loss. 

"Hereafter  the  advertising  of  goods  which  could 
be  properly  sold  through  local  stores,  but  which  are 
offered  direct  to  the  public  by  mail  only,  will  not  be 
accepted  in  our  columns." 
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A  Summary  of  the  Bead  Situation 

Shortage  the   Most   Acute   in   Nation's  History. 


THE  stoppage  of  importations,  particularly  those 
in  the  line  of  fancy  goods,  the  production  of 
which  was  formerly  practically  controlled  by  Euro- 
pean manufacturers,  has  resulted  in  a  shortage  of 
many  lines  of  merchandise  never  before  experienced. 
While  there  is  no  doubt  whatever  that  this  is  a 
wondrous  country  populated  by  a  people  who  are 
full  of  energy,  enthusiasm  and  resourcefulness,  the 
obstacles  in  the  way  of  producing  those  things  they 
have  been  accustomed  to  depend  upon  other  coun- 
tries for,  must  have  appeared  well  nigh  insurmount- 
able. As  a  rule,  however,  American  manufacturers 
have  succeeded  in  a  very  large  manner  in  producing 
substitutes  for  foreign  goods  which  very  satisfac- 
torily meet  the  needs  of  the  American  people. 

Take  beads  for  instance,  with  the  almost  total 
supply  of  beads  cut  off  since  the  European  war,  the 
stocks  in  this  country  have  been  steadily  diminishing, 
and  that  at  a  rate  entirely  out  of  proportion  to  the 
ordinary  laws  of  supply  and  demand.  To  make 
matters  worse,  fashion  authorities  have  decreed  that 
beads  are  to  be  prominently  used  for  all  purposes 
of  trimmings  or  decorations ;  on  hats,  on  coats,  on 
dresses,  on  belts,  on  hand  bags ;  in  fact  there  is 
scarcely  an  article  which  a  woman  uses  on  which 
beads  cannot  be  employed,  and  the  indications  are 
that  the  opening  of  the  fall  season  will  find  beads 
still  more  generally  used. 

Articles  made  in  whole  or  in  part  of  beads  are 
being  shown  to-day  in  wonderful  profusion.  The 
designers  of  America  have  certainly  done  themselves 
proud.  Rarely,  if  ever  has  their  art  found  more 
beautiful  expression  than  in  the  many  hundreds  of 
designs  shown  in  beaded  bags,  beaded  belts  and 
trimming  motifs.  It  would  almost  seem  as  though 
the  whole  world  were  watching  them  and  waiting 
to  see  what  their  efforts  would  bring  forth.  True, 
it  is  that  many  of  them  have  had  the  museums  of 
the  city  to  go  to  and  study  the  designs  exhibited 
therein,  and  it  must  be  said  that  these  designers 
were  shown  every  courtesy  by  the  management  of 
the  institutions,  containing  as  they  do  the  wonder- 
ful bead  work  of  centuries  ago. 

The  stocks  in  the  hands  of  importers  have  fallen 
so  low  that  manufacturers  when  taking  orders  for 
bead  articles  of  any  kind  are  no  longer  able  to 
promise  to  produce  just  what  is  desired  and  take 
orders  for  future  deliveries  with  the  understanding 
that  they  are  to  deliver  beads  as  nearly  like  the 
sample  submitted  as  possible.  These  conditions 
are  naturally  unsatisfactory  to  both  manufacturer 
and  retailer.  There  is,  however,  a  brighter  side  to 
this  rather  gloomy  picture  and  if  the  experiments 
now  being  carried  on  result  as  satisfactorily  as  is 
believed,  the  question  of  bead  supply  will  be  at 
least  partially  solved  in  the  near  future. 

The  American  Bead  Co.,  Inc.,  485  Fifth  Avenue, 
New  York,  said  to  be  the  largest  importers  of  beads 
in  the  United  States,  have  equipped  a  factory  for  the 
purpose  of  manufacturing  beads.  They  are  now  mak- 


ing beads  both  from  the  imported  glass  and  from 
glass  of  domestic  manufacture.  This  industry  is, 
of  course,  only  in  its  infancy  and  experimental  to  a 
certain  degree,  the  production  as  yet  being  limitec 

A  short  description  of  the  process  of  manufactur- 
ing beads  will  no  doubt  be  interesting  to  the  trade. 
This  information  was  gained  from  Mr.  Harry  Eli- 
kann,  manager  of  the  American  Bead  Co. 

Most  beads  are  made  from  glass  tubing  and  glass 
rods.  By  means  of  the  blow-pipe  or  "lamp"  these 
are  formed  by  the  skilled  glass  worker  into  various 
forms.  This  is  not  as  simple  as  it  appears,  as  a 
number  of  scientific  instruments  and  appliances  are 
used  in  making  the  finished  bead.  In  other  works 
glass  beads  are  formed  by  cutting  up  a  heated  glass 
tube  into  short,  more  or  less,  spherical  sections. 

In  some  cases  the  color  of  the  bead  is  secured  by 
using  glass  of  the  desired  tint,  but  in  other  cases 
the  beads  are  made  of  colorless  glass  and  a  coloring" 
substance  is  placed  in  the  interior  of  the  bead.  Still 
another  way  is  that  of  using  tubes  of  a  diameter 
proportioned  to  that  of  the  beads  which  are  required. 
These  are  at  first  cut  into  cylinders  of  a  height  equal 
to  their  diameter  and  then  placed  in  a  pear  shaped 
drum  of  beaten  iron  containing  a  mixture  of  plaster 
and  plumbago  or  of  charcoal  dust  mixed  with  clay. 
The  drum  being  placed  on  a  furnace,  the  workman 
gives  it  a  continuous  rotary  movement  by  means 
of  an  iron  axle  which  passes  through  it  so  that  the 
tubes  softened  by  the  heat  lose  the  salient  parts  of 
their  extremities  from  the  constant  friction  with 
each  other  and  take  a  spherical  form.  The  office  of 
the  plaster  and  charcoal  in  this  work  is  to  prevent 
the  tubes  at  the  time  of  the  softening  of  the  glass 
from  adhering  together.  When  cool  the  tubes  are 
taken  out  of  the  drum  and  sifted  in  order  to  shake 
out  the  pulverized  matters  which  have  entered. 

Many  attempts  have  been  made  before  by  manu- 
facturers of  this  country  to  make  beads,  but  as  far 
as  we  know  their  efforts  were  not  crowned  with 
success.  A  few  manufacturers  in  this  country  have 
tried  to  make  beads  from  paper,  but  found  that  al- 
though they  used  shellac  and  other  ingredients  the 
beads  were  not  serviceable  because  of  climatic  con- 
ditions. For  instance,  it  was  found  after  these  beads 
had  been  worked  up  into  a  handsome  piece  of  em- 
broidery, dampness  or  moisture  of  any  kind  would 
make  them  swell  and  cause  a  portion  of  the  design 
to  enlarge,  thus  spoiling  the  artistic  effects. 

The  only  drawback  to  the  successful  manufactur- 
ing of  beads  in  this  country  would  appear  to  be  the 
high  cost  of  labor.  In  Europe  in  the  sections  where 
most  of  the  beads  are  made,  not  only  are  the  wages 
very  low,  but  beads  are  largely  made  by  people  who 
till  the  soil  in  spring  and  summer  and  only  make 
beads  during  the  winter  season  when  they  are  unable 
to  work  in  the  fields.  In  the  spring  of  the  year  the 
beads  are  strung  and  packed  ready  for  shipment  and 
are  sent  to  the  commissioners  for  sale. 


Notions  and  Fancx  Good 


The  Show  Window  Problem 

The  Way  in  Which  it  Has  Been  Solved  by  Hansen  &-  Elrick, 
San  Francisco,  California 

Illustration  by  courtesy  of  the  American  Exporter. 

Perhaps  the  most  difficult  problem  that  confronts  the  dealer  in  fancy  goods  and  novelties  is 
the  securing  of  sufficient  window  space  in  which  to  display  his  goods.  The  illustration  above 
shows  how  this  difficulty  has  been  met  and  conquered. 

Here  we  have  a  splendid  example  of  the  modern  zvay  of  display  window  building.  The  mer- 
chant obtains  a  double  window  and  one  that  has  been  greatly  lengthened.  All  together,  the  window 
space  has  been  multiplied  from  three  to  four  times  its  average.  Furthermore,  by  this  arrange- 
ment considerable  more  than  the  ordinary  light  is  admitted  to  the  store  itself. 
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Making  the  Most  of  Jewelry 

The  necessity  of  making  attractive  displays 
is  of  paramount  importance 


****** 


HIS  particular  article  is  not  intended 
for  the  buyer  with  a  highly  developed 
jewelry  department  and  looking  for 
new  paths  of  progress.  But  there  are 
many  hundreds  of  retail  stores  where 
the  best  reason  for  featuring  jewelry  is  not  taken  ad- 
vantage of,  though  some  popular  price  jewelry  may 
be,  and  generally  is,  among  the  goods  on  display.  It 
is  a  well  known  fact  that  women  are  invariably  in- 
terested by  the  glitter  of  the  jeweler's  window.  The 
moderate  size  retail  store  has  the  same  opportunity 
to  use  the  attention  compelling  effect  of  a  window 
display  of  jewelry,  and  it  is  all  the  more  advisable  to 
use  the  opportunity 
in  view  of  the  present 
vogue  for  ornamental 
pieces. 

The  writer  has  seen, 
in  cities  of  fairly  large 
population,  window 
displays  in  retail 
stores  which  placed 
unrelated  articles, 
such  as  blouses  and 
hair  ornaments,  in  the 
same  general  group. 
Whatever  reasons 
may  be  advanced  for 
such  incongruities  the 
fact  remains  that  the 
various  items  compos- 
ing a  stock  of  depart- 
ment   store  jewelry 

are  worthy   of  better  Illustration  61/  Courtesy  of 

treatment.  A  good  range  of  jewelry  pieces  should  be 
artistically  grouped  and  made  the  theme  of  an  en- 
tire window  display.  A  dressing  table  sprinkled  over 
with  jewelry  case,  chain  and  locket  or  La  valliere, 
signet  ring,  jewelled  bar  pin  and  jewelled  combs,  or 
any  other  pleasing  group,  will  always  make  a  pleas- 
ing picture  in  a  window.  If  a  wax  figure  is  available 
the  realistic  possibilities  of  the  display  can  be  still 
further  carried  out. 

Although  the  word  "tone"  has  been  so  abused  that 
it  is  falling  into  disuse,  it  is  the  one  word  which  ade- 
quately expresses  the  value  of  a  jewelry  department 
properly  conducted,  for  the  character  of  the  goods 
certainly  adds  tone  to  the  store  which  displays  them 
properly. 

Of  all  the  departments  of  retailing  which  have 


grown  into  prominence  of  late  years,  popular-price 
jewelry  can  be  said  to  show  what  is  perhaps  the 
greatest  gain  made  on  the  artistic  side  without  lift- 
ing the  goods  beyond  reach  of  the  means  of  those 
who  buy  popular  price  jewelry.  The  time  when 
everyone  owned  a  few  pieces  of  fine  jewelry  and 
wore  them  from  one  season  to  another  has  been  re- 
placed by  the  custom  of  changing  the  styles  in  jew- 
elry to  accord  with  all  other  fashions  of  the  hour,  to 
which  fact  the  department  owes  its  present  im- 
portance. 

Hair  ornaments  have  been  returned  to  favor  by  the 
more  elaborate  dress  fashions,  and  the  success  al- 
ready registered  by 
this  branch  of  jewelry 
is  only  a  small  part  of 
what  the  summer  sea- 
son promises.  The  al- 
most barbaric  splen- 
dor which  marks  the 
fashionable  colorings 
of  the  season  is  bound 
to  bring  a  large  share 
of  attention  to  the 
rich,  hair  ornaments 
being  introduced  by 
manufacturers  with  a 
reputation  for  clever- 
ly meeting  the  style 
requirements  laid 
down  by  dress  fash- 
ions. Buyers  will 
make  no  mistake  by 

Samstag  &  Hilder  Bros.  livening  Up  their  Stock 

by  purchasing  and  displaying  a  liberal  assortment 
of  the  latest  offerings  in  hair  ornaments  especially 
designed  for  the  summer  season.  The  general  ten- 
dency toward  fads  is  well  met  by  the  designs  which 
will  be  found  in  the  market  today. 

On  the  other  hand,  there  is  no  lack  of  artistic  and 
yet  conservative  styles  in  hair  ornaments.  The  de- 
mand for  conservative  goods  is  fairly  constant  in 
some  parts  of  the  country.  One  of  the  best  evidences 
of  the  strong  current  toward  hair  ornaments  as  an 
indispensable  adjunct  of  fashion  is  the  interest  that 
many  of  the  leading  hairdressers  are  showing  in 
coiffures  which  best  suit  hair  ornaments. 


The  best  advertisement  is  cheapest  in  the  end. 
Flowers  may  blush  unseen — you  must  advertise. 
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Notions  and  Fancy  Goods 


Dainty  Bungalow  Set  of  Rose  Linen  and  French  Cretonne  in  Rose  and  White, 
Finished  with  Fancy  Cotton  Braid   and  Edge. 


From  the  collection  of  Stern  Brothers,  New  York. 


Art  Needlework  a  Timely  Feature 

The  Considerable  Attention  Given  to  This  Department  Should  Be  Greater  Still  At  This  Time.    Prospects  for  the 

Future  Appear  to  Be  Most  Excellent. 


ERHAPS  you  remember  how  Grand- 
ma used  to  quickly  pick  up  her  art  em- 
broidery work  as  a  measure  against 
both  idleness  and  excitement.  When  a 
man  will  smoke  to  steady  himself 
against  excitability  you  will  see  the  same  cause  send 
a  woman  to  her  sewing  basket.  It  is  useless  to  over- 
look the  plain  fact  that  thousands  of  folks  will  quite 
lose  their  usual  good  sense  because  our  country  has 
declared  war,  and,  no  matter  how  empty  their  fears 
as  to  the  final  result,  it  still  remains  to  be  decided  as 
to  how  the  retail  merchant  can  best  do  his  share  of 
the  work  of  alleviating  the  excited  condition  of  those 
in  his  community  who  are  affected  in  that  way. 

Happily  there  is  the  art  needlework  department, 
peculiarly  suited  to  doing  the  greatest  good  in  this 
direction  without  ever  letting  the  women  who  buy 
in  on  the  secret  of  why  you  feature  the  department 
so  largely  just  now.  Not  that  it  is  essential  to  keep 
the  object  of  special  art  needlework  sales  a  secret. 
It  depends  on  the  angle  from  which  you  view  the 
question  as  to  whether  you  will  do  the  most  good 
by  revealing  or  concealing  the  purpose  inspiring  the 
work  of  promoting  unusual  interest  in  art  needle- 
work at  this  time. 

It  seems  to  be  the  impression  that  sales  will  fall 
off  very  materially  in  many  departments.  Of  course, 
there  will  be  a  pause,  a  moment  of  tight- 
ening  purse-strings,   but   it   is   hard   to  imagine 


this  lasting  more  than  a  brief  while,  for  the 
average  person  is  quick  to  respond  to  the 
evidences  of  sound  prosperity,  which  are  on 
every  hand.  All  of  the  signs  of  busy  times  must 
soon  bring  the  buying  public  back  to  a  normal  out- 
look on  affairs,  although  it  is  likely  enough  that  the 
public  will  show  an  inclination  to  pay  a  little  less 
for  many  items  than  they  formerly  paid.  But  there 
is  nothing  in  this  to  disturb  the  art  needlework 
buyer.  On  the  contrary,  it  looks  as  if  women  are  go- 
ing to  devote  an  exceptionally  large  share  of  their 
time  to  making  decorative  and  useful  embroidered 
novelties.  Not  that  they  will  be  any  more  inclined 
to  spend  a  great  deal  of  time  over  a  bit  of  embroider- 
ing, but  they  will  turn  out  more  examples  of  this 
work  than  they  do  in  ordinary  times. 

Buyers  Now  Realizing  Their  Opportunities. 

That  the  buyers  realize  the  popularity  and  time- 
liness of  the  goods  of  their  department  is  evident 
enough  from  the  interest  they  are  showing  in  the 
latest  novelties.  And,  thanks  to  the  considerable 
success  of  art  embroideries  during  the  past  season, 
the  houses  devoted  to  supplying  the  materials  have 
given  the  best  thought  and  care  to  preparing  the 
new  lines,  so  no  one  should  be  at  loss  to  make  a 
good  showing  with  this  department  if  the  right  kind 
of  attention  has  been  given  to  making  it  a  popular 
section  of  the  store. 
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Boudoir  sets  of  cretonne  consist  of  cabinet,  laun- 
dry bag,  cushions,  etc.  There  are  also  offered 
boudoir  sets  of  a  much  more  extravagant  kind  in 
Madame  du  Barry  style.  Every  article  has  designs 
in  silk  tapestry,  consisting  of  shepherds  and  shep- 
herdesses, applied  in  medallion  form,  edged  with 
gold  or  silver  braid.  Most  of  these  articles  are  of 
satin  covered  with  metallic  net,  the  whole  being  em- 
broidered with  small,  raised  roses  arranged  in  gar- 
lands or  clusters,  in  natural  shades.  In  the  case  of 
the  bag  and  cushions,  a  finishing  touch  consists  of 
metallic  cordeliere  and  tassels.  Nearly  all  these  sets 
include  a  photo  frame  and  a  waste  paper  basket. 

Decided  Demand  for  Pillow  Tops. 

If  there  is  one  class  of  articles  more  than  another 
for  which  there  is  a  demand  at  the  Art  embroidery 
department  at  this  season  of  the  year,  it  surely  is 
stamped  pillow  tops.  Manufacturers  realizing  this 
have  prepared  a  wonderful  assortment  for  spring 
and  summer  selling. 

There  is  every  reason  for  this  popularity  of 
stamped  pillow  tops,  they  are  easy  to  work,  effective 
when  finished  and  are  particularly  appropriate  for 
porch  pillows  and  bungalow  seats.  The  interest  in 
this  class  of  goods  appears  to  be  steadily  increasing. 
In  working  pillow  tops  the  heavier  kinds  are  gen- 
erally preferred.  As  a  matter  of  fact  there  is  a 
tendency  to  use  the  heavier,  loosely  woven  silks  in 
all  kinds  of  embroidery  work,  even  including  doillies 
and  similar  small  articles,  the  demand  for  which  has 
contributed  the  principal  demand  for  the  finer  silks. 

There  is  business  and  profit  to  the  merchant  who 
pushes  this  class  of  goods,  not  only  are  more  of  the 
stamped  goods  sold,  but  there  is  naturally  a  decided 
increase  of  sales  of  embroidery  silks  with  which  to 
do  the  work. 

Many  handsome  effects  are  being  shown  in  the 
new  pillow  tops,  and  the  decided  demand  for  un- 
usual and  highly  colored  effects  has  induced  manu- 
facturers to  bring  out  many  novel  designs  in  Japa- 
nese, Chinese,  Paisley,  Indian  and  Balkan  effects. 
Designs  on  this  order  are  not  confined  to  pillow 
tops  alone.  Chair  covers  and  table  scarfs,  as  well, 
are  being  shown  in  these  brilliant  and  artistic  com- 
binations of  color.  It  is  expected  that  goods  of 
this  character  will  become  very  popular  as  the  sea- 
son advances  for  bungalow  and  porch  life. 


SPECIALS  IN  BABY  NOVELTIES. 

SPECIALTIES  in  infants'  novelties,  while  always 
interesting,  were  particularly  so  at  the  near  ap- 
proach of  "Baby  Week."  Manufacturers  of  these 
goods  are  showing  more  than  the  usual  amount  of 
new  ideas.  The  Hob  Manufacturing  Company  is 
showing  an  unusually  interesting  line.  One  of  the 
most  taking  features  is  a  novel  baby  carriage  decora- 
tion, consisting  of  a  bow  of  heavy  satin  ribbon,  with 
a  pair  of  clasps  to  match.  It  is  daintily  decorated 
with  pink  and  blue  forget-me-nots  and  a  "Blue  Bird" 
for  "Happiness." 

Advertise  to  the  consumer  to  please  the  dealer — 
but  advertise  to  the  dealer  to  please  yourself. 

To  tell  your  story  quickly,  use  the  trade  papers. 


PATRIOTIC  BELTS. 

THE  Myriad  Manufacturing  Co.,  New  York,  has 
created  a  veritable  sensation  in  the  trade  by 
the  production  of  a  line  of  patriotic  belts  unlike  any 
other  belts  ever  shown  before.  They  are  made  in 
various  widths  from  2%  to  4  inches,  and  in  a  variety 
of  novel  and  most  attractive  styles.  They  are  made 
of  suede  leather  in  alternate  strips  of  red,  white  and 
blue,  some  of  which  have  the  American  Eagle  em- 
broidered in  gold  tinsel,  producing  a  beautiful  and 
novel  effect 

They  are  also  showing  a  line  of  Trench  belts  in 
tan  leather,  to  be  worn  with  the  trench  costumes 
which  are  now  so  popular.  These  also  are  in  various 
widths  and  a  variety  of  styles,  each  one  more  attrac- 
tive than  the  other. 

New  York's  stores  are  featuring  them  liberally. 
One  large  department  store  recently  had  an  entire 
window  devoted  to  their  display.  That  it  struck  a 
popular  chord  was  shown  by  the  interested  crowds 
which  frequently  blocked  the  sidewalk. 


IMPROVED  HAIR  PIN  CARDS. 

EVERY  notion  buyer  has  experienced  the  loss 
and  annoyance  occasioned  by  hair  pins  falling 
off  the  cards  and  have  no  doubt  at  times  wished  that 
some  one  would  invent  a  method  which  would  pre- 
vent it. 

Whitney  &  Co.,  Leominster,  Mass.,  are  now  mar- 
keting a  card  called  the  "Climax"  that  absolutely 
prevents  the  hair  pins  dropping  off.  They  are  no 
more  expensive  than  the  ordinary  cards  and  are 
made  in  any  size  for  any  style  pin.  Any  special 
name  or  design  can  be  printed  on  the  card  to  suit 
the  wishes  of  the  customer. 

Notion  buyers  for  their  own  convenience  and  pro- 
tection from  loss,  should  request  the  jobbers  or 
manufacturers  from  whom  they  purchase  to  have 
their  hair  pins  put  up  on  "Climax"  cards. 

CREDIT  EXPERT  GOES  TO  STUDY 
SOUTH  AMERICA. 

A PRACTICAL  method  has  been  taken  by  F. 
Vietor  &  Achelis  to  develop  trade  with  mer- 
chants in  the  Latin-American  countries.  C.  M. 
Shonnard,  of  the  credit  department  of  this  well 
known  importing  and  exporting  house,  has  sailed 
for  an  extensive  trip  which  will  take  him  through 
Argentine,  Brazil,  Uruguay  and  other  ports  of  South 
America,  where  it  is  desired  to  foster  trade  relations. 
Mr.  Shonnard  will  gather  a  wide  variety  of  data 
bearing  on  other  questions  than  credits,  questions 
such  as  have  to  do  with  familiarizing  his  principals 
regarding  merchandise  requirements  and  general 
trade  practices. 

This  is  one  of  the  many  signs  indicating  that 
business  houses  of  the  United  States  are  going  about 
the  development  of  export  trade  in  all  seriousness. 
Undoubtedly  the  arrival  of  Mr.  Shonnard  in  South 
American  ports  will  be  welcomed  by  the  many  mer- 
chants there  who  have  looked  forward  to  extending 
business  relations  with  the  United  States. 


There  is  nothing  so  "lucky"  as  advertising. 
Plant  advertisements  that  sales  may  grow. 
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Notions  and  Fancy  Goods 


Russia  Offers  Good  Market  for  Gloves 

Industry  Still  in  Hands  of  Individual  Makers,  With  New  Factories  Operating. 


[MERICAN  manufacturers  seeking  to 
Ido  business  with  Russia  will  be  inter- 
'ested  in  a  report  just  received  by  the 
\Bureau  of  Foreign  and  Domestic  Com- 
►  merce  from  Consul  North  Winship,  at 
Petrograd,  giving  some  statistics  concerning  the 
Russian  glove  industry,  telling  how  gloves  are  made 
there,  the  mode  of  distribution,  and  the  possibilities 
of  doing  business  in  that  country.  The  Consul  writes : 
"Accurate  statistics  concerning  the  production  of 
kid  and  lamb  skin  gloves  in  Russia  are  difficult  to 
obtain  for  two  reasons:  First,  only  a  small  part  of 
the  country's  annual  output  is  produced  in  regu- 
larly organized  factories,  the  bulk  being  produced 
by  home  workers,  the  so-called  'Kustari,'  laboring 
in  their  own  homes,  scattered  and  isolated  so  that 
they  escape  statistical  control;  and,  secondly,  there 
are  no  official  statistics  regarding  the  output  of  fac- 
tories. Consequently,  the  production  figures  given 
in  this  report  have  been  obtained  wholly  from  pri- 
vate sources. 

Manufacturers  Sell  Direct  to  Retailers. 

"The  entire  supply  of  gloves  sold  by  the  small 
haberdashery  shops  and  hand  wear  specialty  shops 
in  general  is  obtained  direct  from  the  manufacturer, 
whether  he  is  a  factory  owner  and  operator,  the 
manager  and  owner  of  a  large  kustarny  establish- 
ment who  employs  more  than  the  members  of  his 
own  family,  or  merely  the  head  of  a  family  produc- 
ing gloves  in  small  quantities  at  home,  without  the 
intervention  of  the  wholesaler  or  jobber. 

"None  of  the  smaller  kustarny  establishments 
supplies  more  than  the  local  trade  as  represented  to 
them  by  one  or  perhaps  even  several  haberdashers 
to  whom  they  are  known.  Many  of  these  small 
kustari  sell  their  entire  output  to  some  of  the  larger 
glove  specialty  shops  that  may  have  several 
branches  in  different  cities.  The  few  glove  factories 
supply  the  retail  trade  in  the  usual  manner. 

"The  kustarny  establishments,  where  one  to  a 
dozen  or  more  sewing  machines  are  used,  either  ob- 
tain the  gloves  ready  cut  and  patterned  from  similar 
kustarny  establishments  specializing  in  cutting,  or 
else  do  both  the  cutting  and  the  sewing  themselves. 
The  character  of  the  work  in  each  establishment  is 
determined  either  by  standing  special  orders  from 
the  haberdasher  or  else  by  the  general  character  of 
the  demand.  Many  establishments  specialize  in  only 
one  or  a  few  kinds  of  leather  or  gloves. 

Glove  Sizes  Are  Not  Reliable. 

"It  is  a  frequent  result  of  this  system  that  gloves 
bought  in  the  smaller  haberdashery  shops  show 
large  divergences  between  the  sizes  marked  on  the 
gloves  and  the  actual  fit  of  the  gloves.  This  mark- 
ing is  often  done  by  the  haberdasher,  who  adds  his 
own  name  and  address  and  sometimes  the  words 
'own  make.' 


"The  prices  paid  to  the  kustarny  manager-owner 
vary  greatly  according  to  the  season,  the  quality  of 
leather  and  workmanship,  the  time  of  delivery,  and 
the  fluctuations  of  the  labor  market.  Some  of  the 
larger  retailers  furnish  the  leather  themselves,  pay- 
ing only  for  the  labor. 

In  Petrograd  there  are  no  regular  glove  factories. 
The  production  is  confined  to  kustarny  establish- 
ments, some  of  which  supply  the  out-of-town  re- 
tailers. The  Petrograd  supply  of  glove  leather  comes 
from  the  Volga  government. 

Glove  Factories — Total  Glove  Production. 

"In  Riga  there  are  two  glove  factories.  Riga,  War- 
saw, Lithuania,  Livonia  and  Curland,  before  the  war, 
had  many  tanning  establishments  furnishing  glove 
skins  for  the  Riga  and  Warsaw  industry.  The  Cur- 
land, Livonia  and  Lithuania  districts  supplied  Riga 
with  glove  leather,  that  from  Lithuania  being  of 
the  highest  quality.  The  Riga  industry,  however, 
has  now  been  cut  off  entirely  from  all  these  sources, 
except  the  Curland  supply,  which  is  inferior,  and  the 
hindrances  to  interior  transportation  are  making  it 
extremely  difficult  for  the  remnants  of  the  glove  in- 
dustry left  in  Riga  after  the  evacuation  of  the  city 
to  obtain  skins  from  the  Volga  region.  Owing  to 
the  closing  of  the  port  of  Riga  no  foreign  supply  of 
glove  skins  is  available. 

"Some  of  the  Vilna  skins  from  the  Polish  govern- 
ments around  Warsaw,  before  the  war,  went  to  the 
glove  makers  in  Warsaw.  There  the  industry  had 
progressed  out  of  the  kustarny  stage,  and  Warsaw 
had  twelve  glove  factories  producing  annually  about 
$212,000  worth. 

"In  the  Petrograd  consular  district  there  are  thir- 
teen factories,  all  in  the  Volga  governments,  pro- 
ducing coarse  lamb  skin  gloves  for  workmen.  There 
are  twenty-five  similar  establishments  registered  in 
other  parts  of  Russia,  largely  in  the  Volga  basin 
and  all  outside  the  present  occupied  region. 

"Private  industrial  publications  give  the  following 
figures  for  the  glove  production  of  the  empire :  Nine- 
teen hundred,  602,200  pairs,  valued  at  $225,892 ;  1908, 
444,100  pairs,  valued  at  $235,613;  1914,  316,300  pairs, 
valued  at  $249,260. 


NEW  NOTION  AND  FANCY  GOODS  HOUSE. 

ANEW  concern  has  just  been  organized  under 
the  name  of  Samuel-Marcus  Co.,  at  103  Fifth 
Avenue,  New  York.  The  members  of  the  firm  are : 
S.  H.  Samuels,  Leo.  A.  Marcus  and  Jos.  S.  Marcus. 
They  will  specialize  in  Notions,  Fancy  Goods  and 
general  merchandise,  and  announce  that  they  are 
open  for  merchandise  of  all  kinds. 


WHOLESALE  NOTION  FIRM  DISCONTINUES. 

THE  Fries-Jensen  Co.,  dealers  in  wholesale  no- 
tions, has  discontinued  business.    It  was  lo- 
cated at  Appleton,  Wis. 
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SUMMER  GLOVES  ENTER  BRISKLY. 

HATEVER  the  leather  glove  situation  may 
be  in  the  fall  there  are  several  months  of 
warm  weather  immediately  before  the  retail  trade. 
So  the  present  shortage  of  leather  will  but  slightly 
inconvenience  the  buyers.  They  look  forward  to 
a  highly  prosperous  summer  business  in  silk  and 
fabric,  of  which  the  supply  is  at  least  sufficient  to 
make  a  good  glove  season.  The  several  conditions 
affecting  manufacturing,  such  as  the  high  cost  and 
scarcity  of  both  labor  and  materials,  have  thrown 
the  burden  of  responsibility  upon  the  glove  makers 
who  are  well  and  favorably  known.  To  them,  or 
their  agents,  the  retail  trade  is  looking  with  con- 
fidence, for  they  are  the  dependable  source  of  good 
grades  of  silk  and  fabric  gloves.  These  concerns 
have  brought  out  an  attractive  variety  of  well  made 
styles,  and  the  eagerness  of  the  public  for  glove  fads 
will  make  quick  disposition  of  retail  stocks.  In  fact, 
it  will  tax  the  facilities  of  the  manufacturers  to  de- 
liver the  probable  requirements  of  the  summer  sea- 
son. 

The  styles  for  summer  wear  have  had  a  wide  show- 
ing to  the  glove  buyers  and  the  feeling  throughout 
the  trade  is  that  silk  and  fabric  will  be  worn  far  into 
the  fall,  beyond  the  time  that  would  ordinarily  open 
the  leather  glove  season.  So  far  there  has  been  no 
let  up  in  the  quick  taking  of  everything  offered  and 
the  manufacturers  are  already  concerned  as  to 
whether  they  will  be  able  to  devise  means  of  in- 
creasing their  outputs  sufficiently  to  relieve  the  pres- 
sure of  demand  that  is  expected  to  be  at  its  height 
about  the  middle  of  the  season. 

It  is  predicted  by  many  that  the  styles  for  sum- 
mer will  show  decidedly  faddish  tendencies,  follow- 
ing the  lead  of  shoes  and  other  dress  accessories, 
and  the  belief  is  expressed  that  the  sources  of  sup- 
ply will  introduce  some  striking  effects  along  toward 
June. 

The  buyer  who  today  moves  too  conservatively  in 
making  purchases  is  apt  to  find  his  department  with- 
out a  reputation  with  the  public  for  having  an  in- 
teresting selection  if  he  thinks  to  wait  for  the  full 
tide  of  fads  to  arrive  before  taking  them  into  his 
calculations.  By  now  the  hope  of  getting  foreign 
goods  must  have  been  generally  abandoned  and  the 
same  recognition  that  has  been  given  to  domestic 
styles  in  other  lines  must  be  accorded  to  gloves. 
And  just  as  the  market  conditions  in  other  lines 
have  altered  in  respect  to  shortening  the  time  it 
takes  for  merchandise  to  pass  from  maker  to  con- 
sumer, so  the  glove  market  has  come  to  rely  upon 
home  styles  as  well  as  home  facilities,  making  the 
period  between  the  first  introduction  of  styles  and 
their  general  spread  throughout  the  country  as  much 
shorter  as  can  be  reckoned  in  the  time  saved  be- 
tween foreign  style  first  showings  and  their  whole- 
sale delivery  here. 

As  to  what  will  develop  in  leather,  the  question 
may  as  well  be  put  over  for  better  consideration  when 
there  is  something  definite  to  be  said,  and  certainly 
this  is  not  the  moment.  Of  course,  whatever  sup- 
plies of  leather  gloves  are  offered  will  continue  to 
be  snapped  up  with  avidity,  but  silk  and  fabric  will 
rule  the  market  for  a  long  season. 


FOWNES 
GLOVES 

Established  1777 

119  West  40th  St. 
New  York 

0 

BOSTON  CHICAGO 

Carter  Building  1627  Marquette  Bldg. 

12  West  St.,  Room  614  140  So.  Dearborn  St. 

SAN    FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


SALES  OPPORTUNITY  FOR  MANUFACTURER. 

Influential,  well  established  American  concern,  its 
importing  business  curtailed  by  war  conditions,  with 
branches  and  representatives  in  chief  U.  S.  cities, 
marketing1  well  known  notion  staple,  offers  splendid 
opportunity  to  concern  seeking  highly  efficient,  ac- 
tively operating  sales  staff.  Permanency  of  ar- 
rangement desired.  Advertising,  sales  and  trade 
connections  extensive  and  of  high  calibre.  Unlim- 
ited capital  available  for  operating  and  advertising 
requirements.  An  excellent  opportunity  offering 
mutual  advantages.  Communication  strictly  confi- 
dential, give  fullest  details.  BOX  No.  275,  NO- 
TIONS AND  FANCY  GOODS,  118  East  28th  Street, 
New  York. 
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Notions  and  Fancy  Goods 


No.  24075. — A  merchant  in  Nicaragua  wishes  to 
purchase  bone  and  ivory  buttons,  needles  and  pins, 
sewing  thread,  and  woolen  crocheting  yarn.  If  pos- 
sible, quotations  should  be  made  c.  i.  f.  Corinto; 
otherwise,  f.  o.  b.  American  port.  Payment  will  be 
made  through  New  York  agent.  Correspondence 
may  be  in  English.  References. 

No.  24070. — A  company  in  British  East  Africa 
wishes  to  secure  an  agency  for  the  sale  of  cheap  toilet 
and  laundry  soaps,  perfumery,  lotions,  hair  oils,  etc. 
Quotations  should  be  made  c.  i.  f.  Mombasa.  Cash 
will  be  paid.  Goods  should  be  packed  in  extra  strong 
waterproof  cases.  Correspondence  may  be  in  Eng- 
lish. 

No.  24033. — A  man  in  Nicaragua  wishes  to  pur- 
chase suit  cases,  pocketbooks,  cigar  and  cigarette 
cases,  handbags,  and  manicure  sets.  If  possible, 
quotations  should  be  made  c.  i.  f .  Corinto ;  otherwise 
f.  o.  b.  American  port.  Payment  will  be  made 
through  a  New  York  agent.  Correspondence  may 
be  in  English.  References. 

No.  24053. — A  man  in  Guatemala  desires  to  buy 
cheap  plated  and  rolled  jewelry  and  novelties,  such 
as  toys,  etc.  He  also  desires  to  entertain  an  agency 
proposition.  Quotations  should  be  made  f.  o.  b.  New 
York  or  New  Orleans.  Payment  will  be  made  by 
cash.  Correspondence  may  be  in  English.  Refer- 
ences. 

No.  24201. — A  man  in  Denmark  desires  to  pur- 
chase, or  secure,  an  agency  for  the  sale  of  gloves, 
combs,  sponges,  and  sponge  bags ;  brushes,  such  as 
toothbrushes,  hairbrushes,  and  clothes  brushes.  Cor- 
respondence may  be  in  English.  Reference. 

No.  24215. — A  firm  in  the  United  States,  which  is 
representing  firms  in  Mexico,  Porto  Rico,  Spain, 
Australia,  and  Switzerland,  is  in  the  market  for  pen- 
cils, pens,  penholders,  ink,  safety  pins,  snap  fasten- 
ers, bone  and  metal  buttons,  paper,  mirrors,  also 
horn,  hard  India  rubber,  celluloid,  and  white  bone 
razor  handles,  from  5.53  to  5.85  inches  long.  Refer- 
ences. 

No.  24135. — A  company  in  Switzerland  is  in  the 
market  for  large  quantities  of  cotton  and  leather 
shoe  laces.  Quotations  should  be  made  c.  i.  f.  Euro- 
pean port.  Payment  will  be  made  by  cash  against 
documents.  Correspondence  should  be  in  French  or 
German.  References. 

No.  24007. — A  firm  in  England  is  in  the  market 
for  cheap  and  imitation  jewelry.  As  some  of  the 
goods  are  for  the  tropical  trade,  they  should  be  able 
to  stand  the  climate.  Quotations  should  be  made 
c.  i.  f.  destination,  also  Southampton  and  Liverpool 
for  re-export.  Reference. 


No.  24121. — A  firm  in  the  United  States  desires  to 
purchase  for  its  agencies  in  Australia  and  the  Phil- 
ippine Islands,  perfumery,  notions  and  fancy  goods. 
Quotations  should  be  made  f.  o.  b.  New  York.  Pay- 
ment will  be  made  by  cash  against  documents.  Ref- 
erences. 

No.  24056. — A  merchant  in  Nicaragua  desires  to 
purchase  perfumery,  combs  and  brushes,  toys, 
feather  dusters,  pocket  mirrors,  tooth  and  nail 
brushes,  garters  and  sleeve  supporters,  clocks  and 
watches,  thermometers  and  barometers.  Quotations 
should  be  made  c.  i.  f.  Corinto,  if  possible,  otherwise, 
f.  o.  b.  American  port.  Correspondence  may  be  in 
English.  References. 

No.  24004. — A  man  in  South  Africa  wishes  to  se- 
cure an  agency  for  the  sale  of  alarm  clocks.  Quota- 
tions should  be  made  f.  o.  b.  New  York.  Payment 
will  be  made  through  agent  in  New  York.  Corre- 
spondence may  be  in  English.  Reference. 

No.  24105. — A  purchasing  commission  for  a 
South  American  Government,  with  offices  in  the 
United  States,  is  in  the  market  for  10,000  safety 
razors,  10,000  shaving  brushes,  and  10,000  small 
mirrors  for  sailors,  similar  to  those  used  in  the 
United  States  Navy. 

No.  23963. — A  man  in  the  Netherlands  is  in  the 
market  for  silk  hair  nets,  shaving  sticks,  and  per- 
fume. Quotations  should  be  made  c.  i.  f.  destination. 
Correspondence  may  be  in  English.  Reference. 

No.  24168. — A  man  in  Peru  desires  to  secure  an 
agency  for  the  sale  of  dry  goods,  notions,  vulcanized 
rubber  goods,  such  as  combs,  hair  ornaments,  etc. 
Quotations  should  be  made  f.  o.  b.  American  port. 
Correspondence  should  be  in  Spanish.  References. 


NEW  YORK  FIRM'S  SUCCESSFUL  USE  OF 
"OPPORTUNITY." 

The  following  letter  has  been  received  by  the 
Bureau  of  Foreign  and  Domestic  Commerce  from 
a  New  York  exporting  house  that  answered  a  "Trade 
Opportunity"  relating  to  cotton  goods,  hosiery,  neck- 
wear, laces,  and  fancy  goods: 

We  take  pleasure  in  informing  you  that,  through 
the  medium  of  one  of  your  "Trade  Opportunities" 
in  Commerce  Reports,  we  have  succeeded  in  making 
connections  with  an  importing  concern  of  excellent 
standing  and  reputation  in  Curacao,  Dutch  West 
Indies.  This  firm  has  just  placed  its  initial  order 
with  us,  amounting  to  more  than  $1,000. 

We  take  this  means  of  expressing  our  full  appre- 
ciation of  the  excellent  work  being  done  by  your 
department,  and  to  place  ourselves  at  your  disposal 
for  any  help  it  may  be  in  our  power  to  give  you. 


April,  1917 
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A  COUNTRY-WIDE  CAMPAIGN. 
So-E-Z  Snap  Fasteners  to  Be  Advertised  Broadcast. 

THE  leading  women's  publications  will  soon 
carry  So-E-Z  snap  fastener  advertisements  of 
a  size  large  and  impressive  enough  to  get  the  atten- 
tion of  every  reader.  The  list  consists  of  The  Ladies 
World,  Needlecraft,  Woman's  Home  Companion, 
Le  Costume  Royal,  Butterick  Quarterlies,  Ladies' 
Home  Journal,  McCall's  Magazine,  Pictorial  Review, 
Today's  Housewife,  Woman's  World,  Modern 
Priscilla,  Elite  Styles,  Delineator,  Designer,  and 
Woman's  Magazine.  The  combined  circulation  of 
these  publications  is  almost  15,000,000  which  prac- 
tically means  that  every  woman  in  the  United  States 
interested  in  snap  fasteners  will  see  the  So-E-Z  ad- 
vertising. 

The  So-E-Z  snap  fastener  with  its  attractive  card 
and  carton,  its  many  exclusive  features,  plus  this 
tremendous  advertising  campaign  makes  this  a  most 
attractive  snap  fastener  proposition.  The  So-E-Z 
is  a  spring  snap  fastener  of  quality.  The  turtle  back 
allows  room  for  and  eliminates  rubbing  and  cutting 
of  thread  and  makes  it  So-E-Z  to  sew  on  and  So-E-Z 
to  open.  It  has  no  protruding  knobs  or  points ;  lies 
perfectly  flat ;  snaps  sure  and  fast.  Each  individual 
snap  is  inspected.  It  is  made  in  5  sizes  from  0000 
to  one.  All  these  points  are  interestingly  told  in 
the  ads  to  women  and  should  prove  a  means  of 
stimulating  a  demand  which  at  present  is  already 
far  beyond  the  expectations  of  the  manufacturers. 


THE  MAN  WHO  ADVERTISES. 

YOU  need  have  no  fear  of  placing  your  orders 
with  the  manufacturer  or  distributer  who  per- 
sistently— year  in  and  year  out — advertises  his 
goods.  He  is  not  spending  his  hard-earned  cash  to 
exploit  advantages  or  merits  that  do  not  exist.  He 
knows  that  untruths  or  misleading  statements  con- 
cerning his  house  or  his  goods  can  do  no  other  than 
stamp  discredit  all  over  and  around  his  establish- 
ment. 


MARCUS  &  SMITH. 

THE  entrance  of  John  Smith  into  the  business 
formerly  carried  on  by  Alex  Marcus,  and  now 
reorganized  under  the  name  of  Marcus  &  Smith, 
foreshadows  some  very  interesting  trade  develop- 
ments. The  new  firm  will  be  developed  on  a  much 
larger  scale  than  formerly,  and  many  novelties  will 
be  introduced  from  time  to  time. 

Mr.  Smith  has  had  a  very  extensive  mercantile 
experience,  having  been  proprietor  of  some  two 
electrical  companies,  and  afterward  sales  manager 
for  the  National  Carbon  Company  of  Cleveland, 
Ohio,  until  his  association  with  Mr.  Marcus  in  Feb- 
ruary last,  when  the  new  concern  was  organized. 

ECONOMY  BINDING  CO.  ENTERS  NEW  FIELD. 

THE  ECONOMY  BINDING  CO.,  who  by  their 
policy  of  producing  reliable  goods  and  making 
every  effort  to  please  their  customers,  have  built  up 
a  splendid  business  in  seam  bindings  and  beltings, 
have  recently  entered  the  Bias  Seam  Tape  Field,  and 
have  already  many  satisfactory  orders  on  their  books. 


PIONEER  TRADE  PUBLISHER  DIES 
Picturesque  Figure  for  Many  Years  in  the  New 
York  Dry  Goods  Trade  and  in  Textile 
Trade  Journalism. 


MAX  JAEGERHUBER,  one  of  the  best  known 
men  in  textile  journalism  in  this  country 
and  widely  known  in  the  trade,  died  Sunday,  April 
8th,  at  his  home  in  Harriman,  N.  Y.,  aged  66  years. 
He  came  to  America  in  1862,  a  young  boy  speaking 
but  little  English,  went  to  St.  Louis,  Mo.,  and  when 
he  was  twenty-two  was  an  assistant  editor  on  one 
of  the  daily  newspapers.  He  came  to  New  York 
in  1874  and  became  one  of  the  editors  of  the  New 
York  "Herald." 

He  subsequently  became  the  owner  of  "American 
Machinist"  and  later  sold  it  to  the  late  John  A.  Hill, 
president  of  the  Hill  Publishing  Co.  He  was  at  one 
time  connected  with  the  "Dry  Goods  Economist" 
afterwards  one  of  the  founders  and  owners  of  the 
"American  Exporter."  His  best  work,  however, 
was  done  on  "Dry  Goods,"  of  which  he  was  editor 
and  owner  from  1898  until  the  fall  of  1916,  when 
illness  compelled  his  abstention  from  business,  al- 
though almost  to  the  day  of  his  death  his  interest 
remained  keenly  alive  to  all  pertaining  to  "Dry 
Goods." 

Mr.  Jaegerhuber  stood  firm  for  publicity,  up-to- 
date  exploitation  of  art  and  science.  He  planted 
many  a  seed  in  the  textile  trade  that  is  now  blossom- 
ing and  bringing  forth  perfected  results  with  the  one 
giving  the  first  idea,  the  glorious  spark  perhaps  for- 
gotten. The  enthusiasm  possessed  by  Mr.  Jaeger- 
huber was  a  valuable  asset  in  his  business,  as  he 
was  able  to  win  men  to  his  view  of  lofty  ideals  in 
the  trade  and  many  followed  without  realizing  that 
they  were  being  led. 

Nothing  was  too  herculean  for  him  to  attempt  to 
accomplish,  and  thus  he  worked,  "doing  fifty  years' 
work  in  twenty-five,"  always  looking  ahead  when 
the  making  and  exploiting  of  textiles  would  be  ac- 
claimed as  an  artistic  wonder  directed  with  scien- 
tific skill.  He  accomplished  mountains  of  pioneer 
work  in  the  journalistic  field.  Mr.  Jaegerhuber  is 
survived  by  a  widow  and  seven  children.  His  two 
sons,  Anton  and  Charles  R.,  will  carry  on  the  high 
ideals  of  their  father  in  the  dry  goods  trade. 
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Notions  and  Fancy  Goods 


POWDER  PUFFS 


Phone:  3403  Gramercy 


Lambs  Wool  and 
Velour  Powder  Puffs 
Ribbon  Novelty  Puffs  and 
Vanity  Bags 

Assortments  sent  on  request. 

MANUFACTURERS  OF  POWDER  PUFFS 
AND  VANITY  BAGS  EXCLUSIVELY 


Chiswo  Novelty  Co. 

7  West  22nd  Street,  New  York 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

NARROW  FABRICS 

OF     ALL  KINDS 
Belting,  Featherstitch,  Elastic  Tapes,  Etc. 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co. 


18  W.  33rd  St. 
N.  Y. 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


IMPORTERS  &  COMMISSION  MERCHANTS 
SMALLWARES  and  NOTIONS 

4-7G  BROADWAY 
New  York; 


Something 
New 

Every  week  in 
Infants  Novelties 

Complete  lines  at 
our   show  rooms 
for  the  inspection 
of  buyers. 

JOSEPH  H.  JOSEPH 

Ma^MAPCoTRUTRElR      31-33  West  31st  St.,  New  York 

Unna's  Mending  Plaster 
Mends  Hot  Water  Bags 

PUT  UP  BY 

NEW  YORK  SPECIALTIES  CO. 

467  Broadway,  New  York 

Also  Manufacturers  of  UNNA'S  MENDING  TISSUE 

Always  the  Best  by  Test 


SALES  AGENCIES  WANTED:  Experienced  sales- 
men with  own  office  and  established  trade,  would 
like  to  negotiate  with  out-of-town  manufacturers  of 
Toilet  Articles,  Drug  Sundries,  and  Rubber  Goods,  who 
desire  first-class  representation  in  New  York  City.  Thor- 
oughly acquainted  with  jobbing  trade  and  department 
store  buyers.  Highest  credentials  furnished.  W.  L.,  c/o 
Sundries  Specialty  Co.,  118  West  Broadway,  N.  Y.  C. 


NOTIONS    AND    FANCY  GOODS 

is  an  authority  on  all  matters  pertaining  to  the  lines  it 
represents.  It  costs  but  one  dollar  per  year  to  keep 
fully  informed. 

SUBSCRIBE  NOW 


April,  1917 
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We  Keep  Out  Dust  and  Germs 

"Since  dust  and  germs  are  everywhere, 
A  Cap  and  Shoe  your  glass  should  wear." 

The  medicine  tray  and  cover,  in 

wood  or  glass,  make  one  of  our 

many  specialties  that  up-to-date 

stores  supply  through  their  Gift 

Departments.      Over    1,000  of 

such  novelties  are  illustrated  in 

our   catalog.     Write    for  this 

book  and  learn  how  to  install 

a  gift  department,  the  best  new 

idea  that  has  been  advanced  in 

a  long  time. 

THE   POHLSON  GALLERIES 


2012  Bank  Building 
Pawtucket,  R.  I. 


New  York  Sample  Room 
225   Fifth  Avenue 


Geo.  S.  Colton  Elastic  Web  Co. 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


$  m  •  •  .•.  • 


m  mm 


$  $  ® 


Snap  Fasteners 

Imported  Finish 
Finest  Quality 
Largest  Output 
All  Sizes 
Immediate  Deliveries 

Extraordinary  inducements 
for  large  quantities. 

SNAP  FASTENER 
SALES  CO. 

CORP. 

47  W.  34th  St.,  New  York 

Tel.  Greeley  2682 


NECK  BANDS 


1 


WE  MAKE  ALL  OUR  OWN  BANDS 

Buy  Direct  and  get  Perfect  Goods 

GUman  B.  Smith  Co.,  Inc.,  121  West  17th  St.,  New  York 


Jf  itctjtmrg  Jlorn  #oobs  Co. 

FITCHBURG,  MASS. 


Manufacturers  of 


CELLULOID  HAIR  PINS 
HORN  HAIR  PINS 

Barrettes 
Side  Combs  and  Back  Combs 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  to  list  for  Fall 
PRICES  RIGHT         SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House" 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


IMPORTERS  and  MANUFACTURERS 

Art  NeedleworkwFancq  Goods 

Peri-Lusta  "Cnjatal" 
Mercerized  Cottons  Ai'tificial  Silk 
Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA  HAND  EMBROIDERED 

LINENS  w  HANDKERCHIEFS 

Campbell  METZGEr Jacobson 

932  r93fi  Broadway   NewYoi'k  C6r.22^St 
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Index    to  Advertisers 


Ajax  Stamping  Co  Snap    Fastener   M  a- 

chines    64 

American    Hard  Rubber 

Co   Combs  and  Sundries, 

4th  Cover 

Bates,  C.  J.,  &  Son  Manicure  Goods    41 

Bird  Fastener  Co  Dress  Fasteners    65 

Bodinger  Mfg.  Co.,  The. .  Leather  Goods  Special- 
ties   14 

Crowley,  C.  H  Notions  and  Embroid- 
ery Foundation 
Forms, 

Inside  front  cover 
Calhoun,  Robbins  &  Co...  Fancy  Dry  Goods  and 

Small   Wares   15 

Campbell,   Metzger  & 

Jacobson   Art  Embroideries   41 

Cannata,  Frank   Crochet   Buttons   64 

Chiswo  Novelty  Co  Powder  Puffs  and  Van- 
ity Bags   40 

Clark  &  Co.,  Inc.,  A.  L.. .  Manufacturers'  Agents 

Notions   18 

Colton,  George   S.,  Elas. 

Web  Co  Webs,  Belting,  etc   41 

Columbia  Fastener  Co...  Snap    Fasteners   64 

Consolidated    Safety  Pin 

Co  Stewart's  Safety  Pins.  22 

Crescent  Garter  Co  Notion   Specialties   41 

Defiance  Button  Machine 

Co  Buttons  and  Machines  65 

DeGraff  &  Palmer  Notions   and  Toilet 

Brushes   5,  12,  14 

Dexter  Yarn  Co  Crochet  and  Embroid- 
ery Cottons   5 

Dieckerhoff,    Raffloer  & 

Co  Notions   and  Small 

Wares   6,  9 

Outside  Back  Cover 


Economy  Binding  Co. .  . .  Bias  Seam  Tapes. 


15 


Feldman  Co.,  The  J  Celluloid   Buttons  and 

Novelties    64 

Fitchburg    Horn  Goods 

Co  Hair    Ornaments  and 

Combs   . . . . .  41 

Five  &  Ten  Cent  Magazine   65 

Fownes  Bros.  &  Co  Gloves    37 

Frisch  Toilet  Mirror  Co..  Toilet   Mirrors  and 

Ebony  Toilet  Sets..  40 

Gary,  Theo.   H  Hair  Nets   16 

Gates,  T.  B.  M  Narrow  Fabrics   13 

Grean  Dressmaking  Specialties    17 

Guthman  Co.,  E.  A  Toilet   Specialties  and 

Art  Novelties   16 

Hague  Co..  A.  J  Notions  &  Small  Wares  40 

Hope  Webbing  Co  Elastic  Tapes,  Belt- 
ings and  Narrow 
Fabrics    40 


Horrax,  Edwin 


Howard's,  S.   E.,  Son  & 

Co  


Hoyt,  F.  &  Co.,  Ltd  

Hump  Hair  Pin  Mfg.  Co. 

International  Manufactur- 
ers' Agency  


Joseph,  Jos.  H  

Kirby,  Beard  &  Co. 


Kleinert,    I.    B.,  Rubber 
Company   


Lewis  &  Locke 
Menkin,  S.,  Inc. 


Myriad  Manufacturing  Co. 

National  Scale  Co  

National   Toilet  Co  

New  York  Specialties  Co. 
Noyes    Comb  Co  

Peet  Bros  

Pohlson  Galleries   

Poirier  &  Linderman  Co.. 

Porter  Bros.  &  Co  

Porter,    Joseph    L.,  Co., 
Inc  


Premier  Notion  Co  

Ross-Gould   

Russell  Mfg.  Co.,  The. 
Sakabe  &  Co  


Smith  Co.,  Gilman  B. 


Snap  Fastener  Sales  Co.. 
Sterling  Button  Co  

Teneo  Co  

Thompson    Novelty  But- 
ton Works   

Unna's   "Ready-to-Use". . 

Whitney  &  Co  

Wisconsin    Pearl  Button 
Co  


Wright,  Wm.  E.,  &  Sons 
Co  

Zip  Spring  Fastener  Sales 
Co  


Notions  and  Small 
Wares    17 

Notion  and  Toilet 
Specialties, 

1st  &  4th  Covers 

Cologne,  etc   13 

Hair   Pins   11 

i* 

Snap     Fasteners  and 
Snap  Fastener  Tapes  16 

Infants'  Novelties  ....  40 

Pins  and  Needles, 

Outside  Back  Cover 

Dress  Shields,  Sanitary 
Specialties    3 

Glove  Importers   37 

Button  Machines,  Dies 

and  Moulds    54 

Ladies'  Belts   13 

Counting  Machines...  53 

Toilet   Specialties   17 

Mending   Tissue   40 

Combs,   etc   14 

Invisible  Hooks  &  Eyes  19 
The    Gift  Department 

Novelties    41 

Notions   and  Small 

Wares    14 

Notions    and  Small 

Wares    4 

Notions   and  Small 

Wares  10,  13,  15 

Neckbands   40 

Mailing   Lists   65 

Elastic  Webs   11 

Toilet   Brushes  and 

Pearl  Buttons   12 

Neck  Bands  and  No- 
tion  Specialties   41 

Snap   Fasteners   41 

Buttons    64 

Snap   Fasteners   8 

Celluloid  Buttons    64 

Mending  Tissue   40 

Hair  Pin  Cards   12 

Pearl  Buttons.. 4th  Cover 
Button  and  Trimming 
Section. 

Notion  Specialties   7 
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BUTTON  and  TRIMMING 
TRADE  TOPICS 

SECTION  OF  NOTIONS  AND  FANCY  GOODS 

PUBLISHED  EVERY  MONTH  BY  THE  McCPsEADY  PUBLISHING  COMPANY 
TELEPHONE  ,  MADISON  SQUAKE  6552  :  :  118  EAST  28TH  STREET,  NEW  YOPnK 


THE  USE  MADE  OF  BUTTONS  ON  THE  NEW  SPKING  FKOCKS 

Designed  Expressly  for  Notions  and  Fancy  Goods  by  Pictorial  Keview 

For  Descriptions  See  Page  61 


Contents  of 

This  Section 


THERE  IS  ECONOMY  IN  BUTTONS. 


They  are  the  most  generally  used  trimming  of  the  season 
and  meet  both  the  call  of  fashion  and  economy. 

WHERE  TRIMMING  IDEAS  ARE  FOUND. 
A  few  suggestions  as  to  where  to  look  for  design  motifs 
which  are  admirably  suited  to  follow  up  the  success  of  oriental 
trimmings. 

THE  BUTTON  MAKING  DEMONSTRATION. 
The  way  in  which  a  demonstration  of  making  covered  but- 
tons can  be  made  to  attract  attention  and  increase  the  business 
of  the  department. 

THE  TRADE  IN  PEARL  BUTTONS. 
American  manufacturers  are  showing  larger  varieties  than 
were  ever  shown  by  European  manufacturers  and  their  produc- 
tions are  largely  favored  over  the  foreign  product. 


A  novel  idea  which  can  be  used  by  any  storekeeper  to  dis- 
play his  samples  of  new  buttons  and  attract  attention  to  the 
button  department. 

THE  WORLD'S  MARKETS— Australia  and  New  Zealand. 
These  countries  are  a  splendid  field  for  button  trade  de- 
velopment and  offer  unusual  opportunities  for  progressive 
American  manufacturers. 

MOVEMENTS  IN  THE  TRADE. 
What  is  going  on  amongst  button  manufacturers. 
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Cutting  Costs  in  Button  Manufacturing 

BUTTON  manufacturers  are  using"  varied  methods  of  counting"  the  thousands  and 
thousands  of  buttons  or  moulds  as  they  are  turned  out  but  no  method  yet  dis- 
covered has  proven  so  satisfactory,  so  quick,  as  mechanical  hulk  counting  with  a 

NATIONAL 
COUNTING  MACHINE 

These  are  the  machines  used  by  many  of  the  largest  manufacturers  of  buttons  and 
button  parts  in  the  United  States  and  by  a  large  number  of  those  who  have  only  a 
comparatively  small  output. 

The  advantages  of  counting  with  a  National  Counting  Machine  are  not  only  that  you 
save  so  much  on  payroll  but  that  its  extreme  accuracy  safeguards  against  disputes 
with  piece  workers  or  with  customers  on  counts.  In  the  matter  of  speed,  National 
Counting  Machines  are  1000%  faster  than  the  best  of  hand  counting. 

TO  ILLUSTRATE  :  If  you  should  fill  the  scoop  of  a  National  Counting 
Machine  with  buttons  or  button  parts,  you  can,  without  knowing  the 
quantity  in  the  scoop,  get  an  immediate,  accurate  count  of  the  scoop's 
contents  by  placing  a  few  of  the  same  buttons  or  parts  in  the  small 
ratio  pan  hanging  from  the  beam  and  then  sliding  the  pan  along  toward 
the  tip  of  the  beam,  until  the  beam  comes  to  a  perfect  balance.  At  the 
exact  point  where  the  arm  of  the  ratio  pan  stops  there  would  be  shown 
in  plain  figures  the  correct  count  of  the  number  of  parts  or  buttons  in 
the  scoop.  Nothing  is  so  simple,  nothing  is  quicker  or  more  accurate. 
This  machine  alto  enables  you  to  accurately  count  out  large  fixed  quan- 
tities of  buttons  or  button  parts  with  almost  incredible  speed. 

Any  button  manufacturer  who  is  alive  to  good  sug- 
gestions for  cutting  down  costs  will  make  no  mistake 
in  looking  into  the  National  Counting  Machine  propo- 
sition. Profits  always  go  up  as  expenses  come  down. 
The  National  Counting  Machine  makes  the  expense 
come  down. 

Send  for  Illustrated  Catalog  No.  31  which 
shows  types  of  National  Counting  Machines 
used   in   the   button    manufacturing  business. 

NATIONAL  SCALE  COMPANY 

Distributors   for  the   National   Counting   Machine  Co. 

4  Pike  Street,  CHICOPEE  FALLS,  MASS. 

Builders   of  National-Chapman   Elevating  Trucks 


54 


Notions  and  Fancy  Goo 


Sell  More  Dressgoods 
Make  Better  Button  Profits 


COVERED  BUTTONS  do 
sell  dressgoods.  Women  have 
shown  time  without  number 
a  preference  to  buy  materials  at  a 
store  where  they  are  sure  to  get  but- 
tons to  match.  In  short,  "Make  the 
Buttons — Make  the  Sale." 


Half  Ball 


Style  No.  15 


Flat 


Style  No.  16 


A  Complete  Outfit  to  make  these  four 
attractive  styles  in  three  popular  sizes, 


$22.50 


Consists  of  machine,  implements,  at- 
tachments and  twelve  boxes  of  moulds. 

This  Outfit  gives  you  a  sufficient  as- 
sortment of  styles  and  sizes — 12  but- 
tons— to  start  a  profitable  button  cov- 
ering department. 

Other  Outfits  from  $9.50 


The  profits  on  the  covered  buttons 
themselves  are  attractive.  Button 
Parts  cost  a  trifle;  finished  buttons 
command  excellent  prices.  Your  first 
profits  pay  for  the  equipment. 

With  MENKIN  equipment— simple, 
compact,  inexpensive — a  large  variety 
of  styles  are  made  easily  and  quickly. 
Directions  for  making  buttons  simple, 
clear,  well  illustrated. 

If  you  already  have  an  equipment, 
MENKIN  extra  attachments — from 
75c.  up — will  greatly  increase  your 
styles.  MENKIN  button  parts  are 
sold  at  attractive  prices.  Quality 
guaranteed. 


S.  MENKIN,  Inc. 

147  West  28th  Street  NEW  YORK 

Creators,  Promoters  and  Producers  of  Covered  Button  Supplies 

for  Over  60  Years 


April,  1917 
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There's  Economy  in  Buttons 


They  Are  the  Most  Generally  Used  Trimming 

and  of 

EVERYONE  has  observed  the  personal  econo- 
mies movement  which  grew  out  of  the  recent 
war  declaration  and  while  it  is  likely  to  curtail  the 
demand  for  many  classes  of  goods  the  effect  it  will 
have  on  the  button  business  is  more  than  likely  to 
result  favorably.  The  principal  reason  why  this 
should  prove  so  is  that,  for  women  who  understand 
sewing,  the  most  natural  first  step  in  the  direction 
of  personal  economies  is  to  resort  to  home  dress- 
making and  buttons  cannot  fail  to  play  an  important 
part  in  the  trimming  of  the  garments  made  at  home. 
The  retail  button  counter  is  in  a  fair  way  of  becom- 
ing exceedingly  important. 

On  the  other  hand,  there  is  still  some  uncertainty 
as  to  the  business  prospects  of  the  ready-to-wear 
departments,  but  the  feel- 
ing in  many  quarters  is 
that  low-price  ready-to- 
wear  will  go  ahead  of  pre- 
vious seasons  in  the 
amount  of  business  done. 
While  the  recent  variable 
and  unseasonable  weather 
could  hardly  be  considered 
conducive  to  the  making 
of  preparations  for  Spring 
and  Summer  garments, 
the  fact  that  a  great  num- 
ber of  women  have  made 
it  a  point  to  visit  their 
favorite  stores  for  advance 
information  regarding  the 
styles,  is  taken  as  a  good 
indication.  And  speaking 
of  the  styles  it  is  certain 
that  a  successful  season  in 
ready-to-wears  will  mean 
a  large  volume  of  button  business  with  the  garment 
houses,  for  the  majority  of  models  are  liberally  set 
with  buttons. 

The  feeling  of  buyers  who  have  a  reputation  for 
carefully  estimating  the  opportunities  of  a  season  is 
that  medium-price  ready-to-wear  will  be  the  only 
class  to  fall  off  in  sales.  This  opinion  is  based  on 
several  observations  that  would  appear  to  be  sound. 
First,  there  is  the  personal  economies  movement 
which  is  expected  to  send  women  who  cannot  sew 
in  search  of  apparel  at  prices  under  those  they  for- 
merly paid,  and  this  includes  women  of  the  working 
class,  the  wives  of  the  better  paid  wage  earners  and 
the  wives  of  low-salaried  men.  Few  of  these  will  be 
disposed  to  go  beyond  the  price  they  can  really 
afford,  and  they  are  the  women  who  have  "some- 
how" managed  in  other  seasons  to  dress  a  little  bet- 
ter than  the  means  at  their  command  warranted. 
They  constituted  a  large  part  of  the  customers  for 
medium  price  ready-to-wear.  Second,  it  is  believed 
that  women  who  can  well  afford  medium  prices 


of  the  Season,  and  Meet  Both  the  Call  of  Fashion 
Economy. 

will  avail  themselves  of  this  opportunity  to  call  in 
the  dressmaker  in  the  name  of  personal  economy, 
not  wishing  to  resort  to  cheaper  ready-to-wear  than 
they  have  always  bought.  So  another  class  of  cus- 
tomers for  medium  price  garments  will  probably 
dwindle. 

Third,  and  perhaps  most  illogical,  but  neverthe- 
less very  human,  there  are  the  women  who  have 
been  especially  fortunate  in  the  choice  of  husbands 
that  are  more  than  usually  prosperous  these  days, 
so,  despite  the  fact  that  it  is  women  of  this  class 
who  are  most  active  in  preaching  personal  econo- 
mies, they  are  the  ones  who  often  abandon  conserv- 
ative buying  and  will  only  have  the  most  expensive. 
Of  course,  the  reason  for  this  is  to  be  found  in  their 

social  aspirations.  They 
hope  to  join  the  ranks  of 
society  that  spells  itself 
with  a  capital  S. 

And  the  button  buyer 
must   take   all   of  these 
symptoms  into  considera- 
tion.  Our  country  is  wak- 
ing up  to  see  the  great 
place  it  can  take  as  the 
leading  democracy  of  the 
world,  and  the  influence 
we  are  to  have  on  the  peo- 
ples of  other  countries  de- 
pends  greatly   upon  the 
careful  conduct  of  affairs 
within  our  own  borders. 
Don't  imagine  that  it  is 
all  up  to  the  government. 
A  nation  cannot  be  greater 
than    its    people,    so  it 
rests    with    every  indi- 
vidual to  do  his  utmost  in  his  own  particular  line. 
That  means  carefully  weighing  every  change  and 
development  in  the  special  field  of  work  in  which 
he  is  engaged.    For  instance,  this  personal  econo- 
mies movement  is  a  popular  expression  of  the  idea 
of  conservation.   It  may  take  unwarranted  and  fool- 
ish turns  if  the  retailer  does  not  make  it  a  point  to 
save  customers  from  seeming  economies  that  are 
really  extravagances.    An  entire  community  may 
be  influenced  by  the  unconsidering  mind  of  an  indi- 
vidual of  local  importance  to  forswear  all  but  per- 
sonally made  attire.    Such  a  course  would  be  any- 
thing but  a  saving  for  all,  though  it  would  be  ad- 
vantageous for  the  skilled  needle  workers. 

It  rests  with  the  retailers  to  avert  such  absurdi- 
ties by  educating  the  public  concerning  the  real 
economies  that  can  be  practiced  by  sensible  buying. 
The  button  buyer  will  have  a  busy  department,  but 
he  cannot  afford  to  enter  into  local  movements 
which  would  tend  to  injure  the  business  of  other 
departments.    The  present  high  favor  enjoyed  by 


MIND  YOUR  BUTTONS. 

IN  THE  present  state  of  international  af- 
fairs there  is  a  special  duty  which  every 
dealer  in  and  retailer  of  buttons  must  per- 
form on  behalf  of  the  immediate  world  with 
which  he  comes  in  every-day  contact.  That 
duty  is  summed  up  in  the  words,  "Mind  Your 
Buttons."  There  are  too  many  people  who 
abandon  the  level-headed  routine  of  practical 
affairs  and  let  themselves  be  carried  into  an 
emotional  state  of  uselessness  when  war  is 
in  the  air.  Continue  to  be  a  useful  citizen  by 
attending  strictly  to  business.  There  are 
the  same  number  of  people  to  be  clothed  in 
this  country  as  ever,  and  your  part  in  main- 
taining the  standard  of  civilization  is  to  sup- 
ply the  buttons,  without  which  there  would 
be  no  civilization. 
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buttons  is  enough  to  insure  an  active  and  profitable 
season,  especially  as  the  market  is  prepared  with  a 
good  variety  of  novelties. 

Perhaps  the  most  important  of  all  the  good  things 
that  can  be  said  of  buttons  now  is  that  they  com- 
bine the  advantages  of  being  fashionable  as  well  as 
economical. 

While  it  is  true  that  extreme  novelties,  such  as 
the  key-shaped  buttons  just  brought  out,  will  hardly 
achieve  very  wide  acceptance,  the  really  valuable 
fact  is  that  the  manufacturers  are  keeping  the  pub- 
lic aware  of  the  wide  range  of  ideas  that  can  be 
carried  out  in  button  designs.  This  particular  nov- 
elty does  not  stop  at  reproducing  the  key,  for  the 
garment  on  which  it  first  appeared  had  special  but- 
tonholes patterned  after  keyholes,  so  the  idea  was 
quite  complete. 

The  Prevailing  Styles  of  Buttons. 

Every  variety  of  button  is  having  its  full  share 
of  attention.  Large  sizes,  though,  are  less  in  evi- 
dence, excepting  for  sport  attire.  Suits,  dresses, 
blouses  and  separate  skirts  have  gone  in  for  modest 
sizes,  but  the  colors  are  frequently  striking  enough 
to  make  up  for  any  lack  of  mere  dimensions.  The 
buttons  certainly  attract  the  eye.  Covered  buttons 
have  come  into  such  wide  use  that  the  retailers 
throughout  the  country  are  fortunate  if  they  have 
a  covered  button  making  equipment  in  operation, 
so  extensive  is  the  call  for  this  variety.  As  a  matter 
of  fact,  the  retailers  are  showing  a  keen  apprecia- 
tion of  the  advantage  to  them  in  supplying  cus- 
tomers with  covered  buttons  which  use  the  mate- 
rial of  the  dress  goods  bought  in  their  stores. 

As  to  other  varieties,  such  as  pearl  buttons,  it  is 
only  necessary  to  say  that  the  manufacturers  are 
up  to  their  ears  in  their  endeavors  to  meet  every 
order,  so  much  so  that  they  are  truly  unfortunate 
in  the  fact  that  they  appear  to  consider  themselves 
too  busily  occupied  to  think  about  giving  the  many 
striking  features  of  their  class  of  buttons  the  ex- 
tensive publicity  their  product  deserves.  Of  course, 
there  are  individual  concerns  which  issue  good  sales- 
makers,  such  as  attractive  cabinets  for  the  retail 
counter,  etc.  Celluloid  designs  are  handsome,  in- 
deed, this  season.  And  bone  buttons  are  making 
a  good  showing,  largely  the  result  of  the  attention 
manufacturers  are  giving  to  producing  styles  and 
qualities  that  suit  the  trimming  needs  of  the  new 
garments.  Vegetable  ivory  buttons  merit  the  state- 
ment and  tribute  that  they  are  richer  in  their  effects 
with  each  succeeding  season,  which  speaks  well  for 
the  ambition  of  the  manufacturers  to  exceed  all 
previous  successes.  Glass  and  crochet  buttons  are 
daintily  used  on  the  blouses  which  are  so  popular 
now.  The  crochet  variety  is  particularly  fortunate 
in  that  it  goes  well  with  the  lace  and  embroidery 
trimmed  blouses. 

While  many  handsome  buttons  are  being  shown 
for  trimming  street  gowns,  it  is  in  buttons  intended 
for  evening  dresses  that  the  handsomest  and  most 
novel  ideas  are  shown.  They  are  in  all  sizes,  shapes, 
materials  and  colors.  Some  of  the  handsomest  are 
set  in  antique  rims,  plated  either  in  silver  or  gold. 


BUTTONS  FOR  SPORT  SUITS. 

THE  present  vogue  of  sport  materials  and  sport 
costumes  which  are  being  offered  in  an  un- 
usually wide  and  attractive  variety  of  designs  for 
spring  and  summer  wear,  naturally  brings  out  the 
question  of  what  buttons  should  be  used. 

A  glance  in  the  shop  windows,  or  in  the  illus- 
trated magazines  devoted  to  fashions,  will  show  that 
no  sport  garment  is  without  its  quota  of  buttons — 
buttons  of  all  sizes,  shapes  and  colors  are  being  used, 
many  of  them  being  exceedingly  attractive. 

The  newest  designs  in  silks,  in  fact  dress  goods  of 
all  kinds  made  especially  for  sport  costumes,  make 
liberal  use  of  discs,  squares,  Aztec  and  other  odd 
designs,  all  of  which  lend  themselves  perfectly  to  the 
use  of  colored  buttons.  In  gowns  of  this  character 
particularly,  no  button  could  be  more  suitable  or 
better  matched  with  the  material  used  than  one 
carrying  the  actual  design  featured  in  the  fabric 
itself. 

Besides  lending  distinction  to  the  garment,  a  but- 
ton embodying  the  motive  of  the  material  has  an- 
other very  important  virtue.  It  is  inexpensive. 
Every  manufacturer  and  dressmaker  has  cuts  and 
remnants  which  remain  and  no  better  use  could  be 
possibly  made  of  these  than  for  the  making  of  but- 
tons. The  price  of  the  necessary  machine  and  the 
button  moulds  is  very  reasonable,  and  the  cost  of  the 
finished  covered  button  very  low  in  comparison  with 
the  expensive  pearl,  composition,  or  celluloid  but- 
tons. 

If  garment  manufacturers  and  storekeepers  real- 
ize this  opportunity  to  combine  beauty  and  economy 
to  the  extent  the  occasion  calls  for,  there  will  be  no 
scarcity  of  attractive  buttons  for  spring  and  sum- 
mer. 

Where  materials  are  sold  over  the  counter,  by 
featuring  covered  buttons  in  connection  with  sports 
fabrics,  the  impulse  to  buy  materials  may  be  easily 
stimulated.  Many  department  and  dry  goods  stores 
are  featuring  the  little  button  covering  machines  as 
a  "booster"  for  dress  goods  and  other  piece-goods 
with  surprisingly  good  results.  Try  it,  and  see  your 
business  grow. 


HELPFUL  HINTS  FOR  MERCHANTS. 

IT'S  all  right  to  bank  on  the  future,  but  you  can't 
check  against  it. 
The  stamp  of  approval  doesn't  always  come  from 
those  who  are  well  heeled. 

Truth  crushed  to  earth  will  rise  again,  but  a  lie 
will  generally  beat  it  out. 

Conscience  is  an  alarm  clock  that  helps  a  merchant 
to  rise  in  his  own  estimation. 

The  principal  difference  between  a  luxury  and  a 
necessity  is  getting  used  to  it. 

A  good  memory  is  something  that  enables  man  to 
remember  what  to  forget. 

Thrice  blessed  is  the  man  who  can't  remember 
the  things  he  ought  to  forget. 

Appearances  are  as  deceptive  as  the  art  of  trying 
to  keep  them  up. 

Many  a  man  is  so  stingy  we  can  well  hesitate  in 
even  taking  his  part. 
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Where  Trimming  Ideas  Abound 

A  Few  Suggestions  as  to  Where  to  Look  for  Design  Motifs  Which  Are  Admirably  Suited  to  Follow 

Up  the  Success  of  Oriental  Trimmings. 


A SHORT  while  back  the  fashion  talk  was  all 
of  "rich  simplicity."  Now  the  use  of  more  and 
more  trimmings  on  feminine  apparel  makes  it  neces- 
sary to  study  every  good  source  from  which  designs 
for  trimmings  can  be  obtained.  The  original  work 
done  by  trimming  designers  who  supplied  the  ideas 
which  have  been  successful  in  restoring  trimmings 
into  fashionable  favor  were  suited  to  the  needs  of 
the  hour,  but  so  complete  has  been  the  success  of 
fashion's  swing  from  simplicity  to  elaboration  that 
the  continued  supremacy  of  American  designs  de- 
pends upon  the  commencement  of  a  serious  and 
painstaking  study  of  designs  that  have  ruled  the 
styles  of  various  countries  and  times. 

Some  of  our  trimming  buyers  for  the  retail  stores 
may  possibly  overlook  the  value  to  them  of  possess- 
ing an  accurate  knowledge  of  style  periods  and  what 
each  represents.  That  the  United  States  is  enter- 
ing upon  an  era  which  will  see  its  fashions  accepted 
all  over  the  world  is  undoubted  by  many  of  the  best 
minds  among  us.  So  let  everyone  acquire  the  best 
and  most  complete  fund  of  information  that  is  ob- 
tainable with  regard  to  the  line  of  activity  for  which 
experience  best  fits  him.  In  this  way  the  progress 
of  the  American  fashion  idea  will  be  assisted  by  the 
soundly  based  work  of  all  who  are  identified  with 
the  fashion  trades. 

Some  time  ago,  and  in  the  main  section  of  this 
publication,  the  design  possibilities  which  abound 
in  Russia  were  dealt 
with  in  several  arti- 
cles on  the  subject  of 
Koustarny,  the  prod- 
ucts of  handiworkers 
in  metals,  woods  and 
fabrics.  Dress  de- 
signs were  not  a  part 
of  the  subject,  as  it 
was  then  discussed, 
but  there  is  much  of 
value  to  American 
students  of  trimming 
designs  in  the  Rus- 
sian peasant  cos- 
tumes. It  will  repay 
the  efforts  of  anyone 
interested  in  trim- 
ming designs  to 
make  a  trip  into  the 
realm  of  style  possi- 
bilities, as  they  can 
be  studied  in  pub"1 
lished  works  on  Rus- 
sian life,  history  and 
customs,  which  can 
be  consulted  in  al- 
most any  library.  The  peasant  costumes  are  richly 
trimmed  and  colorful  enough  to  meet  the  present 
fancy  for  colors  in  Amercian  styles. 


Old  Rose.  Oeortjette  and  Embroidered 
Braid.     By  Pictorial  Review. 


What  makes  the  Russian  styles  among  the  most 
valuable  to  study  is  the  fact  that  they  represent  en- 
tirely hand  work.  Of  course,  there  have  been  fac- 
tory made  goods  in  Russia  to  a  limited  extent,  and 
then  only  in  districts  where  transportation  facili- 
ties assisted  their  distribution,  but  in  the  main  the 
dress  ideas  up  to  the  opening  of  the  European  war 

were  substantially  the  same 
as  they  have  been  for  gen- 
erations. 

Another  feature  worth 
considering  is  that  the  step 
from  Oriental  trimmings  to 
the  designs  of  Russian  or- 
igin is  a  natural  one  in  the 
development  of  dress  trim- 
mings. It  is  not  to  be  ex- 
pected the  Oriental  motifs 
will  hold  their  sway  longer 
than  any  popular  idea  ever 
leads,  and  it  is  none  too  early 
to  begin  with  the  prepara- 
tion of  a  series  of  motifs 
taken  from  the  Russian. 
That  cannot  be  done  with 
justice  to  the  subject  unless 
the  best  thought  and  care  is 
directed  to  bringing  forth 
adaptations  which  show  an 
accurate  knowledge  of  the 
spirit  and  essence  of  Russian 
designs. 

There  is  reasonable  prob- 
ability that  if  a  period  of 
thrift  sets  in,  due  to  Washington's  declaration  of 
war  against  Germany,  the  trimming  department  of 
the  retail  store  will  reap  some  extra  benefit  from  any 
inclination  on  the  part  of  women  to  make  their 
dresses  at  home,  for  which  they  will  require  the 
goods  you  offer. 

Looking  further  ahead,  it  is  most  likely  that  the 
planning  of  each  season's  fashions  will  be  done  in 
the  future  with  more  regard  for  producing  an  en- 
semble of  styles  instead  of  the  present  riot  of  con- 
fused styles  that  destroy  the  efforts  of  our  best  de- 
signers to  give  the  public  the  highest  type  of 
fashions.  Meanwhile,  the  buyer  with  an  eye  to  the 
future  will  acquire  a  knowledge  of  style  periods 
that  will  be  immensely  valuable  in  the  development 
of  the  department. 

The  lack  of  novelties  from  Vienna  and  Paris  has 
given  Oriental  artificers  an  opportunity  which  they 
have  not  been  slow  to  take  advantage  of,  and  the 
wonderful  and  bizarre  productions  from  China  and 
Japan,  particularly  the  former,  form  a  large  pro- 
portion of  the  novelties  being  shown  by  importers 
and  eagerly  adopted  by  women  of  fashion. 


White  Crepe  and  Black 

Braid. 
By  Pictorial  Review. 
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FRENCH  PRODUCTS. 
Where  American  Buyers  or  Agents  May  Reach 
Manufacturers  in  France. 

AMERICAN  buyers  and  competent  agents  with 
good  references,  desiring  to  get  in  touch  with 
French  manufacturers  may  apply  to  the  Office  Na- 
tional du  Commerce  Exterieur,  3  Rue  Feydeau,  Paris, 
an  official  institution  under  the  supervision  of  the 
Minister  of  Commerce.  All  information  will  be  fur- 
nished without  charge. 

A  BUTTON-MAKING  DEMONSTRATION. 

EEING  things  done"  has  a  fascination  for  old 
and  young  alike.   Every  merchant  knows  how 
easy  it  is  to  attract  attention  through  a  window  or 
counter  demonstration,  particularly  where  there  is 
life  and  motion. 

Curiosity !  The  same  impulse  that  makes  the 
small  boy  "take  things  apart,"  stimulates  the  grown- 
up, too.  If  properly  directed,  the  interest  which  is 
aroused  through  curiosity  may  easily  be  turned  into 
action. 

Now,  how  many  people  know  how  buttons,  items 
of  daily  use  the  whole  world  over,  are  made?  Yet, 
everyone,  surely,  could  be  interested  in  the  making 
of  this  universal  convenience. 

There  is  no  button,  the  making  of  which,  could  be 
more  easily  demonstrated  than  the  Covered  Button. 
Women  everywhere  have  come  to  use  the  Covered 
Button  because  it  matches  exactly  and  expresses  so 
well  the  individuality  of  the  wearer.  Yet,  though 
Covered  Buttons  are  worn  by  practically  every  wo- 
man, there  are  few  women  who  have  seen  them  made. 

There  are  thousands  upon  thousands  of  button 
covering  machines  installed  at  the  present  time  in 
department  and  dry  goods  stores  all  over  the  country. 
Many  merchants  who  feature  Covered  Buttons,  have 
found  it  profitable  to  give  a  button-making  demon- 
stration from  time  to  time.  Not  only  does  this  focus 
the  attention  of  their  women  customers  on  the  but- 
tons themselves,  but,  like  other  trimmings,  buttons 
have  been  found  to  influence  the  purchase  of  dress- 
goods  and  other  materials  by  suggesting  home- 
sewing. 

The  modern  button-covering  equipment  is  simple 
in  design  and  easy  to  operate.  Almost  any  junior, 
by  following  directions,  can  make  perfect  buttons. 
So  there  is  no  extra  expense  involved  in  a  button- 
making  demonstration. 

Covered  buttons  are  available  in  a  large  variety 
of  styles,  many  of  which  permit  attractive  contrasts 
through  the  use  of  two  materials.  With  a  little  fore- 
sight, a  display  of  attractive  buttons  may  be  provided 
which  will  create  an  impulse  to  buy  not  only  buttons, 
but,  naturally,  materials  as  well. 

TIME  was  when  the  button  simply  "worked." 
Its  job  on  a  coat  or  vest  was  to  hold  the  gar- 
ment together. 

But  the  button  has  risen  from  its  lowly  estate. 
It  is  to-day  desired  as  much  for  ornament  as  for  use. 
It  is  the  most  ornamental  feature  of  a  garment.  The 
artistic  development  of  the  button  is  responsible  for 
this  condition  of  affairs,  much  to  the  benefit  of  the 
entire  trade 
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Illustration  by  courtesy  of  S.  Menkin,  Inc. 


ATTRACTIVE  SHOW  AND  SAMPLE  CARD. 

THE  very  attractive  card  shown  above  should  be 
of  interest  to  every  one  who  makes  or  sells 
covered  buttons.  The  original  from  which  this  was 
photographed  was  generous  in  size,  11x14  inches, 
and  is  suitable  for  either  a  window  or  counter  sam- 
ple card.  Space  is  provided  in  the  outside  margin 
for  affixing  sample  buttons. 

The  card  is  printed  in  striking  color  combination, 
and  is  full  of  suggestion  to  the  woman  who  desires 
class  in  her  dress.  Its  chief  recommendation,  how- 
ever, is  the  fact  that  it  is  bound  to  attract  the  at- 
tention of  every  passer-by  and  turn  their  thoughts 
to  the  advantages  secured  by  the  use  of  covered 
buttons.  Not  only  this,  but  it  is  very  likely  to  stimu- 
late the  sales  of  all  kinds  of  dress  materials. 

If  you  would  like  one  of  these  attractive  cards  for 
your  counter  or  show  window,  write  us  and  we  will 
see  that  you  are  provided. 


BUTTON  MANUFACTURERS  ENTHUSIASTIC. 

Manufacturers  of  buttons  are  extremely  enthu- 
siastic over  the  prospects  for  business  during  the 
coming  season.  Many  of  the  leading  firms  announce 
that  their  advance  orders  are  from  30  to  50  per  cent 
larger  than  they  were  at  this  time  last  season.  While 
some  of  this  increase  in  business  in  buttons  may 
have  been  caused  by  the  lack  of  foreign  importa- 
tions, there  is  every  reason  to  believe  that  the  use 
being  made  of  buttons  as  ornaments  by  fashionable 
modistes  is  chiefly  responsible  for  the  present  sat- 
isfactory conditions. 

These  arbiters  of  fashion  are  continually  demand- 
ing buttons  novel  in  design  and  having  unusual  dec- 
orative possibilities.  Manufacturers  are  doing  their 
best  to  satisfy  these  demands,  the  consequence  be- 
ing that  the  assortments  being  shown  for  the  com- 
ing season  are  unusually  attractive. 
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THE  TRADE  IN  PEARL  BUTTONS. 
American  Productions  Favored  Over  Foreign. 

DOMESTIC  pearl  buttons  are  made  from  mus- 
sel shells,  gathered  chiefly  in  the  Mississippi, 
Wabash,  Illinois  and  other  Western  rivers.  Of  the 
score  or  so  of  varieties,  only  two  had  a  commercial 
value  until  a  few  years  ago.  Now,  thanks  to  im- 
proved machinery  and  a  better  knowledge  of  manu- 
facturing, practically  every  kind  is  put  to  some  prac- 
tical use,  chiefly,  however,  in  the  manufacture  of 
buttons. 

Even  the  commonest  yellow-backed  sand  shells, 
which  formerly  were  not  considered  good  enough  to 
be  made  into  even  the  cheapest  sort  of  buttons,  now 
bring  good  prices.  These  are  made  into  buttons 
which  show  only  the  shimmering  nacre  of  the  in- 
side of  the  shell,  with  no  trace  whatever  of  the  out- 
side yellow.  We  are  indebted  to  the  French  for 
this  particular  development,  as  they  were  the  first 
to  make  use  of  these  sand  shells  from  American 
rivers. 

The  trade  in  domestic  pearl  buttons  has  increased 
during  the  past  few  years  to  a  remarkable  extent, 
and  now,  that  importations  are  practically  shut  off, 
American  manufacturers  are  taxed  to  the  utmost  to 
supply  the  demand.  Even  before  the  war  the  Amer- 
ican public,  which  formerly  demanded  the  Oriental 
product  and  looked  with  disfavor  upon  buttons  made 
from  shells  taken  from  American  waters,  began  to 
incline  favorably  to  the  brilliant  coloring  and  iri- 
descence of  the  domestic  pearls  and  of  the  mother- 
of-pearl  coating  secured  fromi  the  inside  of  the 
shells. 

American  manufacturers  are  showing  a  larger 
variety  of  shapes  than  were  ever  shown  by  their 
European  competitors.  They  have  learned  how  to 
treat  the  shells  so  that  they  become  somewhat  pli- 
able, and  while  in  that  condition  are  worked  into 
whatever  shapes  are  desired,  a  process  that  was 
formerly  confined  to  European  and  Japanese  work- 
shops. Shells  which  have  the  largest  surface  of 
mother-of-pearl,  with  the  least  imperfections  in 
texture  and  coloring  are  desired,  and  here  the 
greater  size  of  the  Oriental  shell  is  an  advantage. 
American  manufacturers  have  also  learned  how  to 
take  care  of  the  shells  so  as  to  preserve  and  develop 
attractive  qualities.  A  valuable  secret  formerly 
known  only  by  the  Orientals. 

Mother-of-pearl,  which  enters  into  the  mounting 
of  opera  glasses,  the  handles  of  lorgnettes,  the  han- 
dles and  ribs  of  fans  and  many  other  articles,  was 
long  obtained  exclusively  from  Oriental  shells,  and 
most  of  it  still  comes  from  this  source.  But  manu- 
facturers are  finding  that  the  texture  and  coloring 
of  the  American  shell  fit  it  for  a  part  in  the  making 
of  various  articles. 


Write  something  and  send  it  in.  We're  not 
afraid  to  print  it.  Just  put  your  contribution 
to  the  Buttonwood  Tree  in  an  envelope  and 
address  it  to  the  "Editor,  Button  &  Trimming 
Trade  Topics,  118  East  East  28th  Street,  New 
York  City." 


THE  BUTTON  CLOCK. 
Buttontime — All  the  Time — Any  Time. 

PRACTICALLY  everybody  is  interested  in  the 
message  of  "Old  Father  Time."  The  busier 
the  individual  the  more  closely  he  watches  the  clock. 
Storekeepers  everywhere  realize  this  trait  in  human 
nature  as  the  numbers  of  clocks  prominently  dis- 
played in  retail  stores  all  over  the  country  readily 
attest;  but  it  remained  for  a  clever  New  England 
merchant  to  utilize  the  clock  idea  to  focus  the  atten- 
tion of  the  public  on  his  ability  to  cater  to  their  needs 
in  the  line  of  covered  buttons. 

Instead  of  having  a  commonplace  sample  card 
with  the  buttons  arranged  in  the  ordinary  vertical 
and  horizontal  lines  he  arranged  his  samples  like  the 
dial  of  a  large  clock  with  the  hours,  minutes  and  even 


This  novel  Button  Clock  was  designed  by  Joseph  S. 
Smiley,  Fitchburg,  Mass. 


seconds  carefully  provided  for.  Of  course  it  was  not 
a  real  clock;  it  did  not  actually  tell  the  time,  but  it 
did  carry  an  interesting  message  to  the  women  of  his 
town.  It  told  them  that  this  is  "Button-time" — all 
the  time — any  time. 

This  is  a  most  unique  way  in  which  a  merchant 
can  attract  the  attention  of  the  passing  shopper  as 
well  as  the  customers  of  other  stores  and  give  evi- 
dence of  his  ability  to  supply  attractive  covered  but- 
tons to  match  all  kinds  of  material. 

The  merchant  who  will  make  such  a  clock  and  dis- 
play it  prominently  will  not  only  add  to  his  sale  of 
buttons  but  will  largely  increase  his  business  in  dress 
goods,  notions  and  other  materials. 

In  merchandising  even  the  small  things,  a  little 
ingenuity  will  help  "boost"  the  sale  of  big  things. 
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The  World's  Markets — Australia 


Australia,  Including  Tasmania  and  New  Zealand  is  a  Splendid  Field  for  Button  Trade  Development 
and  Offers  Unusual  Opportunities  for  Progressive  and  Energetic  American  Manufacturers. 
Why  the  Prospects  for  Business  in  Mexico  is  Left  for  Future  Consideration. 


INTERNAL  affairs  affecting  Mexico  are  such 
that  it  would  be  of  little  interest  to  the  export 
trade  to  review  that  market  for  buttons  at  the 
present  time.  Previous  articles  of  The  World's 
Markets  series  have  covered  all  of  the  countries 
south  of  our  own  excepting  Mexico,  which  will  be 
discussed  as  soon  as  there  is  good  reason  to  believe 
that  business  opportunities  there  are  sufficient  to 
warrant  a  detailed  description  of  Mexican  require- 
ments in  the  line  of  buttons.  Meanwhile  it  is  only 
fair  to  state  that  some  of  our  advertisers  have  sold 
bills  to  firms  in  Mexico  within  the  past  few  months 
and  they  found  the  dealings  they  had  entirely  satis- 
factory. But,  in  general,  conditions  are  most  un- 
settled and  until  a  change  for  the  better  arrives 
it  is  more  practical  to  look  to  these  markets  which 
promise  well  for  immediate  development  work  by 
firms  interested  in  foreign  trade. 

Australia  offers  many  trade  features  of  advantage 
to  the  manufacturer  and  exporter  who  is  imbued 
with  the  spirit  of  business  expansion.  That  Eng- 
lish speech  and  dress  prevail  can  be  counted  as 
important  as  a  point  of  assistance  to  us  in  building- 
trade  relations  with  Australia.  It  follows  that  the 
buttons  used  are  the  same  as  will  be  found  in  all 
British  territories  where  climatic  conditions  are 
similar.  There  is  no  extremely  cold  weather,  so  the 
class  of  buttons  used  on  heavy  garments  is  little 
required.  In  the  northerly,  more  thickly  populated 
section,  light  fabrics  prevail  and  the  summers  are 
very  long,  which  establishes  an  almost  constant 
demand  for  buttons  that  meet  the  natural  require- 
ments of  a  country  where  fashions  are  widely  ob- 
served. But  just  as  it  is  true  that  fashions  have 
so  general  a  following  there  is  also  the  further 
consideration  of  value  in  export  relations  with  Aus- 
tralia, that  the  styles  do  not  change  with  the  be- 
wildering suddenness  to  which  we  in  the  United 
States  are  accustomed,  and  of  course  it  follows  that 
they  remain  in  vogue  over  periods  so  much  longer 
than  ours  that  it  is  easily  possible  to  fill  orders 
for  the  desired  styles  of  buttons  and  have  them 
arrive  in  Australia  before  the  new  fashions  for  which 
the  buttons  are  intended  have  more  than  gained  a 
firm  footing.  It  is  a  point  of  assistance  to  us  in 
determining  the  factors  which  will  have  a  bearing 
on  any  decision  in  favor  of  buttons  from  America. 
For  instance,  a  cabled  order  takes  from  three  to 
four  months  in  delivery  and  unless  the  fashions 
remained  substantially  the  same  for  another  period 
of  several  months  the  style  value  of  the  buttons 
would  suffer  depreciation. 

So  far  as  is  known  there  are  no  manufacturers 
of  buttons  in  Australia.  Unfortunately  the  classi- 
fication of  imports  does  not  enter  buttons  separately 
and  there  is  no  way  of  arriving  at  definite  figures 
as  to  the  amount  or  value  of  button  imports.  How- 


ever there  is  a  classification  for  "buttons,  buckles, 
clasps  and  similar  articles  of  apparel  and  attire," 
and  the  Commonwealth  took  in  articles  under  this 
heading  amounting  to  $717,346  for  the  twelve 
months  from  1914  to  1915.  The  duty  amounts  to 
10  per  cent,  ad  valorem  on  all  such  imports  except- 
ing those  manufactured  within  the  United  Kingdom, 
which  go  in  free  of  duty.  Practically  the  only 
competition  which  the  American  button  supplier 
will  meet  is  that  of  the  British  and  Japanese. 

Writing  from  Sydney  about  a  year  ago  Consul 
General  J.  I.  Brittain  said  that  "It  would  be  an 
error  to  consider  Australia  a  large  market  for  but- 
tons, but  the  credit  standing  of  the  big  firms  is 
good  on  an  average  and  their  purchases  well  worth 
bidding  for.  R.  G.  Dun  &  Co.  have  offices  in  all 
the  leading  centers  of  trade  and  can  furnish  status 
reports  in  the  United  States."  As  to  the  manner 
in  which  the  trade  is  conducted  he  contributes  the 
information  that  "much  of  Australia's  wholesale 
buying  of  small  wares  like  buttons  is  done  through 
purchasing  agents  in  London.  The  jobber,  or,  as 
Australia  knows  him,  the  warehouseman,  is  the 
source  from  which  small  local  stocks  and  supplies 
are  purchased.  In  a  word,  there  is  little  difference 
between  Australian  methods  in  this  regard  and 
those  of  other  English-speaking  countries.  Some 
direct  ordering,  'indenting,'  to  sample  is  done  by 
the  larger  consumers,  but  the  warehouse  is  the 
medium  through  which,  ordinarily,  supplies  are  dis- 
tributed." 

The  Japanese  have  gone  into  Australia  with  the 
cheaper  kinds  of  buttons,  pearl  especially.  A  lead- 
ing importer  of  Melbourne  states  that  although  he 
had  developed  a  fair  business  in  American  buttons 
it  was  his  unfortunate  experience  to  receive  several 
shipments  from  the  United  States  in  such  worthless 
condition  as  to  make  the  buttons  unfit  to  offer  for 
sale,  many  of  them  having  fallen  apart  en  route. 
Celluloid  buttons  of  American  make  are  favored  and 
the  prices  compare  well  with  the  British,  but  what 
the  American  buttons  gain  in  finish  and  design  is 
lost  to  the  British  buttons  because  the  latter  are 
more  strongly  made. 

Certain  of  the  department  stores  and  clothing 
manufacturers  import  their  own  buttons,  buying  in 
London  at  30  days,  or  on  drafts  of  from  30  to  90 
days  after  sight  of  documents  or  goods.  Drapery 
stores  buy  from  the  warehousemen,  who  give  credit 
ranging  from  one  to  nine  months  and  renew  bills 
when  necessary,  charging  7  or  8  per  cent,  for  the 
accommodation. 

It  has  been  the  custom  to  submit  samples  to 
wholesale  buyers  in  London  twice  a  year,  October 
and  November  for  summer  buttons  and  April  and 
May  for  winter  buttons.  The  American  manufac- 
turer, and  it  is  directly  with  the  manufacturer  that 
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the  Australian  buyer  prefers  to  deal,  should  be  ready 
to  show  from  twenty  to  thirty  patterns  of  high  price 
buttons  and  the  same  number  of  patterns  in  buttons 
at  around  40  per  cent.  less.  The  cheaper  goods 
represent  the  bulk  of  the  imports.  It  is  a  point  of 
importance  that  the  manufacturer  should  be  ready 
to  fill  cabled  orders  in  full  at  short  notice,  sending 
the  exact  designs  and  quantities  ordered. 

Tasmania  directly  imports  less  than  $1,000  worth 
of  buttons  per  annum,  getting  most  of  its  require- 
ments from  Melbourne.  About  65  per  cent,  of  all 
the  buttons  used  are  celluloid  and  metal  buttons 
for  trimming  women's  dresses.  All  sizes,  all  shapes, 
and  all  colors  are  used  and  no  attempt  is  made 
to  harmonize  the  buttons  with  the  cloth.  Bone  and 
ivory-nut  buttons  account  for  about  20  per  cent,  of 
the  trade,  these  varieties  being  used  on  men's  suits, 
overcoats,  and  women's  tailored  suits.  Pearl  but- 
tons figure  at  about  10  per  cent,  of  the  total  and 
covered  buttons  are  next  in  importance. 

New  Zealand  is  already  buying  the  greater  part 
of  its  bone  buttons  from  the  United  States,  with 
England  a  distant  competitor.  Pearl  buttons  come 
mainly  from  Italy  and  Japan,  with  Japan  gaining 
rapidly  on  Italy.  American  white  pearl  buttons  are 
generally  higher  in  price  but  our  colored  pearl 
buttons  are  decidedly  popular. 

Metal  buttons  are  obtained  principally  from  Eng- 
land and  the  United  States  and  we  are  rapidly  going 
ahead  of  England  in  this  class  of  buttons.  There 
is  no  customs  duty  on  buttons,  which  are  classified 
as  haberdashery  consisting  of  buttons,  tapes,  pins, 
needles  and  wadding,  of  which  the  imports  for  1913 
amounted  to  $281,537. 

Altogether  the  market  possibilities  of  Oceania, 
made  up  of  Australia,  Tasmania  and  New  Zealand, 
are  favorable  enough  if  we  go  about  it  earnestly 
and  ready  to  meet  the  preferences  and  customs  which 
exist  there. 

Special  to  Our  Readers. — The  May  Issue  will  con- 
tain an  Analysis  of  Germany's  Former  Button  Trade 
Supremacy,  an  Article  That  Will  Help  the  American 
Manufacturer  and  Exporter  to  Visualise  Today's  Great 
Opportunities  for  the  Man  Who  Looks  Ahead. 


THE  FRENCH  BUTTON  INDUSTRY  IN 
TONKIN. 

OWNED  and  operated  by  French  investors,  the 
button  factory  at  Hanoi  called  La  Compagnie 
Industrielle  du  Tonkin,  is  making  mother-of-pearl 
buttons  from  the  shell  of  a  small  mollusc  taken 
from  the  rivers  of  Tonkin  and  northern  Annam 
This  represents  the  first  attempt  by  Europeans  to 
turn  the  shell  resources  of  French  Indo-China  to 
account.  It  is  estimated  that  the  factory  uses  about 
400  tons  of  shell  a  year,  turning  out  something  like 
14,000  gross  of  buttons  each  month. 

The  scientific  name  for  the  shell  used  is  unio 
affinis  lea,  so  the  trade  name  of  "Affina"  has  been 
given  to  the  buttons.  All  the  machinery  came  from 
France,  or  was  made  after  French  models  at  hand. 
The  stearine  used  was  obtained  in  France  before 
the  war  and  now  is  brought  from  America.  Nearly 
500  people  are  employed,  all  on  piece  work,  at  which 


the  men  earn  from  15  to  20  cents  per  day,  and  the 
women  from  8  to  15  cents  (U.  S.  currency),  work- 
ing ten  and  a  half  hours  daily.  Until  recently  most 
of  the  product  was  consumed  locally,  but  the  fact 
that  the  plant  output  has  been  increased  materially 
within  the  year  would  indicate  that  export  possibil- 
ities are  beginning  to  be  developed. 

There  is  little  chance  for  American  pearl  buttons 
in  French  Indo-China,  as  they  would  be  too  high 
in  comparison  with  the  cost  of  the  local  product. 
Even  the  cheap  buttons  of  Japan  have  been  unsuc- 
cessful in  Cochin  China,  because  the  Tonkin  prod- 
uct is  still  lower  in  price,  besides  being  more  easily 
available. 

About  70  per  cent,  of  the  buttons  imported  into 
French  Indo-China  are  entered  through  the  port  of 
Saigon.  Complete  figures  are  not  to  be  had,  but  it 
is  recorded  that  France,  the  principal  source  of  sup- 
ply until  the  war,  furnished  buttons  to  the  value  of 
$11,729  in  the  year  1914. 


PERSISTENCY 

PERSISTENCY  is  a  characteristic  of  all  men 
who  have  accomplished  anything  great.  No 
matter  what  opposition  they  meet,  or  what  discour- 
agements overtake  them,  grit  carries  them  through. 
Of  such  men  people  say,  "You  can't  down  them," 
and  no  higher  tribute  to  possession  of  successful 
qualities  could  be  paid. 


OUR  COVER  DESIGN. 
Buttons  Demanded  for  Spring  and  Summer  Frocks. 

By  Pictorial  Review. 

BUTTONS  are  as  essential  to  smart  dress  de- 
signing this  year  as  reasoning  is  to  the  ap- 
petite ;  hence  the  wide  variety  in  which  they  are  used 
to  supply  the  unceasing  demand  for  novelty.  The 
pongee  suit,  hitherto  braided  or  embroidered,  ap- 
pears among  the  advance  styles  effectively  trimmed 
with  buttons  of  self-material,  and  nothing  more 
charming  has  been  seen  than  the  first  model  illus- 
trated in  the  group  on  this  month's  cover.  Oyster 
white  pongee  was  employed  to  develop  the  tailleur 
(Jacket  No.  7272,  Sizes  34  to  42  inches  bust,  Skirt 
No.  7234,  Sizes,  22  to  32  inches  waist). 

The  pastime  skirt  and  simple  shirt  waist  have 
their  quota  of  button  decorations,  as  the  second  de- 
sign attests.  White  sports  flannel  was  used  for  the 
skirt  and  heavy  china  silk  for  the  blouse.  (Waist 
No.  7270,  Sizes,  34  to  46  inches  bust,  Skirt  No.  7242, 
Sizes  22  to  36  inches  waist). 

Two  last  models  typify  modes  for  country  club 
wear,  sand-colored  crepe  de  chine  being  used  for  the 
shirt  waist  with  wide  collar  and  Bohemia  tie  and 
garbardine  in  the  same  tone  for  the  pocket-trimmed 
skirt.  (Blouse  No.  7267,  Sizes  34  to  44  inches  bust, 
Skirt  No.  7265,  Sizes,  22  to  34  inches  waist.)  Chinese 
blue  linen  is  effective  for  the  Russian  blouse  model, 
belted  with  a  girdle  of  self-material.  Note  the  un- 
usual placing  of  buttons  on  the  end  of  the  girdle. 
The  open  neck  is  finished  with  a  collar  of  black  satin. 
(Blouse  No.  7281,  Sizes,  34  to  46  inches  bust.  Skirt 
No.  7242,  Sizes,  22  to  36  inches  waist.)  Price  of  each 
number  in  the  group  20  cents. 
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"MARK  OF  MERIT"  ADOPTED  BY  NEW  YORK 
DRESS  MANUFACTURERS. 

OF  the  many  endeavors  which  have  been  made 
to  establish  a  standard  of  excellence  in  the 
dress  manufacturing  field,  the  new  plan  to  label 
all  goods  from  the  establishments  of  members  of 
the  Associated  Dress  Manufacturers  of  New  York 
with  a  distinctive  emblem  to  be  known  as  the  "Mark 
of  Merit"  is  perhaps  the  most  practical  and  advan- 
tageous to  all  concerned 

The  plan  to  do  this  was  outlined  at  a  meeting 
of  the  Association  held  at  the  Hotel  McAlpin  on 
April  17th.  The  combined  action  of  so  large  a  group 
of  representative  dress  manufacturers  will  be  suf- 
ficient guarantee  of  the  soundness  of  the  move- 
ment, which  stands  as  the  contribution  of  the  trade 
to  the  general  movement  which  aims  to  further  the 
industrial  supremacy  of  the  United  States.  That  it 
will  also  be  of  value  to  the  button  and  trimming 
trade  is  a  natural  conclusion,  for  certainly  all  who 
are  interested  in  the  "Mark  of  Merit"  will  give  proper 
thought  to  securing  the  best  grades  of  buttons,  etc. 

SNAP  FASTENER  MACHINES. 

AVERY  interesting  demonstration  of  an  auto- 
matic machine  for  the  making  of  snap  fasteners 
is  being  given  by  the  Ajax  Stamping  Co.,  the  ma- 
chines being  such  as  can  be  set  up  and  used  in  the 
average  workroom  or  factory.  The  company  claims 
the  machines  need  no  special  attention  and  can  be 
operated  by  workers  with  little  or  no  experience. 
This  firm  is  also  producing  snap  fasteners. 

BLOUSES  FAVOR  NOVELTY  BUTTONS 

GEORGETTE  continues  to  be  the  leading  blouse 
material,  and  so  the  buttons  used  are  quite 
fancy.  Shiny  steel  buttons  are  used  on  some  very  at- 
tractive blouses  just  introduced.  Covered  buttons 
and  many  other  types  are  prominently  used  on  the 
latest  blouses,  most  of  which  button  in  front.  How- 
ever, there  is  a  sprinkling  of  models  which  button 
in  back,  indicating  that  the  trade  is  putting  out  feel- 
ers to  discover  whether  there  is  any  sentiment  favor- 
ing blouses  of  this  type. 

SOL.  WOLFSHEIMER  ACQUIRES  PHILADEL- 
PHIA BUTTON  CO.  ACCOUNT. 

SINCE  the  addition  to  the  several  concerns  which 
he  represents  of  the  Philadelphia  Button  Co., 
Sol  Wolfsheimer  has  taken  larger  quarters  in  the 
Flatiron  Building.  Mr.  Wolfsheimer  recently  took 
on  the  account  of  the  Hanover  Pearl  Button  Co.,  of 
Muscatine,  so  that  he  is  now  representing  firms 
which  can  supply  almost  any  type  of  button.  One 
of  his  oldest  accounts  is  Charles  Blakeman  &  Sons. 
Mr.  Wolfsheimer  is  building  up  a  substantial  busi- 
ness through  his  understanding  of  market  require- 
ments. 

S.  &  G.  BUTTON  &  TRIMMING  CO. 

THE  S.  &  G.  Button  &  Trimming  Co.,  recently 
organized,  is  showing  in  the  sample  rooms  of 
the  S.  &  G.  Leather  Goods  Co.  at  12-16  West  27th 
Street,  New  York,  a  full  line  of  ivory,  composition 
and  pearl  buttons,  also  metal  and  celluloid  buckles. 
The  factory  of  the  new  company  is  at  Newark,  N.  J. 


LEES  BUTTON  CO.'S  ANNUAL  STATEMENT. 

THE  LEES  BUTTON  COMPANY,  of  Leomin- 
ster, Massachussetts,  has  issued  the  following 
annual  statement: 

President  and  treasurer,  George  C.  Lees ;  secre- 
tary, H.  S.  Lees.  Annual  meeting,  Jan.  23.  End  of 
fiscal  year,  Dec.  31.  Report  shows:  Assets — Real 
estate,  $14,500;  machinery,  $15,677;  merchandise, 
$17,425;  cash  and  debts  receivable,  $7,434;  patent 
rights,  $17,540;  good  will,  $17,540;  profit  and  loss, 
$2,166;  total,  $92,282.  Liabilities— Capital  stock, 
$57,500  ($75,000  authorized)  ;  accounts  payable,  $22,- 
282;  funded  indebtedness,  $12,500;  total,  $92,282. 

BLOCK  SUES  NOVELTY  MFG.  CO. 

A SUIT  to  recover  $30,000  has  been  commenced 
by  Bernard  Rifkin,  through  Isidor  Block, 
against  the  Novelty  Manufacturing  Co.,  of  200  Fifth 
avenue,  New  York.  It  is  stated  that  on  August  3, 
1916,  the  R.  &  R.  Novelty  Co.,  Inc.,  of  Brooklyn, 
contracted  with  the  defendants  to  make  10,000  great 
gross  of  snap  fasteners  at  $3.25  per  great  gross,  and 
that  the  Novelty  Manufacturing  Co.  did  not  deliver 
the  merchandise. 

NEW  BUILDING  FOr'eMPIRE  BUTTON  CO. 

AT  Marlboro,  New  York,  the  Empire  Button 
Company  has  let  the  contract  for  the  construc- 
tion of  its  new  building  and  work  has  been  begun 
on  the  foundations.  The  structure  will  be  roomy 
and  modern  in  every  respect,  being  located  on  West- 
ern Avenue.  This  is  but  another  of  the  many  evi- 
dences of  the  rising  supremacy  of  the  domestic  made 
button. 

HYGRADE  BUTTON  CO.  TO  MOVE 

THE  store  and  basement  at  7  West  32nd  street, 
New  York,  have  been  leased  for  a  term  of  six 
years,  through  Michael  E.  Lipset,  by  the  Hygrade 
Button  Co.  The  movement  of  button  concerns  into 
this  section  continues  and  the  several  adjacent  blocks 

will  soon  be  a  center  for  buttons. 

 •  

THE  COLUMBIA  FASTENER  CO. 

THE  Columbia  Fastener  Co.,  of  Chicago,  have 
established  an  eastern  stock  and  sales  office 
at  19-25  East  24th  Street,  New  York,  and  are  pre- 
pared to  take  care  of  orders  in  any  quantity  on 
sping  fasteners. 

After  having  experimented  for  more  than  a  year 
and  a  half  they  now  have  a  modern  equipped  plant 
producing  nearly  one  thousand  great-gross  of  fast- 
eners per  day  in  sizes  0,  00,  000,  0000,  and  will  shortly 
be  in  a  position  to  make  deliveries  of  size  (1)  also. 

The  nickel  fasteners  produced  by  this  company 
are  the  exact  color  of  the  imported,  and  they  have 
succeeded  in  japanning  the  black  that  does  not  stick. 
Another  feature  of  this  fastener  is  that  their  heads 
are  made  so  low  that  they  do  not  reach  above  the 
wall  of  the  fasteners.  This  feature  is  well  worth 
considering. 

Mr.  Alex.  Nathan,  manager  of  the  New  York 
office,  has  been  for  many  years  connected  with  the 
wholesale  dry  goods  trade.  He  understands  thor- 
oughly the  requirements  of  the  jobbing  trade  and 
will  give  every  order  his  personal  attention. 


April,  1917 
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When  You  Place  an  Order  With  a  Member 

OF  THE 

BUTTON,  NOTION  AND  DRESS  TRIMMING 
PROTECTIVE  ASSOCIATION 


YOU  CAN  BE  SURE 

That  it  will  have  quick  and  thorough  at- 
tention. A  feature  of  the  B.N.&D.T.  P.  A. 
work  is  that  members  strive  to  make  it 
evident  to  everyone  that  Association  houses 
are  well  equipped  to  render  every  service 
consistent  with  fair,  up-building  business 
methods. 

And  that  fact  alone  makes  it  important  that 
every  business  man  in  the  lines  covered  by 
the  Association  should  inquire  into  the  ad- 
vantages to  be  derived  through  membership. 

Send  your  name  in,  requesting  full  details 
regarding  the  Association.  Address,  Sec- 
retary, 

Button,  Notion  &  Dress  Trimming  Protective  Ass  n 

225  Fifth  Avenue,  New  York 
Brunswick  Building 
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A.  M.  TURKELTAUB 


TELEPHONES: 
FARRAGUT  2710-2711-2712 


JULIUS  LICHTER 


Sterling  Button  Company 

122-124-126  WEST   26TH    STREET       -  NEW  YORK 

Our  new  Home  after  May  1st,  1917,  will  be  at  8-10-12-14  W.  30th  St.,  near  5th  Ave. 


For  the  Jobber  Only 

FRANK  CANNATA 

Manufacturer 

Crochet  Buttons  and  Novelties 

2060  First  Avenue,  New  York 
SPECIAL  DESIGNS  FOR  THE  WHOLESALE  TRADE 

Telephone,  5457;  Harlem 


GENUINE  SPRING 

SNAP  FASTENER 
MACHINES 

The  American  snap  fastener  industry  has  proven  to  be  the 
biggest  success  in  the  snap  fastener  history.  Let  us  help  you 
take  part  in  this  success.  We  build  perfect  automatic  ma- 
chines that  can  be  operated  by  any  inexperienced  person  and 
guarantee  the  best  products.  Machines  can  be  seen  in  oper- 
ation and  product  open  for  inspection. 

AJAX  STAMPING  COMPANY,  Inc. 

MAKERS  OF  SPECIAL  AUTOMATIC  MACHINES,  DIES  AND  TOOLS 

145  West  28th  Street,  New  York 


TAKE  ADVANTAGE  o°J«  INFORMATION  DEPARTMENT 

Many  of  our  readers  are  doubtless  frequently 
desirous  of  knowing  where  they  can  procure 
certain  desirable  lines  of  goods. 

We  have  exceptional  facilities  for  procuring 
information  about  new  productions,  novelty 
lines,  etc. 

This  department  is  organized  especially  for  the 
purpose  of  supplying  such  information  and  is  at 
your  service  at  all  times. 

We  are  always  glad  to  be  of  any  possible  ser- 
vice to  our  readers  and  requests  for  information 
are  most  welcome. 

NOTIONS  AND  FANCY  GOODS 

"THE  BLUE  BOOK  OF  THE  NOTION  TRADE" 

118  East  28th  Street,  New  York 


$nap  fasteners 


TI^ENGTH 
AFETY 
ERVICE 
P  EED 
ECURITY 


FOR 
IMMEDIATE 
and 
FUTURE 
DELIVERY 


ZIP  SNAP  FASTENER  SALES  CO. 

St.  James  Bldg.  1133  Broadway,  New  York 
'Phone,  Farragut  773  Room  425 


A  NOVELTY  FOR  EVERY  DAY  OF  THE  YEAR 

CELLULOID  (MR  BUTTONS 


MANUFACTURED  FOR 


THE  JOBBING  TRADE 


ONLY 


YOUR  OWN  STYLE  IDEAS  MADE  UP 
SUITABLE  FOR  CLOAK,  SUIT,  DRESS, 
WAIST,   MILLINERY  AND  OTHER 
APPAREL  PURPOSES 

^fjompsion  MoMty  button  SUorfess 

TELEPHONE  6996  CHELSEA  INCORPORATED 

12-14  West  2Ut  £tvnt,  Nrro  fork 


Quality 

Synonymous 
with  Name 

cannot  be  distinguished  from  the 
best  foreign  makes.  Sizes  0,  00, 
000,  0000,  white  or  black,  for  im- 
mediate deliveries.  Special  price 
for  quantities. 

Jobbing  Trade  Only. 

COLUMBIA  FASTENER  CO. 

19-25  E.  24th  St.,  New  York  City 

Phone — Madison  Square  7747 


TELEPHONE 
BERGEN  1436 


THE  J.  FELDMAN  COMPANY 

CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 


ESTABLISHED  1900 
INCORPORATED  1907 


31  to  39  Fremont  Street 
241  to  245V2  Golden  Street 


JERSEY  CITY,  N.  J.,  U.  S.  A. 


Ho 
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TRADE 


The 
Original 
Turkey  Red 


m 


"H  B" 

Em  broidery  Cotton 


HALF 

'gross 


MARK 


liiiBkCOLOR  GUARANTEED 

ASSORTED  NUMBERS  IN  RED  &  COLORS 


CABINET 


Spool 

Embroidery 
Cotton 


The  Best  Made  Yarn  for  Embroidery  Work  and  Marking 

GENUINE  TURKEY  RED 

Quality,  Dye  and  Packing  the  Same  —  None  Better 
Packed  Solid  Numbers  and  Assorted 


S.  E.  HOWARD'S  SON  &  CO., 


1150  Broadway 
230  Fifth  Ave. 


NEW  YORK 
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... 


'  Ml*  ■ 

J*  j  Millinery 
■J  for  Mermaids 


Y 


OU  will  never  know  how 
attractive  and  stylish 
bathing-  caps  can  be  until  you 
see  the  Kleinert  Line. 

You  will  never  bring-  your  bath- 
ing cap  business  up  to  maxi- 
mum sales  and  profits  until  you 
sell  Kleinert  Bathing  Caps. 

Your  customers  will  never  ob- 
tain satisfactory  style  and  serv- 
ice in  bathing  caps  until  they 
wear  Kleinert's. 
This  is  the  last  call  to  get  ready 
for  the  bathing-  season. 

The  I.  B.  Kleinert  Rubber  Co. 

725  Broadway,  New  York 

Canadian  Office:    84  Wellington  St.,  W.,  Toronto 

Makers  of  Kleinert  Rubber  Sheeting,  Baby 
Pants,  Bulbing  Caps,  etc. 
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PORTER  BROS.  &  CO. 

Established  1855 

COMMISSION  MERCHANTS 


NOTION  SPECIALTIES 

FOR  THE  JOBBING  TRADE  ONLY 
Ready  for  Immediate  Delivery 


Bias  Seam  Bindings 
Steel  Safety  Pins 
Stay  Bindings 

Steel  and  Bone  Crochet  Hooks 
Shoe  and  Corset  Laces 
Horn  and  Ivory  Fine  Combs 


Domestic  Thimbles 
Dress  Beltings 
Hair  and  Cloth  Brushes 
Lindsay  Hose  Supporters 
Elastic  Cords  and  Braids 
Musical  Instrument  Strings 


SOLE  AGENTS  FOR 

VULCANITE  MFG.  CO.'S  "ACORN"  Dress  Fasteners, 
Victoria,  Union,  Poppy  and  America's  Favorite  Safety 
Pins  and  Hooks  and  Eyes.    BLOOD'S  Needles  and  Darn- 
ers, Crewel,  Chenille,  Millinery,  Tapestry. 
HOWE  MFG.  CO.'S  PINS.  ' 


PORTER  BROS.  &  CO. 

108  WORTH  ST.,  NEW  YORK 
86  ESSEX  ST.  BOSTON 


May,  1917 
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Nadinola  Cream  Beautifies  the  Complexion 

Nadine  Face  Powder  Keeps  the  Complexion  Beautiful. 

DEPARTMENT   STORES,   TAKE  NOTICE! 


OUR  MOTTO: 
PURITY!  MERIT! 
FAIRNESS! 
PLEASED  USERS! 


THEY  SELL! 
THEY  PLEASE!! 
THEY  REPEAT!!! 

And  pay  85 'i  or  more 
profit  when  bought 
in  quantities. 

Directions  call  for  the  use  of 

NADINE  FLESH  SOAP, 
NADINE  FACE  POWDER 
and  EGYPTIAN  CREAM, 

in   connection   with  Nadinola. 


All  Trade  Marks  Registered 
No  Better  Merchandise  Can  Be  Placed  in 
Your  Store 


WHOLESALE  DEALERS  TELL 
US  THAT  THE  WONDERFUL 
SUCCESS  IS  DUE  FIRST  TO 
MERIT;  SECOND.  TO  FAIR, 
CORRECT  AND  LIBERAL  BUSI- 
NESS POLICIES. 


FREE  GOODS  FOR  RETAIL  DEALERS  ONLY. 

With  orders  for  $15.00  free  at  list   $1.75 

With  orders  for    25.00  free  at  list   3.50 

With  orders  for    50.00  free  at  list   8.00 

With  orders  for  100.00  free  at  list   20.00 

Liberal  Quantity  of  Advertising  Matter 
With  Each  Shipment. 


LIST  of  January,  1913,  is  being  continued  1916. 
NADINOLA  CREAM  (22  drachm  size) .  per  doz.  $8.00 
NADINOLA  CREAM  (10  drachm  size)  ,  per  doz.  4.00 
EGYPTIAN  CREAM    (Improved  large 

size)   per  doz.  4.00 

NADINE     FACE     POWDER  (Tints: 

White,  Flesh,  Pink,  Brunette)  per  doz.  4.00 

NADINE  FLESH  SOAP  per  doz.  1.75 

NADINOLA  (Rose  Tint)  ROUGE  per  doz.  2.00 

NADINOLA      TALCUM  POWDER 

(tins)   per  doz.  1.50 


FACE 

^  Powder 

"»J>/        SUPERIOR    QUALITY  V^j> 

NATI0HAL TOILET  CO. 

'C   ix        PARIS, TENN.  U  S  A. 


>7  PRICE  SO* 

L  BRUNETTE  JSjfcS 


Softens  and  whitens 
Cures   chaps,   roughness,  sunburn, 
etc. 

Makes  satisfied  customers. 


TERMS:  Z'k  for  cash  in  ten  days  or  net 
60  days.  Orders  for  $12.00  or  more,  freight 
or  express  prepaid  to  points  in  U.  S. 


ADVERTISING:  Leading  daily  press  of 
the  country,  and  in  addition,  monthly 
magazines  with  circulation  of  twenty 
million. 


THE  INCREASING  DEMAND  and 
popularity  is  far  above  the  average;  in 
fact,  has  about  doubled  in  the  past  twelve 
months.  SEND  IN  ORDERS  PROMPTLY 
and  you  will  not  regret  it. 

Raw  Materials  Continue  to  Advance 


Large  retailers  state  they  sell  more 
Nadine  Face  Powder  (in  green 
boxes)  than  all  other  50c.  face 
powders  combined. 

TWO  MILLION  PLEASED  USERS 
IS  THE  RECORD 


NATIONAL 


TOILET  CO.,  Paris,  Tenn.,  U.S.A. 
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Notions  and  Fancy  Goods 


HUMP 

Hair  Pins 

Give  the  Dealer  Good  Profit 
Attract  Attention 
Delight  Women 


Camel  Display  Stand 


"They  Keep  the  Hair  in  Place. 

The)'  are  giving  women  a  satisfaction  they  have  never 
before  experienced — the  comfort  of  "Keeping  the  hair 
in  place,"  even  when  the  wearers  are  active  in  work 
or  recreation.  Nothing  like  HUMP  HAIR  PINS  has 
ever  been  made.  The  packages  are  attractive  to  dis- 
play and  are  quick  sellers,  giving  a  steady,  profitable 
turnover. 


Send  direct  to  us  your  order  for  trial  assortment — and  name  your 
jobber.  We  will  ship  goods  through  the  jobber  as  directed — but 
will    send    advertising    and    display     matter     DIRECT     TO  YOU. 

These  Five  Sizes — Long,  Short  and  Medium 
Standard  and  Two  Invisibles — 

meet  the  demand  for  every  Hair  Pin 
size  and  weight 


Net  v  |M92 

5*  h  ;  5* 


Hours  afli't  j^urhcnrhaebw'ndtcaawl 

;' .  h  /f  Proves 

£'lJ*HUMP 


ID 

r 

N96 

MUMP 

I  10* 

HAIR  P'N 

Short  and  Long 
Invisible 


The  only  Invisible  Hair  Pins 
that  stay  in  the  hair.  Tre- 
mendous sellers.  5-cent  pack- 
ages. Per  gross 
packages   


$4.50 


Standard 
Long 

These  three  sizes,  with  the  two  Invisibles,  are  scientifically 
designed  to  meet  the  demand  for  every  hair  pin  size  and 
weight  and  for  all  kinds  of  hair.  A  complete  stock  of  all 
five  sizes  is  essential.  And  these  five  necessary  advertised 
sizes  an-  equally  in  demand.  5-cent  packages.  Peri 
gross  packages   


$4.50 


Five  Sizes,  Assorted 

10-cent  packages — Ave  sizes  as- 
sorted in  a  package.  Most  at- 
tractive 10-cent  package  on  the 
market.  Meets  the  needs  of  all 
the  family  for  long,  short,  heavy 
and  thin  hair.  Peri" 
gross  packages 


$9.00 


ORDER  ONE  OF  THESE  TRIAL  ASSORTMENTS  TODAY 


One  Gross  Assortment 


Including  One  Camel  Display 
Stand  FREE 


I    Doz.  Pkgs. 

1  Doz.  Pkgs. 

2  Doz.  Pkgs. 
One  Gross 
tised  Sizes  . 


Packages,  All 


Doz.   Pkgs.  No.  4 

Doz.   Pkgs.  No.  5 

Doz.  Pkgs.  No.  6 
Adver-  i 


$6.75 


Three  Gross  Assortment 

Including  Two  Camel  Display 
Stands  FREE 

1 ,i  Gross  Pkgs.  No.  I 
'/2  Gross  Pkgs.  No.  2 
\'i   Gross  Pkgs.   No.  3 

Three  Gross  Packages,  All  Adver- 
tised Sizes   


Gross  Pkgs.  No. 
Gross  Pkgs.  No. 
Gross   Pkgs.  No. 


$15.75 


KEEP  ALL 
SIZES  IN 
STOCK 


HUMP  HAIR  PIN  MFG.  CO. 


SOL.  H 


CHICAGO 

GOLDBERG,  President 


May,  1917 
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We  Take  Particular  Pride  in  Our  Extensive  Stock  of 

REAL  HUMAN  HAIR  NETS 

Which  Are  One  of  Our  Leading  Specialties 
WE  ARE  SOLE  AGENTS  FOR  THE 

Celebrated  "COIFFURA"  Line  of  Hair  Nets 

Amongst  the  leaders  is  the 

r  amous  "TIDY-WEAR"  Brand 

These  popular  nets  have  the  patented  tight  hair  feature,  which 
while  keeping  the  front  dressing"  of  hair  "tidy"  allows  ample 
fullness.  The  best  net  for  all  occasions,  particular!}'  for  mo- 
toring- and  sports  wear.  In  sizes  R20,  R22,  R24,  R26  and  R28. 
Can  be  furnished  in  the  following  shades — Blond,  Light  Brown, 
Medium  Brown,  Dark  Brown,  Black,  Auburn,  Pepper  and  Salt 
(Gray)  and  White. 

OTHER  POPULAR  BRANDS 

Each  One  a  Tried  and  True  Favorite 

The  "3480,"  one  of  the  best  known  and  most  favored 
net  on  the  market.  Made  of  natural  hair  in  black  and 
a  full  range  of  colors. 

The  "Easifix,"  a  most  popular  brand.    It  is  of  the  cap 

shape  fitting  over  the  head  like  a  boudoir  cap,  the 
elastic  edge  making  it  fit  snugly  to  the  head.  All 
colors.  .  .  . 

The  "Queen  Charlotte"  Invisible.  One  of  the  best 
silk  mesh  nets  made.  Very  g-enerally  favored  on  ac- 
count of  the  current  mode  of  dressing'  the  hair. 

Made  by  Rosenwald  Bros.,  London,  England. 

Dieckerhoff,  Raffloer  &  Company 

560-566  BROADWAY  (Cor.  Prince  St.)  NEW  YORK 

PHILADELPHIA,  925  Chestnut  St.  BOSTON,  31  Bedford  St. 


Notions  and  Fancy  Goods 


JOSEPH  L.  PORTER  CO.,  Inc. 

61-63  Leonard  Street,  New  York 
Sole  Agents  DAISY  Flat  Centered  Crochet  Hooks 


A  Simple  Statement  of  Facts 

IT  has  been  said  that  "imitation  is  the  sincerest  form 
of  flattery;"  but  so-called  manufacturers  of  crochet 
hooks  who  are  trying  to  imitate  our  DAISY  fall  short 
of  the  mark. 


1  — A  piece  of  wire  bent  over  to  form  a  hook. 

2 —  A  hook  out  of  plane  with  the  shank  of  the  hook. 

3 —  An  unfinished  rough  shank. 

RESULT:  It  will  catch  the  loop  of  the  thread 
every  time  the  hook  is  pulled  through,  which  is  a 
nuisance  to  the  user  and  it  leaves  the  crocheted 
article  very  loose. 

The  Finished  Product— DAISY— Notice  the  Hook 


BACK  BEND 

1  — Made  by  manufacturers  of  crochet  hooks  with 
forty  years*  experience. 

2 —  A  back  bend  on  the  hook  that  brings  the  point 
of  hook  down  to  the  same  plane  as  the  shank. 

3 —  A  finished  hook  with  a  national  reputation. 


Wm.  E.  Wright,  Pioneer  Manufacturer 

ESTABLISHED    1897  INCORPORATED  1900 


THE  MAN  WHO  MADE  BIAS  FOLD  TAPES  FAMOUS 


Consistent  advertising,  coupled  with  the  superiority  of 
the  product,  has  created  a  country-wide  demand  for 


The  name  and  trade  mark  is  a  guarantee  of  their  excel- 
lence, and  a  safeguard  to  the  man  who  recommends  and 
sells  them. 

EASY  TO  SELL 

When  a  manufacturer,  as  in  our  case,  spends  thousands  of  dollars  each  year  telling 
the  consumer  of  the  merits  of  his  goods  and  making  them  familiar  with  his  trade 
mark  and  all  that  it  stands  for,  it  naturally  follows  that  both  the  jobber  and  the 
retailer  can  sell  them  at  less  cost  in  time  and  effort  than  would  be  required  to  sell 
an  unknown  line. 


Each  piece  put  up  in 
a  transparent,  dust- 
proof  envelope.  If 
you  haven't  these 
goods  in  stock  you 
are  missing  a  good 
profit  maker. 


Wm.  E.  Wright  &  Sons  Co. 

MANUFACTURERS 

315-317  CHURCH  ST.,  NEW  YORK 

CHICAGO         PHILADELPHIA         ST.  LOUIS 


The  quickest  and 
prettiest  finish  for 
summer  dresses  and 
children's  clothinsr. 
Unequaled  for  bind- 
ings, pipings  and 
trimmings. 


CHICAGO— E.  S.  Ransom,  325  W.  Adams  St.        ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Ave. 

PHILADELPHIA— Jas.  F.  McCarriar,  1011  Chestnut  Street 
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Notions  and  Fancy  Goods 


DIECKERHOFF,  RAFFLOER  &  CO 

560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 

Manufacturers'  Agents  and  Commission  Merchants 


THE   OLD  FAVORITE 


No  Change 
in  Quality 


The  Only 
Web  That 
Remains 
Unaffected 
by  Existing 
Conditions 


All  Sizes 
Black 
and 
White 

in  Stock 


Made  Here 
Stocked  Here 
Sold  Here 


Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 


May,  1917 
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The  Store  Is  Judged  By 
The  Goods  It  Sells 

Every  retail  store  is  judged  by  the  kind  of  goods  it  offers  customers. 

If  the  merchandise  is  of  a  high  quality,  the  store  rates  high  in  the 
estimation  of  the  buying  public. 

Many  stores  prefer  to  carry  trademarked  goods.    They  know  that 
trademarked  goods  hold  to  a  quality  standard.     Particularly  is  this  true  of  Russell  Elastic  Webs- 

The  name  "Russell"  on  webs  has  been  synonymous  with  consistent  quality  for  years. 

Sell  your  customers  Russell  Elastic  Webs.  You  will  gain  in  the 
esteem  of  your  trade  who  will  rate  you  as  the  store  that  is  willing  to 
offer  only  high  grade  merchandise. 

Feature  Panama  Girl  and  Camel's  Hair  in  your  Notion  Department. 

We  are  also  manufacturers  of  braids  of 
all  kinds.    Write  for  samples  and  prices. 

THE  RUSSELL  MANUFACTURING  COMPANY 

Established  1834.        New  York  Office:   349  Broadway    Capital,  $900,000.00 

Factory:    Middletown,  Conn. 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 

ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


315-321  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 


Sole  Agents 
for  the 


De  Graff  &  Palmer 

World  Renowned  Stag  Combs 

M  


881  to  887  Broadway 

New  York 


Made  in  BINGHAMTON,  N.  Y.,  U.  S.  A.,  by  NOYES  COMB  CO.,  Established  1759 
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Notions  and  Fancy  Goods 


We  are  showing  Exclusive  Leather 
Novelties  including — 


Tourist  Cases,  Manicure 
Sets,  Sewing  Sets,  Brief 
Cases,  Military  Brush 
Sets,  Collar  Pouches, 
Music  Rolls  and  Bags, 
Flasks-Leather  Covered. 


THE  BODINGER  M'F'G  CO. 


3  and  5  West  19th  Street 


NEW  YORK 


Toilet 
Brushes 

SAKABE  &  CO. 

Jiro  Sakabe,  Prop, 

OSAKA,  -  -  JAPAN 


Largest  Manufacturers 

and 

Exporters  of  the  Kind. 


DIRECT  TRANSACTIONS 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


BOSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  38  Sansome  Stree 


May,  1917 
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LADIES'  LEATHER  BELTS  ARE  NOW  FASHIONABLE 

ARE  YOU  SATISFIED 

with  the  Quality,  Finish  and  Value  of 
the  Ladies'  Belts  you  are  now  getting  ? 

IF  NOT,  WE  CAN  SATISFY  YOU 

We  are  making  a  line  of  ladies'  leather  belts  at  popular  prices 
which  for  quality,  finish  and  value  are  not  equalled. 

Customers  are  quick  to  appreciate  the  dif- 
ference between  "ordinary"  and  "Cam- 
bridge" belts.  This  means  satisfaction  and 
increased  business. 

Samples  Gladly  Sent  on  Application 

A  sample  order  will  surely  convince  you  of  the  truth  of  our  claims. 

CAMBRIDGE  LEATHER  GOODS  CO. 

12  WEST  17th  STREET,  NEW  YORK 


The  TRUTH  about  OUR  BIAS  SEAM  TAPES 

Qualities  are  standard — each  piece  absolutely  perfect.  Neatly  and  attractively 
put  up.   Prices  as  low  as  is  consistent  with  good  workmanship.    Prompt  deliv- 


eries guaranteed. 


Send  for  samples  and  give  us  an  op- 
portunity to  show  what  we  can  do. 

Now  is  the  right  time  to  buy. 


ECONOMY   BINDING  COMPANY 

120  EAST    27th    STREET,    NEW  YORK 


it 


HOYTS  FAST  SELLERS 


HOYT'S 

GENUINE  GERMAN  COLOGNE 

HOYT'S 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

F.  HOYT  &  CO.,  Ltd..  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER  CO.,  Inc.,  Selling  Agents 
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Notions  and  Fancy  Goods 


PRESS  FASTENER 


Snap  Fasteners  and  Snap  Fastener 
Tapes  That  You  Can  Stand  By 


OR  ESS  FASTENER 


Buy  Established 

BRANDS  OF  MERIT 

Don't  Experiment 


GUARANTEED 


RUSTPROOF 


MADE  IN  U.  S.  A. 


"DIAMOND" 
Snap  Fasteners 

ORCSS  FASTEN  EM  * 


The  lack  of  importations  from  foreign  countries 
has  brought  into  the  market  scores  of  mushroom 
brands  of  snap  fasteners  that  are  absolutely  un- 
serviceable and  unsatisfactory. 

We  have  been  manufacturing  snap  fastener 
tapes  and  snap  fasteners  for  years  and  our  brands 
are  recognized  as  equal  if  not  superior  to  any  on 
the  market,  here  or  abroad. 

If  you  want  to  give  satisfaction  to  your  custom- 
ers and  hold  your  trade,  stock  with  our  well 
known  brands.  They  are  guaranteed  in  every 
way,  have  Phosphor  Bronze  wire  springs,  are  abso- 
lutely rust  proof  and  will  not  tarnish.  Samples  sent 
freely  on  request. 

International  Manufacturers'  Agency,  Inc. 

461-463  Broome   Street,  NEW  YORK 

Manufacturers  of 


BRAND 


Sanitary  Aprons,  Belts,  Napkins,  Powder  Puffs, 
Traveling  Cases,  Etc. 


"STANDARD" 

Snap  Fastener  Tapes 

With   Phosphor  Bronze  Wire  Springs 

have  satisfied  the  American 
public  for  over  four  years. 


"STANDARD" 

SNAP  FASTENER  TAPE 


Can  be  retailed 

10,  15,  20,  25c.  per  yard 


Display  Stands  Furnished  Free  ^=2^ 

*         *   ORESS  FASTENER 


Ulllllllilllllllllllll 


^lllllllllllllllllllllllllllllilllilllinililllllllllllllllllllllllllllllllllllllllllf/iliiMir 

y    _  \ 
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Selling  Help  No.  2 

This  artistic  cut-out  in  9  Colors,  size 
30x31!^",  sent  on  request  if  you  are  a 
"Unicum"  dealer.  This  small  black 
and  white  reproduction  gives  an  in- 
adequate idea  of  its  real  beauty. 


We  Babies  Demand 

t5TEWART*5  r 
)UPLEX 
SAFETY  PIN5.V 

ASK  TO  SEE  THEM  AND  LEARN  WHY^. 

«    ,„,k,  „  Im 


1   Summer  Means  Increased  Hair  Net  Sales   I  I   tU;  rw,f  in  Vn»v  Witi^nm 

=        Hot  Weather  increase,  the  demand  for  Hair  Nets.   Sales        =     =         I  #11 0  V^Clf  If  1  Ml  R  UU,i    WV  IIIUUIV 


Hot  Weather  increases  the  demand  for  Hair  Nets.  Sales 
always  increase  in  Summertime  due  to  out-door  life  and 
the  vogue  of  Sports.  Therefore,  this  is  the  time  to  push 
sales!  Are  you  ready?  Be  a  "Unicum"  dealer  and  take 
advantage  of  "Selling  Helps"  as  illustrated  above. 

■M 


—  Eeg.  U.  S.  Pit.  Off.  - 

REAL  HAIR  NETS  I 

THEO.  H.  GARY  CO. 

67-69  IRVING  PLACE,  Dep.  N.,  NEW  YORK  5 
^iiitimtif  iiiimtiiiiiiiiiiii  ii  iiiimii  1 1  n»  m  ■■  mi  in  iiiini  mill  ■  iiiiiiiiiiiiiiiiutT 


mil 


Will  let  the  people  of  you  section  know  that  you 

believe  in  giving  your  customers  the  best  quality—  = 

even  in  safety  pins.  = 

Stewart's  Duplex  Safety  Pins  are  Best  Made,  Best  E 

Known,  Best  Advertised.     Prompt  Shipment  of  E 

Immediate  Orders.  = 

Write  for  Display  Card  in  Colors  Today  I 

Consolidated  Safety  Pin  Co. 

Dept.  L  Bloomfield,  N.  J. 

iiiriiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiir: 


May,  1917 


15 


P 


TRADE  MARK 
Registered 


TRADE  MARK 
Registered 


IMPORTERS 


373  Fourth  Ave.,  New  York 

(Between  36th  and  27th  Streets) 


TRADE  MARK 


SPECIALTIES  IN  NOTIONS  © 

Poirier  &  Lindeman  Co. 


TRADE  MARK 
Registered 


Advertising 


\  DVERTISING  is  the  edu- 
*■  cation  of  the  public  as  to 
who  you  are,  where  you  are, 
and  what  you  have  to  offer  in 
the  way  of  skill,  talent  or  com- 
modity. The  only  man  who 
should  not  advertise  is  the  man 
who  has  nothing-  to  offer  the 
world  in  the  way  of  commodity 
or  service.  — Elbert  Hubbard. 


E.A.GUTHMAN  CO. 

MANUFACTURERS  OF 

Toilet  Specialties 
and  Art  Novelties 

Tourist  Cases,  Pullman  Aprons — Originators  of 
Novelties  in  Society  and  Guest  Bags,  Powder  Puff 
Specialties,  Vanity  Cases  in  Leather  and  Silk, 
Sachets,  etc. 

DIRECT  IMPORTERS  OF 

Sweet  Grass  Baskets 

TRIMMED    AND  UNTRIMMED 

Deliveries  Guaranteed — No  Disappointments 
Baskets  When  You  Want  Them 

137  Fifth  Avenue,  New  York 


.Card  Patented  January  23,  1917. 


The  Only  Way  to  Stop 
Your  Loss 

caused  by  hairpins  falling  off  the  cards  is  by  having"  all 
hairpins  you  buy  put  up  on 

CLIMAX  SAFETY  HAIRPIN  CARDS 

The  pins  cannot  work  loose  by  the  cards  being  handled  nor  the  slots 
tear  out  as  on  ordinary  cards. 

You  can  have  your  pins  put  up  on  Climax  cards  without  extra  cost  if 
you  so  specify  in  your  orders  as  we  will  sell  to  every  manufacturer. 

Sample  card  sent  on  request. 

The  Climax  card  is  patented.  There  is  none  other  similar  unless  it 
is  an  infringement. 

WHITNEY  &  COMPANY,  Leominster,  Mass. 

SOLE  MANUFACTURERS 
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Notions  and  Fancy  Goods 


The  Spring  Snap  Fastener 
With  Many  Exclusive  Fea- 
tures But  Only  One  Price 

The  leading-  American  made  Snap  Fastener,  So-E-Z,  has  these  valuable  im- 
provements :  The  famous  turtle  back.  That  exclusive  curve  which  allows 
room  for  and  eliminates  rubbing  and  cutting  of  thread.  Sews  on  so  easy. 
Opens  so  easy.  No  protruding  points  or  knobs.  Lies  perfectly  flat.  Snaps 
sure  and  fast.    Has  long,  oblong  holes. 

Each  individual  snap  inspected.  The  only  American  Snap  Fastener  made 
in  all  sizes,  1  to  0000.    Made  in  special  fast  black  and  nickel. 

An  advertised  Snap  Fastener  women  know  and  ask  for  which  sells  on  its 
merits. 

So-E-Z  is  a  10c  Snap  Fastener  which  will  continue  to  sell  at  10c  because 
its  price  will  be  maintained. 

Order  So-E-Z  if  you  want  a  rapid  selling  fastener  with  a  permanent  price 
and  an  ever  growing  demand. 

Made  by  the  Autoyre  Co. 

A-w-  j^>d  I  "I  O  SOLE  DISTRIBUTORS 

.  L.  Clark  &  Co.  65iE^ry 
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PEET'S 


PATENT 


Invisible  Eyes 
and  Spring  Hooks 


The  Hook  With  An  Eye  for  Business 


To  please  women-folks — that's  the  business  of  a 
hook-and-eye. 

Peet's  Eyes  have  made  a  hit  because  the  triangle 
makes  them  easy  to  sew  on.  Makes  them  stay  on  and 
stay  hooked.  Because  they  lie  flat  and  make  a  neat 
seam. 

"It's  in  the  Triangle" 

away    from   just    "hooks-and-eyes"  to 


WONT  RUST 


They've  educated  women 
"PEET'S  Hooks  and  Eyes" 

PEET  BROTHERS, 


Philadelphia,  Pa. 
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Notions  and  Fancy  Goods 


War  to  Bring  Widespread  Business  Activity 


HERE  is  no  reason  whatever  for 
American  business  to  become  panic- 
stricken  over  the  business  future 
during  the  war,  is  the  opinion  of  A. 
W.  Shaw,  chairman  of  the  com- 
mercial economy  board  of  the  Council  of  National 
Defense.  There  must  be  readjustments  in  Amer- 
ican business,  in  some  cases  perhaps  really  radical 
readjustments,  to  enable  the  government  and 
other  absolutely  necessary  industries  to  get  the 
men  needed;  but  carried  out  properly,  with  due 
care  on  the  part  of  all  business  houses  alike  to 
eliminate  any  existing  wasteful  methods,  the  war 
may  well  serve  a  highly  valuable  purpose  in  bring- 
ing economy  of  business  effort. 

"The  chief  thing  that  business  men  must  re- 
member when  they  stop  to  consider  the  effect  of 
the  war,"  Mr.  Shaw  said  in  a  statement  given  out 
with  the  approval  of  the  Council  of  National  De- 
fense, "is  that  successful  business  depends  primarily 
on  the  demand  for  goods,  and  the  war  is  going  to 
bring  a  bigger  demand  for  almost  all  kinds  of 
products  than  the  country  has  ever  before  known. 
There  will  be  no  collapse  of  the  Market  in  any 
line.  Business  houses  will  have  to  worry  not 
about  customers  but  about  systemizing  their 
plants  so  that  they  can  supply  a  larger  trade  with 
a  smaller  staff  of  employees. 

An  Industrial  War. 

"It  must  be  remembered,  of  course,  that  the  Na- 
tion will  need  to  take  men  from  their  present  nor- 
mal employment  not  alone  for  the  Army,  Navy  and 
other  branches  of  the  military  service,  but  as  well 
for  the  production  of  all  forms  of  munitions  and 
supplies  which  will  be  needed  for  the  prosecution  of 
the  war.  This  is  an  industrial  war,  and  American 
business  must  learn  to  increase  its  efficiency  to  fill 
the  gaps  left  by  war  workers  as  well  as  fighters. 

"No  matter  how  much  individual  economy  in 
consumption  is  practiced,  British  experience  has 
shown  that  inevitably  war  wages  increase  the  pur- 
chasing capacity  of  large  classes  of  people,  thus  ex- 
panding the  market  on  a  broad  scale.  Besides  this, 
the  men  who  have  been  withdrawn  from  productive 
work  have  to  be  fed  and  clothed  as  usual,  increas- 
ing the  proportionate  demand  for  goods  from  those 
^eft  in  business.  Added  to  all  this,  the  foreign  de- 
mand will  continue  to  grow  as  the  war  progresses. 

Conditions  in  England. 

"The  balance  sheets  of  British  business  can  look 
forward.  Selfridge  &  Co.  (Ltd.),  the  London  de- 
partment store,  showed  at  the  end  of  the  year  1916 
a  gain  in  profits  over  the  previous  year  of  £74,915, 
or  approximately  $375,000.  On  January  1,  1916,  the 
balance  sheet  showed  a  profit  of  £150,222,  and  on 
January  1,  1917,  a  profit  of  £225,177.  This  was 
in  spite  of  the  loss  of  900  members  of  the  staff  who 
had  gone  to  the  front. 

"Other  London  retail  profit  figures  are  instruc- 


tive. Whiteley's  shows  a  gain  in  1916  over  1915 
of  £15,000;  Crove-Wilson's  one  of  £4,886; 
Dickins  &  Jones  one  of  £24,100;  Liberty  &  Co.'s 
profits  jumped  from  £6,100  to  £32,400  in  the 
single  year;  Plummer  Roddis  gained  £5,600;  and 
Wallis  &  Co.  climbed  from  £21,400  in  1915  to 
£130,700  in  1916.  Other  firms  show  similar 
records,  gaining  all  the  way  from  5  to  50  per  cent 
their  net  profits. 

"Whiteley's  gain  was  made  in  spite  of  a  40  per 
cent,  increase  in  many  of  the  operating  costs,  and 
other  firms  had  to  face  similar  obstacles.  Disor- 
ganization of  staffs  and  difficulties  in  securing 
goods  to  sell  were  unable  to  overcome  the  combined 
effects  of  a  greatly  increased  demand  and  a  sys- 
tematic attention  to  details  of  management  and 
elimination  of  wastes. 

America's  Difficulties. 

"Our  own  difficulties  will  not  be  as  serious  as 
those  England  had  to  face  because  of  our  much 
greater  field  of  operations  and  larger  resources,  and 
there  is  no  reason  whatever  for  assuming  that  the 
American  business  man  will  not  come  out  of  the 
war  with  a  better  organized  and  more  efficient 
business  machine  than  the  one  with  which  he  has 
entered  it. 

"It  is  to  assist  in  making  the  readjustment  to 
meet  the  new  conditions  quick  and  easy  that  the 
commercial  economy  board  expects  to  be  of  the 
greatest  service.  To  make  our  work  count,  it  will 
be  necessary  to  secure  the  active  cooperation  of 
the  business  men  themselves  in  order  to  pool  our 
common  experience  and  place  at  the  disposal  of  all 
the  suggestions  secured  from  the  most  efficient. 

Canvass  of  Distribution  Methods. 

"We  are  now  engaged  in  making  a  careful  can- 
vass of  the  distribution  methods  of  many  different 
kind  of  business  houses,  securing  through  ques- 
tionaires  and  through  personal  investigation  infor- 
mation as  to  their  present  business  habits  and  sug- 
gestions from  the  managers  themselves  as  to  how 
existing  waste  in  these  methods  can  be  eliminated 
and  the  organizations  made  more  compact.  As 
soon  as  we  can  determine  the  value  of  a  general 
policy  from  the  combined  experience  and  sugges- 
tions of  a  particular  industry,  we  shall  proceed  to 
place  our  conclusions  before  the  whole  industry 
through  a  publicity  campaign  of  individual  letters, 
articles  in  trade  publications  and  other  mediums. 
We  are  drawing  heavily  on  the  experience  of 
British  merchants  in  working  out  similar  problems. 

"It  must  be  realized  that  business  men  in  any  one 
field  must  join  in  the  common  effort,  because  under 
competitive  conditions  it  will  naturally  be  impos- 
sible for  one  merchant  to  economize  extensively 
without  giving  his  competitors  an  unfair  advan- 
tage. We  expect  the  whole-hearted  and  patriotic 
cooperation  of  men  in  all  branches  of  trade  in  solv- 
ing the  problem. 

(Continued  on  page  39) 
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Selling  of  Notions  as  an 
Accommodation 

Make  the  Department  a  Leader — 
Many  Merchants  Have  an  Idea 
That  Their  Notion  Departments 
Are  Making  the  Most  of  Their 
Opportunities,  While  as  a  Mat- 
ter of  Fact  They  Are  Depend- 
ing Upon  the  Customers  of  the 
Other  Departments  for  Their 
Business. 


ether 
affairs 


ODAY'S  foremost  remark  on  the  no- 
tion trade  situation  cannot  be  other 
than  one  of  pleasure  arising  from  the 
acceleration  experienced  in  retail 
counter  business,  and  yet  there  is  an- 
phase  of  retail  conditions,  a  state  of 
affecting  department  store  business  in 
general,  which  has  made  the  heads  of  stores 
as  dubious  as  notion  department  buyers  are 
jubilant.  It  is  past  denying  that  some  depart- 
ments have  suffered  a  serious  lull  in  business  due 
to  the  personal  economies  movement  which  followed 
the  declaration  of  war  by  this  country.  So  the 
notion  buyer,  however  fortunate  he  has  been  as  the 
result  of  the  stimulus  given  home  sewing  by  the 
well  meaning  but  mischievous  work  of  personal 
economists,  should  bear  in  mind  that  even  record 
breaking  sales  of  notions  can  hardly  make  up  for 
the  sales  lost  to  other  departments  where  heavier 
investments  are  represented,  very  often  in  the  class 
of  merchandise  which  becomes  unsalable  if  not 
moved  quickly. 

But  the  only  department  stores  which  have  felt 
the  worst  effects  are  those  in  which  the  notion  de- 
partment is  not  highly  developed,  and  they  have 
made  strenuous  efforts  to  bring  this  department  up- 
to-date,  efforts  that  came  too  late  for  any  great  im- 
mediate good,  though  the  fact  that  so  many  more 
stores  now  realize  that  notions  are  far  more  than 
"accommodation  goods"  is  of  vast  benefit  to  the  trade 
in  general.  After  all,  the  mistake  of  thinking  that 
it  is  only  necessary  to  carry  notions  as  an  accommo- 
dation to  customers  who  patronize  the  more  im- 
pressive departments  was  a  common  error  in  many 
stores  that  sought  to  attract  what  we  may  call  the 
"exclusive"  trade. 

And  the  "exclusive"  kind  of  trade  is  particularly 
well  adapted  to  make  a  fine  trade  in  notions.  But 
the  notion  department  must  be  a  real  department, 
full  of  the  latest  and  best  novelties  and  plenty  of 
attractive  suggestions  for  the  use  of  its  merchandise. 


In  a  word,  if  you  aim  to  have  the  best  people  of 
your  community  for  customers  give  them  all  the 
little  things  as  well  as  the  big  items. 

No  matter  how  strong  the  tendency  to  buy  made- 
up  articles  there  is  always  a  need  for  the  little  neces- 
saries which  are  the  strong  pillars  of  the  notion 
department.  Of  course  there  are  bound  to  be 
periodic  bursts  of  enthusiasm  for  home  sewing  and 
one  of  these  has  hit  the  country  at  the  present  time. 
It  is  an  opportune  moment  to  build  a  strong  and 
lasting  notion  department  in  every  retail  establish- 
ment which  has  the  enterprise  to  go  after  the  full 
benefits  of  a  well  stocked  line  of  offerings  such  as 
every  home  needs  throughout  the  year. 

Beyond  a  doubt  every  merchant  will  say  that  he 
does  not  carry  notions  as  "accommodation  goods." 
He  will  be  inclined  to  view  the  fact  that  he  expects 
every  department  to  show  a  profit  as  clear  evidence 
against  any  possibility  of  his  carrying  notions  just 
to  be  accommodating.  But  if  he  will  study  the  real- 
ly important  question  as  to  whether  that  department 
is  given  much  encouragement  by  himself  it  will  be 
gin  to  be  clear  that  the  notions  he  sells  are  the  re- 
sult of  a  natural  demand  which  has  not  been 
scientifically  developed.  Some  other  departments 
require  a  great  deal  of  skill  to  avoid  serious  mis- 
haps, but  notions  sort  of  sell  themselves  and  con- 
sequently are  not  always  demanding  the  strict  at- 
tention which  is  required  in  other  directions. 

As  to  the  wholesale  market,  it  is  true  enough  that 
some  goods  are  practically  unobtainable,  that  others 
are  uncertain  of  delivery  at  a  stated  time,  and  that 
many  new  varieties,  as  yet  little  known  to  the  public, 
are  offered,  but  these  conditions  are  duplicated  in 
numerous  other  trade  and  some  trades  are  far  more 
disadvantageously  situated.  The  best  feature  of  the 
notion  market  is  that  there  are  so  many  new  varieties 
of  goods,  and  this,  coupled  with  the  present  great  op- 
portunity to  create  a  strong  notion  department  in 
every  retail  store,  is  a  very  good  time  to  choose  the 
best  of  the  available  goods  and  make  customers 
familiar  with  them. 
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Practically  every  successful  merchant  in  the  coun- 
try today,  would  if  questioned  on  the  subject  admit 
that  his  notion  department  is  one  of  the  most  im- 
portant, if  not  the  most  important,  in  the  entire  store. 
One  of  the  largest  and  most  successful  merchants  in 
the  country  is  credited  with  saying  that  his  notion 
department  was  not  only  the  foundation,  but  the  real 
backbone  of  his  business. 

In  spite  of  evidence  constantly  accumulating  as  to 
the  value  to  a  store  of  a  good  notion  department, 
we  continually  come  across  merchants  who  habit- 
ually neglect  this  branch  of  their  business,  overlook- 
ing the  fact  that  it  is  a  most  powerful  factor  in  the 
making  of  a  store's  reputation,  either  for  goou  or  bad. 

It  is  naturally  the  policy  of  every  good  merchant 
to  have  every  one  of  his  departments  as  good  as  it 
can  possibly  be  made.  But  unfortunately  many  of 
them  overlook  the  advantages  that  may  be,  and 
ought  to  be,  secured  by  making  a  specialty  of  the 
notion  department. 

A  Notion  Department  Requires  Close  Attention. 

To  make  a  success  of  a  notion  department  re- 
quires close  attention  and  considerable  effort,  but 
little  extra  outlay.  That  there  is  wisdom  and  profit 
in  specializing  in  notions  and  small  wares  is  proven 
by  the  success  which  has  been  achieved  by  many  of 
the  large  department  stores  of  the  country. 

No  notion  department  was  ever  made  a  real  suc- 
cess by  going  at  it  in  a  half-hearted  manner.  The 
merchant  who  wfshes  to  make  his  notion  depart- 
ment what  it  should  be  must  make  up  his  mind  to 
have  it  complete  in  every  respect.  The  first  and 
foremost  thing  to  be  decided  on  is  the  amount  of 
stock  to  be  carried.  This  naturally  varies  with  the 
size  of  the  town  and  the  size  of  the  store.  But  no 
matter  how  large  the  stock  is  to  be,  a  full  assort- 
ment is  absolutely  necessary,  not  an  article,  not  a 
size,  not  a  number  should  be  missing.  Why  a  cus- 
tomer should  be  more  annoyed  in  not  finding  at  the 
notion  counter  the  size  needle  or  style  of  snap-fast- 
ener she  wants,  than  she  is  at  not  finding  the  exact 
hat  she  wants,  has  never  yet  been  explained,  but  cer- 
tainly such  is  the  case. 

Stocks  Must  Be  Kept  Full  and  Complete. 

Too  much  importance  cannot  be  attached  to  this 
matter  of  having  the  stock  kept  full  and  complete. 
No  matter  what  the  season,  or  how  dull  the  busi- 
ness, the  notion  stock  is  one  which  must  be  kept  up 
regardless  of  prevailing  conditions.  The  buyer  of 
one  of  the  largest  notion  departments  in  the  country 
was  once  asked  by  the  writer  the  secret  of  his  great 
success.  His  answer  was  direct  and  to  the  point. 
He  said,  "I  buy  everything  that  people  ask  for,  put 
in  everything  new,  and  always  keep  my  stock  full 
and  complete."  That  is  the  true  secret  of  successful 
"notionizing"  to  use  a  word  coined  by  a  well  known 
manufacturer  of  notion  specialties. 

Naturally  the  buyer  for  such  a  department  must 
be  competent,  progressive  and  energetic.  He  must 
know  his  market  and  his  trade  and  be  a  good  judge 
of  values.  All  his  efforts,  however,  will  go  for 
naught  unless  he  has  the  full  cooperation  of  his  em- 
ployer.   Too  often  he  is  compelled  to  do  business  in 
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the  darkest  and  most  out-of-the-way  corner  of  the 
store  and  more  frequently  restricted  in  the  space 
necessary  to  do  a  successful  business. 

The  up-to-date  buyer  who  knows  the  possibilities 
of  his  department  and  whose  efforts  to  do  business 
is  restricted  by  the  space  alloted  him  should  take 
the  matter  up  with  his  superiors,  and  by  sound  argu- 
ment and  cogent  reasoning,  seek  to  convince  them 
of  the  fact  that  the  interests  of  the  entire  establish- 
ment would  be  materially  benefited  by  the  removal 
of  the  department  to  a  larger,  more  central  and  more 
easily  reached  location.  He  should  not  be  afraid  of 
asking  for  plenty  of  room,  not  only  counter  and  fix- 
ture room,  but  plenty  of  aisle  space  to  accommodate 
a  number  of  bargain  tables.  The  importance  of  these 
to  the  success  of  the  notion  department  can  scarcely 
be  overestimated.  Very  many  merchants  are  un- 
aware of  the  fact  that  in  some  of  the  largest  depart- 
ment stores  in  the  country  more  business  is  done  at 
a  couple  of  bargain  tables  than  in  all  the  rest  of  the 
department  put  together. 

Naturally,  a  department  cannot  be  all  bargain 
tables,  there  must  be  room  for  complete  lines  of  regu- 
lar goods,  even  the  thousand  and  one  items  which 
must  be  kept  in  stock,  but  are  rarely  called  for ;  but 
the  fact  that  bargain  tables  are  almost  essential  to 
success  must  not  be  lost  sight  of. 

Now  is  the  Time  to  Feature  Hair-Nets. 

As  the  warm  weather  approaches  there  is  natur- 
ally an  increasing  demand  for  hair-nets  and  the 
taking  advantage  of  the  opportunities  in  this  direc- 
tion should  be  the  object  of  every  notion  buyer  who 
desires  to  keep  in  step  with  the  procession. 

Past  experience  has  demonstrated  the  fact  that 
at  this  season  of  the  year  there  is  no  single  article 
in  the  line  of  notions  that  will  secure  better  re- 
sults from  featuring  than  hair-nets. 

Many  manufacturers  and  importers  of  hair-nets 
stand  ready  to  assist  the  ambitious  buyer  to  in- 
crease his  hair-net  business  by  means  of  attractive 
show  cards,  signs,  selling  helps,  etc.  One  leading 
importer  is  furnishing  free  to  the  trade  with  two 
gross  of  hair-nets,  a  handsome  plate  glass  display 
case.  It  has  a  mahogany  finished  base  and  white 
enamel  interior  and  is  equipped  with  an  arrange- 
ment that  thoroughly  sterilizes  the  hair-nets  con- 
tained therein.  This  case  not  only  displays  the 
merchandise  to  the  very  best  advantage,  but  makes 
a  handsome,  permanent  counter  fixture  as  well. 

The  notion  buyer  who  will  take  advantage  of  the 
opportunities  presented  and  will  make  a  special 
feature  of  hair-nets,  by  giving  them  liberal  display, 
etc.,  during  the  warm  days  to  come,  will  be  more 
than  repaid  for  the  trouble  involved  by  the  increase 
in  business.  A  full  assortment  of  all  sizes,  shapes 
and  colors  should  be  kept  in  stock,  paying  particular 
attention  to  the  large  sizes,  which  as  the  coiffures 
worn  are  still  of  considerable  size,  are  in  much 
demand. 

The  newest  style  of  hair-net  is  shaped  like  a  bon- 
net, which  is  fitted  with  an  elastically  knitted  border 
that  holds  it  firmly  in  place  without  the  aid  of  hair 
pins  or  the  ordinary  elastic  cord.  There  being  no 
long  ends  to  fasten,  it  is  a  simple  matter  to  arrange 
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it  on  the  head;  and  when  on  will  keep  all  puffs  and 
curls  nicely  in  shape  without  flattening. 

Some  of  the  best  selling  hair-nets  today  are  the 
ones  which  have  been  liberally  advertised.  The  en- 
terprising merchant  or  buyer  should  take  advantage 
of  the  work  done  by  the  importers  of  these  ad- 
vertised brands  and  stock  them  liberally.  He  will 
find  them  far  easier  to  sell  than  the  unadvertised  or 
unknown  brands. 

Many  retail  merchants  fear  to  stock  goods  bear- 
ing a  manufacturer's  trade-mark,  figuring,  by  some 
obscure  method  of  reasoning,  that  to  sell  them  will 
hurt  their  reputations.  This  is  a  vital  mistake.  .  Re- 
tailers who  are  in  touch  with  the  times  realize  that 
no  manufacturer  can  work  hard  building  up  business 
through  advertising  without  working  for  them  at 
the  same  time  and  helping  to  swell  their  sales  with- 
out any  effort  on  their  part  except  to  meet  the  de- 
mand created. 


PROFIT  SHARING  SCHEME. 
New  Bedford  Dry  Goods  Co.  Will  Pro  Rata  Per- 
centage of  Profits  Among  Store  Help  During 
May,  June  and  July. 

THE  New  Bedford  Dry  Goods  Co.,  New  Bed- 
ford, Mass.,  has  announced  that  a  percentage 
of  the  monthly  profits  during  May,  June  and  July 
would  be  distributed  among  the  employes. 

It  has  been  the  custom  of  the  store  heretofore  to 
give  the  employes  an  opportunity  to  earn  extra 
money  during  their  vacations,  but  this  year  Mr. 
Leahy  announced  that  a  percentage  of  the  profits 
would  be  turned  over  to  the  employes  and  divided 
equally  among  them.  This  plan,  he  said,  had  been 
decided  upon  because  several  of  the  male  employes 
of  the  store  have  already  joined  the  colors  and  for 
that  reason  extra  work  would  fall  to  the  lot  of  some 
of  the  female  employes. 

Previous  to  this  announcement  the  store  had 
established  a  rule  that  all  male  employes  who  enlist- 
ed would  be  paid  the  difference  between  what  they 
would  receive  in  the  army  and"  their  regular  salary 
and  that  in  addition  their  positions  would  be  held 
open  for  them  until  their  return. 


POPULAR-PRICE  MERCHANDISE  SHOW. 

THE  Popular-Price  Merchandise  Association, 
Inc.,  of  New  York  has  engaged  the  Grand 
Central  Palace  for  their  fall  show,  which  will  be 
held  from  July  30  to  August  4.  The  exhibition  will 
include  merchandise  to  retail  from  five  cents  to  a 
dollar  and  is  the  first  popular-price  merchandise  ex- 
hibition ever  held  featuring  the  dollar  limit  in  popu- 
lar-price lines.  It  will  be  practically  an  association 
of  manufacturers  and  distributors  including  all  the 
established  lines  of  five,  ten  and  twenty-cent  goods, 
as  well  as  many  new  lines  of  fifty  cent  and  dollar. 

The  Popular-Price  Merchandise  Association,  Inc., 
is  operated  by  the  same  management  who  so  suc- 
cessfully conducted  the  New  York  exhibit  of  five, 
ten  and  twenty-five  cent  goods  at  the  Broadway 
Central  Hotel  in  February.  It  will  be  recalled  that 
announcements  were  made  at  that  time  of  an  exhibi- 
tion to  be  held  on  similar  lines  would  be  conducted 
in  the  fall,  and  the  immediate  response  in  calls  for 


exhibition  space  were  such  that  it  was  necessary  to 
secure  a  much  larger  exhibition  space  than  could  be 
conveniently  used  at  the  Broadway  Central  Hotel. 

The  plans  for  the  fall  show  include  many  improve- 
ments on  the  February  show,  not  the  least  of  which 
is  holding  the  exhibition  all  on  one  floor.  The  en- 
tire third  floor  of  the  Grand  Central  Palace  has  been 
taken,  giving  a  total  floor  space  of  45,000  square  feet. 
This  space  has  been  sub-divided  into  exhibition 
rooms  so  arranged  as  to  give  individual  privacy 
without  losing  part  in  the  general  display. 

Beside  the  definite  determination  of  title  acquired 
by  the  incorporation  of  the  Popular-Price  Merchan- 
dise Association  as  stated  above,  and  the  contract 
for  the  exhibition  hall  at  the  Grand  Central  Palace, 
the  latest  developments  are  the  closing  of  contracts 
with  exhibitors,  over  100  of  whom  are  now  signed 
up,  and  the  selection  of  an  advisory  board  of  repre- 
sentative manufacturers  and  jobbers  who  will  con- 
fer on  plans  for  making  those  New  York  shows  a 
permanent  proposition. 


SOME  ADVERTISING  HINTS. 

A GOOD   medium  can  give  prestige  to  your 
product. 

Don't  be  too  haughty  to  the  advertising  solicitor ; 
you  may  have  his  job  a  year  from  now. 

Good  art  work  introducing  poor  copy  suggests  a 
hobo  with  engraved  calling  cards. 

There  have  been  some  successful  campaigns 
which  were  not  legitimate,  but  not  many. 

Don't  use  all  your  stars  in  the  sales  end ;  save  a 
few  for  service. 

The  general  magazine  is  a  luxury ;  the  trade  paper 
is  a  necessity. 

Trade  papers  are  the  pioneers  of  business  expan- 
sion. 

Be  sure  you're  right,  then  sign  the  contract. 


TO  INCREASE  SALES  OF  HAIR  NETS. 

A HANDSOME  plate  glass  counter  case  for  the 
display  of  hair-nets  is  being  furnished  free  by 
Theo.  H.  Gary  Co.,  New  York,  with  an  initial  order 
of  two  gross  of  "Unicum"  nets.  The  case  has  a  ma- 
hogany finished  base,  and  not  only  displays  the  mer- 
chandise to  good  advantage  but  is  a  handsome,  per- 
manent counter  fixture. 


CROCHET  NEEDLES  ADVANCED. 

A HEAVY  advance  is  made  on  the  foreign  market 
value  of  crochet  needles  imported  from  John 
James  &  Sons,  of  Redditch,  England,  according  to  a 
reappraisement  ruling  rendered  recently  by  Judge 
Fischer,  of  the  Board  of  United  States  General  Ap- 
praisers. These  needles  were  exported  on  Jan.  24, 
1917,  and  entered  at  New  York  on  Feb.  13,  1917. 
The  findings  of  the  General  Appraiser  reads : 

"Crochet  needles  imported  from  James  &  Sons, 
of  Redditch,  England. 

"Single  grip  crochet  needles  No.  1425,  entered  at 
8  shillings,  9  pence  per  gross,  advanced  to  12  shill- 
ings, 6  pence  per  gross.  Discount  on  entered  value 
5  per  cent.;  on  advanced  value  2y2  per  cent.  Add 
case." 
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The  Marketing  of  a  Product 

The  Necessity  of  Co-operation  Between  the  Manufacturer  and  the  Retailer. 


HEN  a  manufacturer  has  perfected 
his  product  to  a  point  of  excellence 
which  he  believes  to  be  higher  than 
that  of  any  similar  product,  and  de- 
cides to  exploit  it,  naturally  the  first 
thing  he  does  is  to  select  a  name  and  register  it ;  he 
then  consults  some  well-known  advertising  agency 
as  to  how  to  create  a  demand. 

As  a  rule  the  advertising  man  lays  out  plans  of 
different  kinds  of  advertising :  street  car,  bill-board, 
popular  magazines,  etc.,  to  the  full  amount  of  the 
appropriation  decided  upon.  In  nearly  every  case 
the  retailer,  the  man  who  has  to  handle  the  mer- 
chandise, is  left  out  of  consideration.  He  must  be 
satisfied  with  the  argument  that  so  many  thousands 
of  dollars  are  being  expended  for  magazine  and 
newspaper  advertising  that  a  consumer's  demand 
will  be  created  sufficiently  strong  to  compel  him  to 
stock  the  goods,  under  penalty  of  losing  his  cus- 
tomers and  forcing  them  to  deal  with  his  com- 
petitors. 

In  many  cases,  where  the  retail  merchant  is  sell- 
ing a  similar  class  of  goods  on  which  he  is  making 
a  profit  and  satisfying  his  customers,  he  naturally 
resents  the  appearance  of  the  newcomer  with  an 
arbitrary  selling  price.  He  has  not  been  consulted 
as  to  the  price  at  which  it  shall  be  sold,  and  the 
margin  of  profit  may  be  as  small  as  the  manu- 
facturer dares  to  allow. 

A  spirit  of  antagonism  is  created,  instead  of  a 
feeling  of  friendliness  and  a  willingness  to  co- 
operate, which  should  be  the  first  aim  of  the  manu- 
facturer. 

One  important  point  which  is  lost  sight  of  by 
many  manufacturers  of  trade-marked  articles,  is  the 
fact  that  the  local  retail  merchants,  the  ones  who 
sell  reliable  goods  and  stand  high  in  their  com- 
munity, have  a  wonderful  influence  over  their  cus- 
tomers, and  in  most  instances  their  word  is  suf- 
ficient to  condemn  a  practically  unknown  product. 
On  the  other  hand  their  commendation  is  all  that 
is  necessary  to  effect  a  sale. 

When  manufacturers  realize  that 
the  success  of  the  distribution  of 
their  products  rests  with  the  retail 
dealers'  cordial  acceptance  of  their 
goods,  and  they  act  accordingly, 
then  judicious  advertising  will  pro- 
duce far  better  results  than  is  now 
the  case. 

Retailers  Disregard  General 
Advertising. 

Retail  dealers  probably  do  not  pay 
much  attention,  from  a  business 
standpoint,  to  the  advertising  which 
appears  in  the  countless  magazines, 
weeklies,  etc.,  which  are  published 
generally ;  one  reason  for  which  is 
that  every  business  today  has  its 


trade  journal.  Trie  retailer  subscribes  for  such  jour- 
nals as  are  pertinent  to  the  business  he  is  conducting, 
and  looks  to  them  for  news  of  new  and  meritorious 
articles.  He  knows  that  the  publishers  of  these 
journals  practically  spare  no  expense  in  furnishing 
him  with  information  along  the  lines  that  are  vital 
to  the  success  of  his  business.  Therefore,  the  trade 
journal,  generally  speaking,  can  be  considered  to  a 
large  extent  the  business  man's  mentor  and  guide. 

The  average  advertising  agency  rarely  advises  a 
manufacturer  to  advertise  through  the  medium  of 
trade  journals  to  the  retailer,  the  man  on  whom  he 
depends  to  market  his  goods.  He  says  to  the  manu- 
facturer in  effect,  "Advertise  extensively  to  the  con- 
sumer and  the  retailer  will  be  compelled  to  handle 
the  article."  This  method  undoubtedly  tends  to 
create  an  antagonistic  feeling  on  the  part  of  the 
retailer  to  the  goods  advertised. 

If  the  manufacturer,  in  conjunction  with  his  or- 
ganized plan  of  publicity  to  the  consumer,  would 
advertise  direct  to  the  retailer  to  whom  he  wishes  to 
sell  his  products,  using  his  own  judgment  as  to  the 
selection  of  the  medium,  an  opportunity  would  be 
found  to  convince  Mr.  Retailer  that  his  article  is  a 
first-class  one,  and  to  secure  his  co-operation  in  the 
marketing  of  it  by  proving  to  him  that  his  product 
would  be  advantageous  to  handle. 

The  first  news  of  the  introduction  of  a  new 
product  should  not  come  from  the  possible  cus- 
tomer inquiring  for  it — the  dealer  should  know 
something  about  it  beforehand;  and  above  all 
things,  if  the  manufacturer  places  an  arbitrary  sell- 
ing price  on  the  article  he  must  consider  that  the 
retailer  is  going  to  look  at  it  from  the  profit  side 
as  well  as  from  the  actual  merit  of  the  article,  and 
he  should  conserve  the  interests  of  the  latter. 

To  sum  it  all  up:  a  manufacturer  places  a  new 
article,  trade-marked,  on  the  market ;  he  believes  in 
it  and  wants  to  sell  it  and  exploits  it  by  advertising, 
expecting  success  to  follow  his  efforts.  There  are 
several  conditions  absolutely  necessary  to  success : 
first,  the  quality  of  the  article  itself;  second,  the 
manner  in  which  it  is  put  up  for  re- 
tailing, and  third,  the  proper  adver- 
tising of  it,  which  includes  the  re- 
tailer just  as  much  as  it  includes  the 
consumer;  for  all  retailers  are  only 
consumers.  It  is  not  enough  to  ac- 
quaint the  general  public  with  the 
merits  of  the  merchandise,  the  re- 
tailer also  must  be  reached,  and  we 
know  of  no  better  way  than  the  plan 
adopted  by  makers  of  all  specialties 
which  have  proved  successes  in  a 
large  way,  and  that  is  to  take  the  re- 
tailer in  confidence  through  the  me- 
dium of  his  trade  paper.  Unless 
that  plan  is  followed,  consumer 
advertising  alone  is  more  than  likely 
to  antagonize  the  retailer. 


May,  1917 
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Belted 

Courage 


Being  an  Editorial  Fancy  Based  Upon 
the  Editorial  Work  which  Has  Largely 
Contributed  to  the  Return  of  Belts  to 
Fashion. 


F  somebody  will  be  good  enough  to 
discover  why  it  is  that  the  act  of 
buckling  on  a  belt  has  the  effect  of 
making  courage  and  resolute  purpose 
immediately  visible  and  apparent  in 
the  air  and  carriage  of  the  belt  wearer,  it  will  be  a 
welcome  discovery.  Until  it  is  explained  however, 
we  have  to  be  satisfied  with  the  fact  that  this  is 
so,  without  attempting  to  delve  into  the  secret  be- 
hind the  fact,  though  it  must  be  confessed  that  our 
editorial  rooms  have  long  been  charged  with  the 
spirit  of  debate  on  the  question.  For  many  months 
the  editors  sat  twirling  their  thumbs  and  gazing 
ceilingward  for  hours  at  a  time,  waiting  and  hoping 
for  a  party  named,  "Good  Story"  to  pop  in  with 
something  new  and  interesting  to  write  about. 

At  last  one  bright  day  in  pops  "Good  Story."  He 
was  instantly  surrounded  by  the  editors  who  eagerly 
inquired  what  he  knew  that  would  interest  the  trade. 
He  smiled,  then  said  "why  don't  you  write  a  belt 
story?  I've  seen  more  belts  on  the  avenue  today 
than  at  any  time  during  the  past  five  years,"  and  so 
the  story  was  written. 

For  many  months  before  that  the  editors  didn't 
want  to  say  much  about  belts  because  they  claimed 
the  subject  would  not  be  interesting  to  their  readers 
on  account  of  belts  being  out  of  fashion.  But  Story 
insisted  that  belts  were  going  to  be  mighty  im- 
portant before  long  and  the  editors  had  better  not 
neglect  them.  So  Belts  got  into  print,  and  kept 
in  print,  thanks  to  Story,  until  the  readers  began  to 
realize  conditions.  Then  everybody  became  con- 
vinced that  belts  were  desirable,  which  is  just  an- 
other way  of  saying  that  they  had  read  so  much 
about  them  that  they  felt  well  acquainted  and 
friendly.  Feeling  that  way,  naturally  they  soon  made 
belts  a  big  success.  That's  the  way  it  goes.  Once 
a  lot  of  people  get  to  thinking  well  of  a  thing  the 
big  days  come  along  with  a  rush. 

As  I  said  before,  the  editors  are  still  debating  over 
the  whyfores  of  Belted  Courage.  It  started  when 
Story  entered  the  scene  this  month  wearing  one  of 
those  "I  told  you  so"  expressions  because  little  old 
Belts  proved  a  winner.  The  editors  looked  pleased 
and  said,  "Well,  aren't  we  just  as  glad  as  anybody?" 
Then  they  wanted  to  know  what  it  would  be  good 
to  say  now.  The  Story  party  kind  of  mused  around 
a  while  and  then  he  said,  "Ever  hear  of  Belted  Cour- 


age?" "Seems  as  if  we  have,"  said  the  editors,  "but 
what  about  it?"  And  Story  muttered  something 
that  ended  in  "logical."  One  claims  he  said  psychol- 
ogical, another  claims  he  said  physiological  and  a 
third  claims  he  just  said  "It's  logical." 

Anyway  you  take  it,  the  fact  remains  that  there 
is  such  a  thing  as  belted  courage.  Of  course  the 
war  has  brought  out  the  best  side  of  it  but  if  you 
buyers  want  to  make  your  stores  popular  you  can 
rely  on  your  old  friend  Belts  to  attract  the  crowds. 
Manufacturers  have  made  up  inspiring  lines  of  belts 
and  the  waist  that  isn't  buckled  with  one  of  these  is 
going  to  be  sadly  out  of  fashion  for  the  summer  and 
fall  seasons. 

Everyone  knows  the  old  saying,  "Buckle  up  your 
courage,"  and  somehow  the  very  act  of  tightening 
a  belt  gives  one  a  feeling  of  greater  strength.  How 
few  would  be  the  number  of  human  achievements 
if  people  lacked  the  belted  courage  to  do  the  things 
that  ought  to  be  done.  Friend  Story  believed  in 
Belts,  made  others  believe  in  Belts,  finally  the  de- 
mand for  Belts  swept  the  country  and  now  Belts 
are  helping  the  retailer  to  stop  the  sales-gaps  left 
when  some  other  lines  of  merchandise  lose  their 
popularity. 

So  much  for  the  story  of  Belts,  and  now  the  story 
of  You  and  What  You  Can  Do.  If  less  is  said  on 
this  latter  topic  it  is  not  because  there  is  any  less 
to  be  said.  Rather,  there  is  more  to  be  done,  and 
here  words  cannot  actually  do  the  work.  You  must 
study  your  field ;  know  what  you  can  do  to  further 
the  sale  of  belts,  and  proceed  with  the  full  measure 
of  confidence  warranted  by  the  trend  of  styles,  which 
call  for  belts.  The  military  idea  has  a  great  deal 
to  do  with  this  tendency  but  it  must  not  be  forgotten 
that  back  of  it  all  is  the  fact  that  we  must  show 
courage  under  stress  of  war,  and  somehow  the  belt 
has  always  been  a  symbol  that  goes  with  girded 
strength.  Maybe  the  explanation  of  why  this  is  so 
is  given  in  physiological  terms.  In  any  case  logic 
of  the  situation  is — buy  and  boost  belts. 

The  Present  Situation. 

Now  that  the  separate  skirt  has  assumed  such  a 
dominant  position,  being  featured,  as  it  is,  by  lead- 
ing modists  in  all  fashion  centers,  the  future  popu- 
larity of  belts  and  girdles  would  seem  to  be  assured, 
for  it  is  generally  acknowledged  a  costume  consist- 
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ing  of  a  blouse  and  skirt  is  decidely  incomplete  un- 
less the  waist  is  adorned  with  either  a  belt  or  a 
girdle. 

The  new  two-piece  suits  are  almost  invariably 
ornamented  with  a  belt,  and,  while  many  belts  are 
worn  with  full  dresses,  girdles  are  most  favored ;  in 
fact,  scarcely  a  costume  can  be  seen  on  a  fashionable 
promenade  without  a  girdle  of  some  description. 

Manufacturers  are  more  than  pleased  at  the  busi- 
ness being  done  and  with  the  prospects  of  a  con- 
tinuance of  the  present  very  satisfactory  conditions. 
This  is  the  first  season  in  some  years  that  manu- 
facturers have  had  a  real  opportunity  to  develop 
their  ingenuity  in  the  production  of  new  and  effect- 
ive belts,  with  a  reasonable  prospect  of  their  labor 
being  well  repaid.  This  season,  however,  the  lead- 
ers in  the  line  have  given  a  free  rein  to  their  design- 
ers, with  the  result  that  a  most  magnificent  assort- 
ment is  being  offered  for  the  approval  of  buyers. 

For  some  time  past  the  belt  business  has  been  a 
creeping  proposition  and  offered  but  little  encour- 
agement to  manufacturers  and  designers.  The  re- 
sult has  been  that  many  manufacturers  who  had 
secured  a  nationwide  reputation  in  the  manufacture 
of  ladies'  belts  were,  by  lack  of  business,  forced  to 
go  into  other  lines.  Today,  however,  the  belt  busi- 
ness is  on  a  solid  foundation,  the  demand  is  growing 
day  by  day,  and  an  opportunity  is  afforded  these 
men  to  come  back  into  the  business  and  once  again 
occupy  a  prominent  and  lucrative  position. 

Prices  of  Leather  Belts  Slightly  Higher. 

Prices  are  naturally  rather  high,  as  not  only 
leather,  but  all  kinds  of  materials  are  constantly 
rising  in  price.  When  prices  of  manufactured  goods 
are  high,  there  seems  to  be  a  general  disposition  to 
blame  the  manufacturer.  Sometimes  this  is  justi- 
fied, but  not  so  in  this  case.  As  far  as  can  be  judged, 
manufacturers  have  made  no  attempts  to  advance 
prices  unreasonably  and  saddle  the  public  with  ex- 
orbitant profits.  Their  prices,  considering  condi- 
tions, are  usually  fair  and  return  but  a  reasonable 
profit  upon  their  labor  and  enterprise.  This  they 
are  certainly  entitled  to. 

Amongst  the  many  innovations  being  shown  in 
some  of  the  large  department  stores  are  narrow 
belts  or  suede  or  patent  leather  with  bead  decora- 
tions or  partly  composed  of  beads  in  colors  to 
match  the  bags  with  which  they  are  to  be  worn. 
Many  long  sashes  covered  entirely  with  beads  and 
having  fringed  edges  of  beads  are  being  shown. 

While  suede  leather  seems  to  predominate  in  the 
newest  and  most  popular  belts,  many  attractive  ones 
are  shown  in  patent  leather,  in  black,  white  and 
sports  colors  with  large  celluloid  buckles  to  match. 


THE  SAFE  BUYER. 

THE  man  who  never  does  a  foolish  thing  sel- 
dom does  a  wise  one,  and  it  is  fairly  safe  to  say 
that  a  buyer  who  never  gets  a  sticker  is  a  dead  one, 
whose  stock  is  composed  of  absolute  staples,  on 
which  profits  are  too  close,  and  whose  assortment  is 
entirely  insufficient  to  meet  live  demands  or  build 
a  growing  business. 


MISGUIDED  THRIFT. 

ONE  of  the  greatest  dangers  that  confronts  us  at 
this  moment  is  misguided  thrift,"  declares 
a  statement  recently  issued  by  S.  W.  Straus,  Presi- 
dent of  the  American  Society  for  Thrift. 

"In  our  efforts  to  be  particularly  economical,  we 
find  ourselves  going  to  extremes  in  the  opposite 
direction,  which  is  just  as  great  a  menace  as  waste- 
fulness and  extravagance,"  said  he.  "One  of  the 
worst  calamities  that  could  befall  our  nation  at  any 
time  would  be  to  stop  the  wheels  of  industry,  but 
more  especially  NOW. 

"The  point  is  to  differentiate  between  destructive 
and  constructive  thrift.  In  times  of  peace  or  war, 
waste  is  reprehensible,  but  indiscriminate  tight- 
fistedness  is  worse,  because  in  such  conditions  the 
provident  are  made  to  suffer  with  the  improvident. 

"Because  the  whole  nation  suddenly  has  become 
conscious  of  the  necessity  of  thrift,  we  as  indi- 
viduals should  take  care  not  to  deflect  from  their 
normal  courses  the  tides  of  the  nation's  money  that 
turn  the  wheels  of  industry.  America  as  a  nation 
is  not  in  any  danger  of  running  short  of  money,  but 
we  are  threatened  with  a  food  shortage  because  on 
us  rests  the  duty  and  responsibility  of  feeding  our 
allies. 

"Everyone  can  distinguish  the  difference  be- 
tween prudent  living  and  wastefulness.  If  a  man 
buys  a  suit  of  clothes,  a  pair  of  shoes  or  a  hat,  his 
money  goes  into  legitimate  circulation  and  fur- 
nishes uses  for  capital  and  employment  for  labor. 

"The  American  people  have  responded  in  a  grand 
way  to  the  needs  of  the  hour.  We  are  going  to 
conserve  our  resources  and  increase  our  food  sup- 
ply in  a  way  that  will  astonish  the  world,  but  in 
doing  this  we  stand  face  to  face  with  economic 
hardships  unless  each  individual  is  governed  by 
common  sense,  prudence  and  foresight. 

"In  brief,  administer  your  expenditures  in  a  clean, 
honest,  legitimate  and  patriotic  manner.  Elim- 
inate waste  of  food,  bearing  in  mind  that  every 
mouthful  you  save  may  be  the  sustenance  of  some 
starving  fellow  human  being  abroad.  We  should 
not  tear  down  on  one  hand  while  we  are  trying 
to  build  up  on  the  other.  Those  in  business  should 
not  hesitate — be  courageous  and  keep  on  going. 
America  has  everything  to  make  herself  prosperous. 
The  billions  of  dollars  which  are  being  raised  for 
war  purposes  will  eventually  return  into  the 
pockets  of  the  people.  Even  the  money  which  we 
loan  to  our  allies  is  being  spent  immediately  in 
America.  The  national  bond  issue  means  that  for 
some  years  to  come  this  country  will  be  paying 
back  the  obligations  incurred  today.  America  is 
still  in  the  midst  of  the  greatest  era  of  material 
prosperity  the  country  has  ever  known. 

"In  the  matter  of  individual  expenditure  every 
man  should  be  guided  by  his  own  necessities  and 
the  needs  of  his  country.  Let  none  of  us  be  a 
slacker  in  the  business  world.  This  is  no  day  for 
the  coward  or  weakling.  Be  brave  and  confident. 
Remember  the  most  acute  need  of  our  nation  to- 
day is  intelligent,  productive,  constructive  thrift." 
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A  Recent  Window  Display  of  Fabric  Handbags  by  Saks  &  Company,  New  York. 

How  to  Sell  Ladies'  Handbags 

Some  Retailers  Seem  to  Be  Conducting  This  Department  Guided  by  a  Book  on  "How  Not  to 

Sell  Handbags." 


AYBE  you  gather  that  How  to  Sell 

MVC  Handbags  is  a  story  of  business- 
(Co  science,  but  you  are  a  million  miles 
from  the  fact  if  that  is  the  way  the 
heading  of  this  impresses  you.  The 
only  reason  for  today's  article  is  that  we  have  no- 
ticed a  lot  of  stores  using  methods  that  ought  to  be 
corrected  right  away.  Their  methods  must  have 
been  taken  from  somebody's  advice  on  How  Not  To 
Sell  Handbags. 

Judging  by  their  actions  they  seem  to  imagine  that 
they  must  continue  as  of  old  to  advertise  sales  of 
dollar  and  dollar-fifty  "take-me-homes."  That  was 
all  right  when  conditions  were  normal  and  the  hand- 
bags were  leather  or  metal.  Just  now  the  draw- 
string fabric  bag  happens  to  be  the  main  reliance  of 
the  department  and  if  you  have  had  one  of  these 
bargain  price  sales  of  draw-strings  you  have  prob- 
ably learned  that  the  quickest  way  to  kill  off  busi- 
ness for  the  handbag  department  is  via  the  draw- 
string bargain  sale.  Women  can  make  the  same 
kind  of  bags  out  of  a  remnant  and  a  few  beads.  They 
don't  have  to  pay  you  a  dollar  for  so  simple  a  bag. 
but  they  may  pay  you  a  visit  to  see  how  the  bags 
you  advertise  are  put  together. 

So  if  all  you  aim  to  accomplish  is  getting  a  crowd 
into  your  store  you  can  be  reasonably  sure  of  a  fair 
attendance  of  "lookers"  on  the  day  of  the  sale.  May- 
be the  "lookers"  will  become  purchasers  at  other 
counters,  but  it  is  a  last-straw  sort  of  policy  that 
pays  good  advertising  money  for  one  kind  of  results, 
doesn't  get  them  and  then  trusts  to  luck  for  results 
somewhere  else.  One  of  the  leading  handbag  manu- 
facturers says  that  he  has  repeatedly  declined  orders 
for  cheap  draw-string  bags.  Can't  afford  to  help  his 
customers  come  a  cropper. 


But  this  same  manufacturer  is  doing  a  wonderful 
business  in  fabric  bags  so  richly  encrusted  with 
beads  that  no  woman  shopper  would  attempt  to 
duplicate  them  at  home  with  her  own  hands.  The 
retailers  who  are  featuring  bags  of  this  sort  report 
a  very  satisfactory  trade.  Women  soon  learn  where 
to  look  for  good  things  and  they  are  evidently  glad 
to  pay  the  prices  these  handsomely  bead-worked 
bags  command. 

There  is  always  a  decided  sentiment  against  mer- 
chandise that  can  be  duplicated  at  home  by  the  aver- 
age woman.  It  is  natural.  Nobody  can  take  much 
pride  in  carrying  a  home  made  bag  unless  it  was 
remarkably  handsome  or  elaborate  and  such  cases 
are  naturally  rare,  few  women  have  the  necessary 
skill  or  experience  to  produce  bags  of  this  character. 
Get  in  a  stock  of  richly  embroidered  bags,  any  kind 
of  bags  that  show  good  value  in  the  amount  and  ex- 
cellence of  the  work  on  them,  and  forget  the  once 
popular  but  now  impractical  sales  of  dollar  and  dol- 
lar-fifty goods. 

Manufacturers'    Showings    Unusually  Attractive. 

The  sample  rooms  of  handbag  manufacturers  are 
becoming  more  attractive  day  by  day.  The  pre- 
ponderance of  beautiful  fabrics  over  leather  is  oi 
course  responsible  for  the  brightness  and  attractive- 
ness of  the  salesrooms.  A  description  of  the  various 
novelties  being  shown  is  almost  impossible,  the  lines 
being  so  varied. 

While  the  cost  of  everything  that  goes  into  the 
making  of  a  handbag,  including  labor,  is  continually 
advancing,  prices  are  practically  no  higher  than  at 
this  time  last  season.  Why,  nobody  seems  to  know. 
Just  now  would  seem  a  good  time  for  buyers  to  put 
in  at  least  a  fairly  representative  line  of  the  novelties 
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offered,  for  that  prices  will  advance  in  the  near  future 
is  a  foregone  conclusion. 

According  to  all  accounts  the  higher  grades  are 
selling  better  than  the  cheaper  lines.  In  fact,  there 
is  a  noticeable  falling  off  in  the  demand  for  the  cheap 
bags  that  were  in  such  demand  a  short  time  ago. 
This  is  a  good  sign  and  one  that  augers  well  for  the 
continuation  of  a  successful  season. 

Retailers  Report  Good  Business. 

Retail  stores  all  over  the  country  report  a  splendid 
business,  but  in  spite  of  the  overwhelming  evidence 
of  the  continued  popularity  of  handbags,  there  are 
many  buyers  who  fail  to  realize  the  amount  of  busi- 
ness that  can  be  done  by  a  liberal  showing  of  the 
latest  novelties  and  a  determination  to  do  the  lead- 
ing business  in  his  town  in  this  particular  line. 

As  a  rule,  they  seem  to  forget  that  times  change 
and  opportunities  come  and  go  with  them.  It  is  not 
so  long  ago  that  the  shopping  bag  of  the  woman  in 
moderate  circumstances  was  a  most  modest  affair  of 
plain  leather,  with  the  simplest  of  leather  or  metal 
mountings  with  perhaps  an  initial  or  a  monogram 
on  one  side.  It  did  duty  winter  and  summer  and 
when  it  was  worn  out,  and  not  until  then,  a  new  one 
of  the  same  general  character  was  purchased. 

But  times  have  changed ;  this  is  an  age  of  extrava- 
gance which  buy- 
ers should  take 
advantage  of.  The 
woman  of  the 
present  day,  if  she 
has  sufficient 
means,  has  a  num- 
ber of  bags  which 
she  selects  as 
carefully  as  she 
does  her  dresses, 
and  carries  them 
in  accordance  with 
certain  costumes. 

Steel  beads  are 
still  the  most  pop- 
ular trimming 
used  in  the  decor- 
ation of  handbags. 
A  very  handsome 
sample  is  a  silk 
pouch  bag  in 
which  steel  beads 
are  used  to  over- 
cast the  edge, 
with  a  fine  scroll  pattern  of  beads  carried  across  the 
top.  On  another  silk  bag  there  is  a  strap  handle 
which  ends  in  a  large  wrist  ring  that  is  almost  en- 
tirely covered  with  steel  beads. 

Although  for  some  time  past  leather  handbags 
have  been  somewhat  in  the  minority  some  manufac- 
turers are  producing  some  leather  novelties  which 
are  being  well  received.  Among  the  most  novel  are 
patent  leather  pocketbooks  and  purses  in  sports 
colors.  Many  of  them  show  a  grained  surface,  while 
others  have  a  wide  dented  ribbing  or  vertical  stripe. 
Especially  popular  are  the  books  with  the  stationery, 
purse  compartment  and  the  strap  on  the  back.  Then 


there  are  other  books  fashioned  of  white  kid  with 
one  corner  turned  back,  showing  a  lining  of  colored 
kid  in  every  color  imaginable. 

The  Genuine  American  Bead  Bag. 

Bead  work  is  older  than  civilization,  and  attained 
its  highest  development  amongst  primitive  people. 
The  American  Indians,  particularly  the  Iroquois  and 
Sioux  tribes,  have  always  excelled  in  bead  work,  and 
work  of  this  character  is  the  sole  method  of  existence 
of  many  of  them  today. 

Now  that  fashion  has  put  its  seal  upon  bead  work 
of  every  description,  what  more  natural  than  that 
American  manufacturers  should  seek  out  the  most 

skilful  workers 
amongst  the 
American  Indians. 
Not  only  is  the 
bead  work  ex- 
quisitely done,  but 
the  designs  are 
most  original — in 
fact  the  inspira- 
tion for  many  of 
the  handsomest 
trimmings  on 
Milady's  costume 
has  been  furnished 
by  the  work  of 
these  primitive 
and  untutored 
people. 

One  of  our  most 
prominent  makers 
of  ladies'  hand 
bags,  perceiving 
the  wonderful 
possibilities  in  the 
future  of  a  truly 
American  bag,  made  arrangements  for  securing  the 
services  of  some  of  the  most  expert  Indian  bead 
workers  in  America.  The  results  were  most  grati- 
fying and  many  of  the  beautiful  embroidered  and 
fringed  bags  are  now  on  exhibition  and  sale  in  their 
sample  rooms.  Two  of  the  handsomest  and  most 
original  in  design  are  illustrated  on  this  page. 

The  woman  who  carries  one  of  these  masterpieces 
of  Indian  artcraft  will  have  the  satisfaction  of  know- 
ing that  she  is  not  only  showing  a  true  American 
spirit  by  encouraging  a  real  American  industry,  but 
showing  the  world  at  large  what  the  native  Ameri- 
cans are  able  to  accomplish. 


PASS  IT  ALONG. 

WHEN  you  receive  your  trade  paper  do  not  let 
its  influence  stop  after  you  have  read  it.  Pass 
it  along.  When  you  stop  to  think  of  the  earnest 
efforts  and  the  money  which  publishers  of  trade 
papers  are  expending  in  efforts  to  secure  the  highest 
grade  of  editorial  matter  obtainable,  it  appears  to  be 
a  positive  injustice  that  every  salesman,  every  clerk 
and  even  every  cash  boy  should  not  have  the  advan- 
tage of  profiting  by  the  articles  which  are  constantly 
appearing  in  progressive  trade  journals. 

Illustrations  by  courtesy  of  American  Bead  Co. 
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A  Reason  a  Day  for  Toilet  Goods 

A  Glimpse  Into  the  Dependable  Nature  of  the  Toilet  Goods  Department  Where  Modern  Selling  Prevails. 


ASHIONS  may  come  and  fashions 
may  go,  and  going  leave  behind  them 
many  kinds  of  merchandise  high  and 
dry  for  whole  seasons  and  even  for 
years  at  a  time,  but  for  toilet  goods 
the  demand  is  never  absent.  They  are  items  of  daily 
use,  bought  for  the  laborer's  and  the  millionaire's 
home.  There,  in  the  summing  up,  is  the  great  and 
enduring  reason  why  every  retail  merchant  should 
heed  the  trade  building  opportunities  which  lie  in 
having  a  thoroughly  up-to-date  toilet  goods  depart- 
ment. No  class  distinctions  are  recognized  by  toilet 
goods.  Their  use  is  as  extensive  as  the  population 
around  you.  Some  will  buy  more  expensive  goods 
than  will  appeal  to  the  purses  of  the  majority  but 
in  the  broad  sense  there  is  no  home  where  the  need 
of  toilet  goods  does  not  send  the  women  folks  on  a 
shopping  excursion  with  great  frequency. 

It  would  be  out  of  the  question  to  attempt  to  give 
a  list  of  all  the  items  which  suit  themselves  to  the 
forming  of  a  comprehensive  toilet  goods  department 
but  at  least  it  is  worth  pointing  out  that  the  wide 
range  of  necessary  things  which  come  under  this 
head  makes  the  drawing  power  of  the  department  a 
certainty.  If  brushes,  combs  and  manicure  sets 
have  a  longer  life  than  makes  for  quick  repeat  sales, 
consider  the  host  of  other  goods,  such  as  perfumes, 
cosmetics,  soaps  and  dentifrices,  which  are  so  rap- 
idly used  by  us  as  to  require  frequent  replenishing. 
It  may  be  perfume  this  week  and  a  dentifrice  next 
week,  but  the  home  supply  of  toilet  goods  is  bound 
to  be  lacking  at  least  one  article  at  the  end  of 
every  week. 

This  condition  is  predicated  upon  the  assumption 
that  you  have  not  already  organized  the  buying 
habits  of  your  community,  as  regards  toilet  goods. 
If  you  have  any  single  department  in  your  store 
that  does  not  bring  returns  proportionate  to  the  cost 
of  its  operation,  and  if  you  are  satisfied  that  this 
state  of  affairs  is  due  to  conditions  beyond  your  con- 
trol, by  all  means  replace  it  by  putting  in  a  compre- 
hensively stocked  toilet  goods  department.  Then 
set  to  work  to  organize  the  buying  habits  of  your 
community.  The  most  direct  and  practical  means 
of  accomplishing  this  is  to  make  up  assortments — 
for  instance  a  bottle  of  perfume,  complexion  cream, 
face  powder,  lip  stick,  eybrow  stick  and  hair  beauti- 
fier  would  make  one  good  assortment.  This  should 
be  advertised  for  special  sale  at  which  other  assort- 


ments are  prominently  displayed.  For  instance, 
there  might  be  another  assortment  consisting  of 
soap,  both  salts,  bath  brush,  bath  sponge,  the  indis- 
pensable "face  cloth"  and  toilet  powder.  Then  an- 
other, including  tooth  brush,  dentifrice,  dental  rib- 
bon and  throat  spray  and  solution. 

Still  further  assortments  can  be  arranged,  and  they 
should  be  specifically  labelled  as  being  individually 
for  men,  women  or  children,  according  to  the  arti- 
cles selected.  A  set  consisting  of  safety  razor,  extra 
blades,  shaving  brush  and  soap,  face  lotion  and 
powder  would  direct  every  woman  shopper's 
thoughts  to  the  needs  of  father,  husband  or  brother. 
The  well  known  difficulty  which  mother's  experi- 
ence in  fixing  habits  of  cleanliness  in  their  young 
children  might  be  given  valuable  aid  by  arranging 
special  sets  of  tooth  brushes,  dentifrices,  soaps  and 
hair  brushes  and  combs  for  children. 

There  is  no  end  to  the  attractive  ways  which  can 
be  evolved  for  pushing  the  sale  of  toilet  goods.  But 
do  not  rest  at  the  point  of  having  a  well  presented 
variety  of  goods.  The  best  returns  from  advertis- 
ing are  the  kind  that  make  friends  for  the  store, 
irrespective  of  the  size  of  the  individual  sale  which 
comes  of  advertising  a  "special."  So  feature  a 
special  offer  of  toilet  goods  in  every  advertisement 
until  the  reputation  of  the  department  has  been  so 
firmly  established  that  people  come  to  regard  your 
store  as  the  natural  place  to  look  for  desirable  toilet 
goods. 

The  steadiest  and  most  profitable  business,  year 
in  and  out,  is  that  which  comes  from  handling  goods 
that  are  universally  and  continually  in  use.  That 
is  what  you  have  in  toilet  goods — a  class  of  merchan- 
dise which  everyone  needs  every  day.  There  is 
nothing  so  easy  as  the  growing  of  a  fine  trade  in  this 
line  if  you  are  as  heartily  enthusiastic  over  the  de- 
partment as  you  want  the  public  to  be.  And  there 
is  no  easier  department  with  which  to  injure  the 
general  reputation  of  your  store — if  you  listen  to 
palpably  fraudulent  propositions  from  those  who 
would  be  glad  to  sell  you  a  stock  of  meritless  goods 
at  prices  so  low  that  the  quality  of  the  goods  is 
dubious  to  say  the  least. 

But  lest  anyone  should  attempt  to  start  a  toilet 
goods  department  with  a  small  range  of  stock,  let 
it  be  remembered  that  there  is  no  more  absurd  un- 
dertaking than  this.  The  very  nature  of  the  depart- 
ment makes  it  imperative  to  have  a  full  line. 
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Better  Grades  of  Brushes  Demanded. 

One  very  gratifying  feature  of  the  business  now 
being  done  in  toilet  accessories  is  the  demand  for 
hair  brushes  of  quality.  The  days  of  cheap  and 
trashy  brushes  have  happily  passed.  The  public  has 
learned  by  costly  experience  that  cheap  brushes  of 
poor  quality  are  a  delusion  and  a  snare.  The  public 
demand  brushes  that  will  give  good  service. 

In  consequence  of  this  general  trend  toward  the 
better  grades  of  goods  the  assortments  being  shown 
by  manufacturers  and  jobbers  contain  but  few  of 
the  lower  grades,  the  demand  for  them  being  so  lim- 
ited. Many  new  shapes  have  recently  been  intro- 
duced and  have  been  well  received  by  the  trade. 

The  lack  of  importations  of  foreign  hair  brushes 
has  opened  up  an  opportunity  for  American  manu- 
facturers, which  to  their  credit  it  may  be  said,  they 
have  not  failed  to  take  advantage  of.  For  some 
time  past  the  product  of  American  manufacturers 
has  steadily  improved,  so  that  today  the  statement 
is  freely  made  that  brushes  as  fine  in  quality  and 
finish  as  are  produced  in  any  part  of  the  world  are 
being  made  in  this  country  today. 

This  fact  has  been  brought  to  the  attention  of  the 
American  public  through  liberal  advertising,  at  a 
cost  of  hundreds  of  thousands  of  dollars,  so  that  to- 
day the  old  time  argument  advanced  by  the  average 
salesperson  when  endeavoring  to  sell  a  brush  that 
the  brush  was  an  imported  one  no  longer  has  any 
weight  with  the  customer  of  average  intelligence. 
As  a  matter  of  fact,  in  many  cases  such  a  statement 
really  deprecates  the  value  of  the  brush  in  question. 
The  value  of  advertising  was  never  more  clearly 
shown  than  in  this  particular  case. 

Featuring  Toilet  Goods  for  Men. 

Judging  from  their  actions,  many  merchants  labor 
under  the  delusion  that  it  is  not  worth  their  while 
to  cater  very  strongly  to  men  in  their  toilet  acces- 
sories department.  If  these  merchants  would  only 
take  the  trouble  to  investigate  they  would  undoubt- 
edly be  strongly  impressed  with  the  large  and  profit- 
able business  being  done  in  this  particular  line  in 
most  of  the  large  and  progressive  department  stores 
throughout  the  country.  The  business  done  in  these 
establishments  should  convince  any  doubting  mer- 
chant of  the  immense  merchandising  possibilties 
which  the  featuring  of  goods  for  men  offers. 

A  visit  to  the  largest  and  most  prosperous  depart- 
ment stores  will  show  that  particular  care  is  taken 
there  to  see  that  the  toilet  goods  department  is  well 
supplied  with  all  kinds  of  goods  for  men's  use,  par- 
ticularly such  items  as  razors,  shaving  soaps,  witch 
hazels,  talcum  powders,  lather  brushes,  shaving 
creams,  military  brushes,  etc.  The  large  amount  of 
business  done  in  this  particular  class  of  goods  in 
these  mammoth  establishments  proves  the  wisdom 
of  this  course  of  action  on  the  part  of  the  proprietor 
of  the  store. 

Contrary  to  general  belief  it  has  been  established 
by  thorough  investigation  that  by  far  the  largest 
percentage  of  goods  used  by  men  is  bought  by 
women.  This  can  be  demonstrated  at  any  time  by 
looking  up  the  amount  of  men's  goods  sold  at  stores 
which  are  almost  exclusively  patronized  by  women. 


This  being  so,  it  would  seem  to  be  wise  on  the 
part  of  buyers  to  feature  goods  for  men's  use  to  a 
greater  extent  than  is  usually  done,  particularly 
those  goods  which  are  from  time  to  time  liberally 
advertised  in  the  leading  periodicals  and  magazines. 
By  so  doing  the  department  can  get  a  direct  bene- 
fit from  the  large  amount  of  money  expended  by 
the  makers  of  these  advertised  goods. 

 ♦  

TOILET  ARTICLES  IN  THE  FAR  EAST. 

ACCORDING  to  recent  report  sent  to  the  United 
States  Government  by  Commercial  Agent 
Stanhope  Sams,  there  is  a  rapidly  growing  demand 
throughout  the  Far  East  and  Australasia  for  Amer- 
ican toilet  articles.  All  through  China,  eastern  Si- 
beria, Japan,  the  Philippines,  Straits  Settlements, 
Malay  States,  and  the  Dutch  East  Indies,  and  in 
Australia,  numbers  of  American  toilet  articles  are  on 
sale,  and  a  demand  for  a  larger  supply.  The  war 
has  practically  stopped  the  shipment  of  such  articles 
from  two  main  sources  (France  and  England),  and 
the  products  of  a  third  leading  supplier  (Japan)  meet 
their  readiest  sale  in  Japanese  and  Korean  cities. 
This  field  could  be  worked  up  to  a  far  greater  ex- 
tent than  it  is  at  present,  and  offers,  indeed,  one  of 
the  best  opportunities  for  the  American  exporter. 

By  "toilet  articles"  is  meant  everything  that  is 
generally  included  in  the  term,  from  safety  razors  to 
dentifrices  and  soaps. 

ONE  PRICE  TO  ALL. 

MAKE  it  a  law  to  have  one  price  to  all,  and  that 
price  in  plain  figures,  and  "money  back  if  you 
want  it,"  should  be  the  rule  in  every  wideawake 
retail  dry  goods  store.  Let  it  be  recognized  in  the 
community  that  a  child  may  be  able  to  buy  goods 
in  your  store  as  cheap  and  with  the  same  satisfac- 
tion as  could  an  expert  of  values. 

Such  a  policy  cannot  do  other  than  command  the 
confidence  and  respect  of  the  public  and  bring  the 
greatest  possible  benefit  to  the  retailer. 

 *  

Statement   of   the   Ownership,   Management,   etc.,   Required   by  the 
Act  of  Congress  of  August  24,  1912, 

Of  Notions  and  Fancy  Goods,  published  monthly  at  New  York,  N.  Y., 
for  April  1,  1917. 

State  of  New  York,  County  of  New  York,  ss. 

Before  me,  a  Notary  Public  in  and  for  the  State  and  county  afore- 
said, personally  appeared  Robert  H.  McCready,  who,  having  been  duly 
sworn  according  to  law,  deposes  and  says  that  he  is  the  Business 
Manager  of  Notions  and  Fancy  Goods  and  that  the  following  is,  to 
the  best  of  his  knowledge  and  belief,  a  true  statement  of  the  owner- 
ship, management  (and  if  a  daily  paper,  the  circulation),  etc.,  of  the 
aforesaid  publication  for  the  date  shown  in  the  above  caption,  required 
by  the  Act  of  August  24,  1912,  embodied  in  Section  443,  Postal  Laws 
and  Regulations,  printed  on  the  reverse  of  this  form,  to  wit: 

1.  That  the  names  and  addresses  of  the  publisher,  editor,  manag- 
ing editor,  and  business  managers  are:  Publisher,  McCready  Publish- 
ing Co.,  118  East  28th  St.,  N.  Y.;  editor,  S.  W.  Richards,  118  East  28th 
St.,  N.  Y. ;  managing  editor,  none;  business  manager,  R.  H.  McCready, 
118  East  28th  St.,  N.  Y. 

2.  That  the  owners  are:  McCready  Publishing  Co.,  118  East  28th 
St.,  N.  Y.;  R.  H.  McCready,  118  East  28th  St.,  N.  Y. ;  S.  W.  Richards, 
118  East  28th  St.,  N.  Y.;  C.  J.  O'Brien,  22  North  William  St.,  N.  Y. 

3.  That  the  known  bondholders,  mortgagees,  and  other  security 
holders  owning  or  holding  1  per  cent,  or  more  of  total  amount  of 
bonds,  mortgages,  or  other  securities  are:  R.  H.  McCready,  118  East 
28th  St.,  N.  Y;  E.  A.  Sprowl,  118  East  28th  St.,  N.  Y.;  C.  J.  O'Brien, 
22  North  William  St.,  N.  Y. 

4.  That  the  two  paragraphs  next  above,  giving  the  names  of  the 
owners,  stockholders,  and  security  holders,  if  any,  contain  not  only 
the  list  of  stockholders  and  security  holders  as  they  appear  upon 
the  books  of  the  company  but  also,  in  cases  where  the  stockholder 
or  security  holder  appears  upon  the  books  of  the  company  as  trustee 
or  in  any  other  fiduciary  relation,  the  name  of  the  person  or  cor- 
poration for  whom  such  trustee  is  acting  is  given;  also  that  the  said 
two  paragraphs  contain  statements  embracing  affiant's  full  knowledge 
and  belief  as  to  the  circumstances  and  conditions  under  which  stock- 
holders and  security  holders  who  do  not  appear  upon  the  books  of 
the  company  as  trustees  hold  stock  and  securities  in  a  capacity  other 
than  that  of  a  bona  fide  owner;  and  this  affiant  has  no  reason  to 
believe  that  any  other  person,  association,  or  corporation  has  any 
interest  direct  or  indirect  in  the  said  stock,  bonds,  or  other  securities 
than  as  so  stated  by  him.  ROBERT  H.  McCREADY. 

Sworn  to  and  subscribed  before  me  this  30th  day  of  March,  1917. 

FREDERICK  PFISTER. 

(My  commission  expires  March  30,  1917.) 


May,  1917 
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Good  Profits 


M0 ERCHANDISE  of  the  character  gen- 
erally classed  under  the  head  of 
fancy  goods  is  not  only  easy  but 
profitable  to  handle.  A  very  inter- 
esting and  attractive  stock  can  be 
carried  with  a  small  investment,  the  majority  of  the 
goods  always  sell  on  sight,  pays  an  exceptionally 
good  profit  and  enables  a  merchant  to  keep  the  stock 
continually  sweetened  up  with  novelties  that  are 
always  of  absorbing  interest. 

Possibly  one  of  the  principal  reasons  why  the  old- 
time  merchant  failed  to  pay  much  attention  to  this 
interesting  and  profitable  line  was  the  fact  that  a 
good  assortment  was  so  difficult  to  procure.  He 
had  to  go  from  one  manufacturer  to  another  in  order 
to  secure  even  a  limited  assortment,  and  no  special 
efforts  were  made  to  interest  him  in  the  line.  Few 
domestic  manufacturers  specialized  in  the  produc- 
tion of  fancy  novelties  and  few  of  the  large  whole- 
sale houses  made  any  considerable  feature  of  it, 
most  of  the  novelties  coming  from  Europe.  To-day 
this  is  changed.  Not  only  are  the  principal  lines 
made  in  this  country,  but  large  wholesale  houses 
specialize  on  fancy  goods  and  offer  to  the  merchants 
almost  inexhaustive  lines  from  which  to  select. 

Novelties,  novelties,  and  still  more  novelties,  is  the 
key  of  the  business  situation  in  this  line.  The  ordi- 
nary woman,  the  woman  who  wants  things,  doesn't 
want  the  same  things  she  bought  last  year.  Be- 
sides, she  must  be  tempted  a  bit.  A  woman  is  said 
to  spend  money  in  two  ways.  When  she  has  more 
than  enough  she  wastes  it  and  when  she  has  less 
than  enough  she  must  be  compelled  to  want  some- 
thing before  she  will  buy  it.  So  it  is  up  to  the  mer- 
chant to  make  the  appearance  of  his  department  so 
attractive  and  the  novelties  so  tempting  that  even 
the  woman  of  limited  means  will  not  be  able  to  with- 
stand the  temptation.  Remember  the  price  tempta- 
tion is  not  the  real  thing  that  compels  the  sale ;  the 
real  temptation  is  the  newness,  the  novelty  and  the 
excellence  of  the  article  itself. 

Good  Display  Most  Important. 

The  most  successful  fancy  goods  departments,  as 
a  rule,  are  those  in  which  the  goods  are  most  attrac- 
tively displayed.  Fully  fifty  per  cent,  of  all  the  goods 
sold  at  the  fancy  goods  department  are  disposed  of 
to  customers  who  had  no  idea  of  purchasing  them 
until  they  saw  them  tastefully  displayed.  For  this 
reason  fancy  goods  and  particularly  the  latest  novel- 
ties should  be  placed  where  the  greatest  number  of 
people  can  see  them. 


in  Fancy  Goods 


The  old  adage  "goods  well  bought  are  half  sold,"  is 
all  right  as  far  as  it  goes,  but  no  matter  how  well 
fancy  goods  are  bought,  they  will  never  sell  unless 
they  are  shown.  More  than  that  if  properly  shown 
they  will  almost  sell  themselves. 

A  few  suggestions  to  the  fancy  goods  buyer  may 
not  be  out  of  place  right  here.  Buy  carefully  and 
in  small  quantities,  but  carry  sufficient  variety  to 
meet  all  demands.  Sample  the  novelties  as  fast  as 
they  appear ;  don't  wait  until  you  see  them  in  your 
competitor's  windows. 

Watch  your  stock  closely  and  be  prompt  in  re- 
ordering as  soon  as  sold  out.  It  frequently  pays  to 
wire  your  orders  and  have  the  goods  shipped  by  ex- 
press. Time  is  valuable,  particularly  when  novelties 
are  in  question.  Don't  buy  too  much  at  a  time,  or 
order  too  far  ahead.  You  never  can  tell  when  some- 
thing newer  and  better  will  come  up.  Keep  your 
stock  in  shape  so  that  you  may  take  advantage  of 
everything  new  that  comes  out.  Always  have 
the  live  ones  and  display  them  at  once  in  the  most 
prominent  position. 

These  are  the  principles  adopted  by  the  most  suc- 
cessful buyers  in  the  largest  stores  in  the  country, 
and  the  experience  of  these  men  can  be  safely  used 
as  a  guide  by  buyers  of  the  smaller  stores. 

One  thing  more.  See  that  you  put  a  liberal  profit 
on  your  merchandise.  Goods  of  this  character 
should  not  be  marked  according  to  their  cost  or  to 
their  intrinsic  value.  It  is  not  a  question  of  what 
they  are  worth,  but  what  they  will  bring. 

Manufacturers  Shewing  Splendid  Assortments. 

Considering  the  conditions  that  exist  in  the  metal 
market,  the  high  cost  of  the  raw  material  and  the 
scarcity  of  wanted  stock,  it  is  really  remarkable  that 
such  a  showing  of  metal  fancy  goods  should  be  on 
exhibition  for  the  approval  of  buyers. 

In  fact  not  for  years  has  such  a  splendid  assort- 
ment of  novel  and  attractive  articles  of  metal  been 
shown  on  the  tables  of  wholesale  dealers  as  at  the 
present  time.  The  showings  are  not  distinguished 
by  the  exploitation  of  any  single  line,  every  variety 
of  fancy  articles  being  represented.  The  new  assort- 
ments include  jewel  boxes,  thermometers,  candle- 
sticks, religious  articles,  photo-frames,  toilet  articles, 
mirrors,  vases,  clocks,  trinket  boxes,  pomade  jars, 
bon-bon  baskets,  pin  trays,  shaving  sets,  inkstands, 
etc.,  as  well  as  a  most  extensive  line  of  articles  for 
smokers'  use,  such  as  cigar  and  cigarette  jars,  match 
safes,  ash  receivers  and  smokers'  sets.  A  line  of 
metal  art  craft  smokers'  articles,  which  are  being 
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featured  by  one  of  the  largest  manufacturers  in  the 
line,  are  worthy  of  particular  mention. 

Owing  to  the  conditions  which  prevail  in  Europe 
the  showings  of  imported  articles  is  exceedingly 
limited.  Their  absence,  however,  is  scarcely  notice- 
able, there  being  such  a  wealth  of  novelties  of  Amer- 
ican manufacture.  While  it  is  undoubtedly  true  that 
the  inspiration  for  some  of  the  best  domestic  pro- 
ductions come  from  a  study  of  European  models 
they  have  been  altered  and  improved  to  such  an 
extent  as  to  be  practically  original. 

Another  very  encouraging  feature  is  the  interest 
displayed  in  the  better  class  of  art  metal  goods,  the 
hand-made  goods  particularly.  The  new  Tines  of 
hand-wrought  articles  include  vases,  lamps,  fern- 
eries, chafing  dishes,  umbrella  stands,  etc.,  all  of 
which  are  distinctly  susceptible  of  varied  treatment 
and  distinctive  finish. 

The  Increasing  Popularity  of  Celluloid  Goods. 

There  is  perhaps  no  one  line  of  merchandise 
that  can  properly  come  under  the  head  of  fancy 
goods  which  is  increasing  in  popularity  to  the  same 
extent  as  goods  made 
of  the  various  materials 
in  imitation  of  ivory. 
There  are  many  reasons  \ 
for  this,  not  the  least  of 
which  is  the  great  va- 
riety of  articles  that  are 
being  offered  by  manu- 
facturers   for   the  ap- 
proval of  the  public. 

Imitation  ivory  is 
fast  taking  the  place  of 
silver  plate  and  other 
materials   formerly  so 

popular.      The      public  Indian  Hand-Made  S 

have  learned  the  many  By  courtesy  of  e. 

advantages  possessed 
by  this  class  of  goods, 

including  their  practicability,  and  their  compara- 
tive inexpensiveness.  They  also  appreciate  the 
ease  with  which  articles  of  this  character  can  be 
kept  clean. 

As  in  other  articles  there  are  many  grades  of 
excellence  in  celluloid  goods,  the  better  qualities 
being  excellent  substitutes  for  genuine  ivory.  They 
are  sold  under  many  different  names  such  as  Ivor- 
oid,  Ivorine,  etc.,  and  the  finer  grades  are  freely 
bought  by  the  wealthier  classes. 

A  most  wonderful  assortment  is  being  shown. 
It  includes  brushes,  combs,  mirrors,  trays,  baskets, 
boxes  for  tooth  and  talcum  powders,  trinket  boxes, 
clocks  and  dozens  of  other  attractive  and  good  sell- 
ing articles. 

While  white  is  the  most  popular,  there  is  a  fair 
demand  for  those  in  imitation  tortoise  shell,  par- 
ticularly so  in  articles  intended  for  the  toilet.  There 
is  also  a  limited  demand  for  goods  in  different  tints, 
including  old  ivory  and  delicate  shades  of  blue,  pink, 
yellow  and  green.  Many  sets  of  these  colored  goods 
are  purchased  to  match  the  general  color  scheme 
of  the  room  in  which  they  are  intended  to  be  used. 


In  the  production  of  roll-ups  and  traveling  toilet 
sets  and  the  fitting  up  of  traveling  bags,  imitation 
ivory  articles  are  more  frequently  used  than  those 
of  any  other  material,  not  only  on  account  of  its 
lightness  but  its  inexpensiveness.  There  is  a  de- 
cided demand  for  having  these  articles  engraved. 
Not  only  are  the  simple  initials  of  the  owner's  name 
used,  but  elaborate  monograms  of  great  beauty. 
Sometimes  these  engravings  are  of  black,  but  more 
often  in  delicate  shadings,  such  as  light  blue  or 
green,  except  in  the  case  of  tortoise  shell,  when 
silver  or  gold  is  generally  selected. 

Possibilities  of  Cut  Glass  in  the  Department. 

The  increasing  use  of  cut  glass  should  suggest  to 
fancy  goods  buyers  to  try  out  in  their  departments 
the  merits  and  possibilities  of  this  beautiful  and  at- 
tractive ware.  While  this  kind  of  goods  is  not  classed 
under  the  head  of  fancy  goods,  it  is  a  line  that  will 
go  well  with  it  and  can  if  properly  featured  be  made 
a  highly  profitable  feature. 

This  suggestion  has  been  frequently  made  in  these 
columns,  and  those  fancy  goods  buyers  who  have 

tried  the  experiment, 
and  have  put  in  small 
■■■m  assorted  stocks  of  cut 

glass  as  a  trial,  have 
been  well  satisfied  with 
their  venture  and  are 
now  devoting  consider- 
able space  to  its  display 
and  sale. 

One  thing  is  sure,  cut 
glass  is  more  generally 
used  than  ever  before. 
Many  more  manufac- 
turers are  in  the  field, 
with  a  consequent  re- 
duction in  price.  Manu- 
facturers have  found 
new  methods  of  pro- 
duction and  are  producing  finer  goods  than  ever  be- 
fore at  considerably  lower  prices. 

This  general  reduction  in  the  price  of  cut  glass 
has  led  to  a  widespread  use,  and  hundreds  of  fam- 
ilies, who,  a  few  years  ago,  deemed  it  too  expensive 
for  their  use,  are  now  buying  in  liberal  quantities. 

Popularity  of  Sweet  Grass  Baskets. 

A  line  of  merchandise  which  is  growing  more  in 
favor  with  each  recurring  season  is  that  of  sweet 
grass  baskets.  They  are  being  shown  in  a  larger 
variety  of  shapes  that  never  before,  from  the  smallest 
not  quite  as  large  as  an  egg  to  those  large  enough 
for  a  good  sized  work  basket. 

It  is  rather  an  unfortunate  fact  that  as  the  de- 
mand for  sweet  grass  baskets  increases  the  pro- 
duction decreases.  All  sweet  grass  baskets  are 
made  by  hand  by  Indians,  the  tribes  of  which  are 
gradually  lessening  in  numbers.  Not  only  are 
there  fewer  Indians  than  formerly,  but  the  youth 
of  the  tribes  who  heretofore  occupied  themselves 
in  basket  making  are  finding  employment  in  fac- 
tories at  a  more  remunerative  wage. 


weet  Grass  Basket. 
(Juthman  Co. 


HEAD  OF  THE  CONCERN.  Not  until  recently  Jones,  did  I  realize  what  this  store 
was  missing  by  the  lack  of  attention  paid  to  the  Notion  department,  and  I  am  going  to 
turn  over  a  new  leaf.  I  am  fully  convinced  that  a  good  Notion  department  can  be  made 
the  backbone  of  the  store  and  I  have  hired  you  with  the  idea  that  you  are  the  man  that 
can  put  it  across. 


JONES,  THE  NEW  BUYER.  All  right  sir— I  don't  think  you  have  made  a  mistake. 
I  feel  that  I  can  make  the  Notion  department  a  glorious  success  and  incidentally  make  the 
house  the  best  known  in  the  state.  A  Notion  department  that  is  my  ideal  will  electrify 
every  other  department  in  the  store  with  the  life  blood  of  business — new  and  permanent 
customers. 


m 


32. 


Notions  and  Fancv  Goods 


Accounting  Good  at  the  Bank 

By  A.  M.  BURROUGHS. 

A  Chapter  from  "A  Better  Day's  Profits,"  Copyrighted  by  the  Burroughs  Adding  Machine  Co. 

The  sort  of  man  the  banks  say  "No"  to  is  the  man  who  doesn't  know  all  the  facts  about  his  business. — System. 


HENRY  JOHNSON  was  a  small  grocer  whose 
specialty  was  fresh  eggs  and  good  butter. 
His  trade  increased  under  the  stimulus  of  right 
methods  and  new  clerks  were  employed.  Finally 
his  business  reached  a  point  where  much  larger  quar- 
ters and  better  facilities  were  necessary. 

He  kept  his  own  books,  consisting  of  a  day  book 
and  a  ledger.  He  didn't  see  a  need  of  anything 
better. 

The  time  came,  however,  when  more  credit  was 
needed  to  meet  the  demands  of  his  increased  busi- 
ness. He  went  to  the  bank  to  seek  an  accommoda- 
tion. 

His  banker  asked  him  for  a  statement  of  his  af- 
fairs. Of  course  he  was  unable  to  give  a  satisfactory 
statement  and  the  loan  was  deferred. 

This  was  a  rather  rude  awakening  to  the  neces- 
sities of  his  business.  He  took  the  banker's  advice 
and  called  in  an  auditor. 

The  auditor  told  him  that  it  would  be  necessary 
to  adapt  his  system  of  accounts  to  meet  the  changed 
conditions  of  his  business. 

His  single-entry  books  had  been  all  right  to  start 
with,  but  they  were  now  too  incomplete.  The  com- 
pleting entries  must  be  made  at  frequent  and  regular 
intervals. 

Additional  accounts  had  to  be  opened  and  the 
books  kept  in  such  a  way  that  he  could  know  at  all 
times  just  where  it  stood. 

In  short,  he  needed  to  know  as  much  about  his  big 
business  now  as  he  was  able  to  know  about  his  busi- 
ness when  it  was  little. 

The  auditor's  advice  was  followed.  The  system 
recommended  was  installed,  and  a  competent  book- 
keeper was  put  in  charge. 

Mr.  Johnson  soon  realized  that  he  could  now  do 
what  he  had  long  desired  to  do — branch  out.  It  was 
no  longer  a  necessity  for  him  to  be  constantly  on 
the  job  to  know  what  was  being  done. 

Today  Mr.  Johnson  has  a 
string  of  stores  and  is  known  as 
the  "Grocery  King"  of  his  city. 
He  has  long  since  ceased  to  be 
the  sort  of  man  the  bank  says 
"No"  to.  He  knows  the  detail 
facts  about  his  business  so  well 
that  his  bank  has  all  kinds  of 
confidence  in  him. 

"There  are  lots  of  business 
men  who  don't  really  know  much  about  their  busi- 
ness— bright,  industrious  business  men,"  said  a 
banker. 

"There's  a  popular  notion  that  a  man  may  be  ex- 
pected to  know  his  own  business.  As  a  banker,  I've 
grown  skeptical  about  it. 

"A  man  may  be  at  his  desk  every  day  and  not 
really  know  what's  happening  in  his  store. 


"— Grocery  King  • 


"The  thing  that  shows  whether  a  business  man's 
request  for  credit  is  right  or  not  is  the  statement  he 
shows  you. 

"Most  banks  now  use  special  forms  and  reports 
that  enable  us  to  know  the  direction  in  which  most 
of  our  prospective  customers  are  going." 

Every  merchant  keeps  some  kind  of  records.  But 
most  of  them  keep  accounts  which  don't  account. 

Some  merchants  neglect  to  keep  complete  records 
because  it  costs  money,  but  they  pay  for  the  records 
anyway,  whether  they  keep  them  or  not.  In  fact 
they  pay  most  for  the  records  they  don't  keep. 

Doing  without  a  thing  which  is  needed  does  not 
save  its  cost.  It  always  costs  more  to  do  without 
a  thing  which  is  really  needed  than  the  thing  itself 
would  cost. 

W.  D.  Simmons,  head  of  the  great  Simmons  Hard- 
ware Company,  tells  the  story  of  a  retailer  who  went 
broke  because  he  failed  to  realize  the  importance  of 
being  able  at  any  time  to  show  his  creditors  just  how 
his  business  stood. 

He  didn't  keep  proper  records  of  the  details  of 
his  business.  When  he  got  into  a  close  pinch  and 
needed  credit  or  additional  capital  he  couldn't  show 
his  banker  nor  the  supply  house  any  good  reason 
why  they  should  have  confidence  in  him. 

Things  had  gone  so  far  before  he  really  knew  the 
conditions  he  was  facing  that  he  couldn't  possibly 
save  himself.   He  was  broke  before  he  knew  it. 

"I  n  talking 
with  him,  after- 
w  a  r  d  s,"  said 
M.  Simmons,  "I 
found  that  he 
had  thought  if 

— many  stores  for  sale —  0 

he  kept  track  of  his  invoices  until  they  were  paid, 
so  as  to  know  how  much  he  owed  and  to  whom,  and 
kept  a  record  of  the  amount  of  money  different  peo- 
ple owed  him,  that  was  really  all  that  was  necessary. 

"Any  records  other  than  those,  he  thought,  were 
'foolishness,'  and  just  made  extra  work." 

Every  merchant  has  an  accounting  system  that 
he  considers  sufficient  for  his  business.  Most  of 
them  even  think  it  the  best  system  that  could  be 
designed  for  their  business. 

That  is  why  so  many  retail  stores  are  for  sale — 
why  only  a  bare  5  per  cent,  of  all  retailers  really 
make  a  success  of  their  business. 

That  is  why  so  many  of  them,  like  the  hardware 
man  Mr.  Simmons  tells  about,  are  unable  to  get 
credit  in  a  pinch. 

As  a  test,  could  you  prepare  a  statement  of  your 
business  on  short  notice  that  you,  as  a  banker,  would 
be  willing  to  loan  depositors'  money  on? 

Could  you  produce  a  statement  of  your  business 
in  twenty-four  hours  that  would  convince  a  cold- 

(Continued  on  paye  3G) 
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Jewelry  for  the  Glorious 

Fourth 

The  Part  Jewelry  Can  Play  in  a  Salvo  of  Big  Sales 
of  Patriotic  Goods  for  the  Fourth  of  July. 


AKE  up  and  go  to  sleep  right,"  says 
a  genial  Irish  friend  who  likes  all 
colors  of  green  and  to  whom  there's 
no  such  thing  as  a  dark  day  except- 
ing   your're    blind.    And  so  if  you 


want  to  do  something  really  big  and  fine  wake  up 
to  this  opportunity.  The  country  is  in  the  midst 
of  a  patriotic  glow  that  will  not  be  denied.  People 
want  to  show  their  colors.  There  is  hardly  a  class 
of  department  store  merchandise  which  has  not 
taken  on  the  emblems  of  patriotism  in  various 
popular  forms. 

Of  all  the  departments,  jewelry  has  one  of  the 
most  clean-cut  claims  to  the  uses  of  patriotic  em- 
blems. That's  what  you  want  for  the  Glorious 
Fourth — plenty  of  popular-price  jewelry  that  ex- 
presses the  sentiment  of  the  hour.  It  is  true  that 
the  great  scarcity  of  popular-price  goods  has  made 
it  a  matter  of  some  difficulty  to  obtain  new  goods 
which  carry  patriotic  devices,  but  despite  condi- 
tions some  of  the  most  energetic  and  resourceful 
makers  have  managed  to  come  out  with  novelty 
goods  of  patriotic  nature,  much  to  the  relief  of 
buyers  who  were  becoming  concerned  over  the 
absence  of  timely  offerings.  One  manufacturer  has 
introduced  a  ring  bearing  the  national  shield 
and  it  is  almost  needless  to  say  that  the  shield  ring 
is  in  such  demand  that  the  manufacturer  is  hard 
pressed  to  keep  up  with  incoming  orders.  And  the 
same  manufacturer  is  preparing  to  introduce  a 
complete  line  of  popular  price  goods  which  convey 
the  patriotic  note. 

All  our  columns  are  permitted  to  say  is  that  the 
jewelry  department  of  the  retail  stores  will  short- 
ly be  provided  with  merchandise  that  is  up  to  the 
minute  in  every  way.  The  precise  shapes  and  de- 
sign motifs  of  the  new  offerings,  or  more  correctly 
the  goods  about  to  be  offered,  will  not  be  revealed 
until  the  line  is  all  in  readiness. 

Make  up  your  mind  and  get  into  the  right  spirit 
for  a  big  store  celebration  for  the  Fourth.  Plan  a 
lot  of  exceptional  sales  to  be  held  on  the  Monday 


and  Tuesday  before  the  Fourth  of  July,  and  let  the 
jewelry  department  figure  prominently.  Do  your 
share  in  making  the  holiday  a  big  occasion.  The 
jewelry  section  can  easily  dispose  of  a  large  amount 
of  popular-price  jewelry  during  a  corking  good 
series  of  special  sales  at  that  time. 

There  is  no  limit  to  the  variety  of  patriotic 
jewelry  that  can  be  displayed.  But  unhappily  there 
is  a  limit  to  the  facilities  of  the  manufacturers,  who 
are  considerably  handicapped  by  the  scarcity  of 
materials  and  labor,  also  by  the  high  prices  both 
command.  But  this  state  of  affairs  is  so  general 
that  the  jewelry  market  has  no  rivals  for  business 
which  are  any  differently  situated.  Everybody  is 
getting  accustomed  to  the  high  prices  and  the 
situation  is  kept  in  automatic  balance  by  the  fact 
that  the  price  advances  are  so  general. 

Retailers  in  many  sections  report  that  popular- 
price  jewelry  is  selling  readily  enough  and  the 
buyers  are  only  regretful  that  more  novelties  are 
not  to  be  had.  But  forget  everything  else  now  and 
get  into  line  to  do  something  new — put  over  a  big 
sale  of  specials  for  the  Glorious  Fourth.  The 
time  is  short  but  it  is  ample  for  the  retailer 
who  has  kept  in  close  touch  with  the  mar- 
ket and  knows  where  to  go.  Get  some  extra  good 
advertisements  licked  into  shape,  at  least  have  the 
background  of  a  good  idea  sketched  out  and  ready 
to  have  the  details  put  in  at  the  last  moment.  Get 
it  to  the  attention  of  your  local  papers  that  your 
store  is  going  to  do  something  out  of  the  ordinary 
by  featuring  Patriotic  Sales  With  Flying  Colors 
and  Exceptional  Offerings.  Don't  overlook  the 
publicity  that  you  can  get  out  of  this  idea.  Maybe 
you  will  not  be  able  to  get  the  great  quantities  and 
varieties  of  merchandise  for  the  sale  that  you  are 
accustomed  to  having  but  don't  let  that  deter  you 
from  going  ahead. 

These  are  unusual  times,  with  equally  unusual 
opportunities.  To  revert  slightly,  observe  the 
good  natured  fling  of  our  Irish  friend  and  "wake  up 
and  go  to  sleep  right." 
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Notions  and  Fancy  Goods 


Present  Fashions  Aid  Art  Embroideries 

But  Don't  Set  Your  Customers  to  Work  on  Pieces  That  Will  Exhaust  the  Patience  of  a  Generation 

Which  is  Unaccustomed  to  Much  Sewing. 


HERE  fashions  are  against  be-laced 
and  embroidered  effects  the  art  needle- 
work department  has  to  depend  for  its 
sales  upon  starting  and  encouraging 
local  fads  that  will  use  the  materials 
sold  in  this  department.  But  under  present-day 
fashions,  which  are  especially  favorable  to  creating 
interest  in  the  merchandise  of  the  art  needlework 
department,  a  different  method  of  promoting  sales  is 
advisable. 

Above  all,  do  not  encourage  women  to  start  mak- 
ing articles  that  will  take  so  long  to  complete  that 
their  interest  in  the  work  will  not  survive  until  the 
article  is  finished.  There  are  very  few  women  now- 
adays who  will  devote  the  spare  hours  of  even  a 
month  to  making  a  single  piece  of  art  needlework. 
If  you  want  to  make  a  thorough  success  of  the  de- 
partment, and  of  course  you  do,  have  your  stock  so 
well  arranged  that  no  single  piece  will  require  more 
than  two  weeks  at  the  most  for  its  complete  making 
by  the  enthusiast  who  buys  it.  That  is  the  most 
practical  recommendation  that  can  be  put  before  the 
department  buyer,  and  you  may  be  interested  to 
know  that  the  advice  comes  from  a  successful  art 
embroidery  buyer  who  goes  so  far  as  to  say  that  she 
will  not  stock  any  goods  that  require  over  the  max- 
imum two  weeks'  work,  no  matter  how  attractive 
the  goods  or  the  prices  at  which  they  are  offered. 

Now  it  is  natural  to  ask  how  anyone  can  deter- 
mine the  time  a  given  piece  of  art  needlework  will 
take.  Some  women  work  more  rapidly  than  others. 
Some  like  to  hurry  through  with  a  piece  once  it  is 
undertaken  and  others  prefer  to  take  up  the  work  at 
odd  moments  in  widely  seperated  intervals.  Nat- 
urally there  can  be  no  rule-of-thumb  by  which  to 
measure.  But  the  woman  in  charge  of  the  depart- 
ment can  always  make  a  close  estimate  of  the  time 
each  piece  will  require  and  then  divide  the  time  into 
periods  spread  over  two  weeks.  If  a  bit  of  em- 
broidery can  be  completed  within  the  limits  of  that 
time  it  is  safe  to  say  that  it  will  be  readily  salable 
and  likely  to  influence  further  sales,  always  provid- 
ing that  the  piece  in  question  is  in  good  taste. 

The  very  fact  that  a  bit  of  art  embroidery  shows 
that  it  can  be  readily  done  in  a  short  time  is  of  value 


in  making  the  sale.  Also,  if  one  woman  has  it  a 
month  without  completing  it  and  one  of  her  friends 
has  a  similar  piece  that  has  been  finished  for  two 
weeks,  the  chances  are  that  the  woman  who  has  neg- 
lected working  on  it  will  be  inspired  to  bring  it  to 
completion  without  further  delay. 

As  was  said  at  the  beginning  of  this  article,  the 
trend  of  today's  fashions  is  so  strongly  toward  dainty 
elaborations  that  the  art  embroideries  department 
certainly  should  profit  immensely  by  that  reason 
alone.  It  is  no  longer  necessary  to  evolve  local  fads. 
And  together  with  the  aid  given  by  the  character  of 
the  fashions  there  is  a  further  advantage  in  favor  of 
art  needlework,  the  nation-wide  revival  of  extensive 
home  sewing. 

Pillow  tops  and  sofa  cushions  are  just  now  ex- 
cellent sellers,  particularly  those  which  bear  pa- 
triotic mottoes  or  emblems.    Many    of   the  best 


By  Courtesy  of  Richardson  Silk  Company. 

sellers  are  those  already  stamped  for  embroidery 
with  flag  designs,  one  of  which  is  illustrated  here- 
with. 

Retail  Stores  Report  Good  Business. 

From  all  over  the  country  comes  the  report  that 
considerable  activity  prevails  at  art  embroidery  de- 
partments. The  numbers  of  women  engaged  in  Red 
Cross  work  has  not  appreciably  affected  business  in 
art  needlework,  in  fact  judging  from  the  reports 
received  as  to  the  business  being  done,  the  contrary 
effect  has  been  produced. 
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In  those  stores  where  instruction  is  given  in 
crocheting,  knitting  or  embroidery,  business  is 
especially  good  and  the  classes  are  nearly  always 
well  filled.  These  classes  have  done  more  to  stimu- 
late business  in  art  embroideries  than  all  other 
agencies  combined. 

Sales  of  embroidery  silks  and  crochet  cottons  are 
reported  as  being  particularly  heavy,  notwithstand- 
ing the  general  advance  in  prices  which  has  taken 
place  as  the  result  of  the  higher  cost  of  raw  ma- 
terials, dyes,  etc.,  and  the  lack  of  imports  occasioned 
by  the  conditions  which  prevail  in  Europe. 

Included  amongst  the  many .  attractive  articles 
which  are  stamped  for  embroidery  are  new  designs 
in  candle  and  lamp  shades.  By  keeping  in  stock  a 
line  of  articles  necessary  for  the  completion  of  these 
shades  a  very  good  business  can  be  done  and  a  very 
satisfactory  profit  realized.  These  accessories  in- 
clude the  necessary  wire  foundations,  the  candle 
holders  and  the  fringe  for  the  shades. 

Lamps  and  lamp  stands. 


as  well  as  candles  and 
candle  stands,  are 
amongst  the  lines  from 
which  a  very  profitable 
business  can  be  secured 
at  very  little  outlay. 

The  impetus  that  can  be 
given  to  the  business  of 
the  art  department  in  the 
ordinary  store  by  the  giv- 
ing of  lessons  in  art  em- 
broidery work  is  seldom 
appreciated  to  the  extent 
it  should  be.  If  none  of 
the  salespeople  in  the  de- 
partment are  competent 
to  teach,  then  a  skilled 
needlewoman  should  be 
engaged.  Of  course  this  advice  is  based  upon  the 
assumption  that  the  size  of  the  store  permits  of  de- 
voting the  necessary  space  to  the  work. 

Classes  should  be  formed  and  conducted  as  close 
to  the  department  as  possible.  The  work  being  done 
where  customers  at  the  department  can  see  it  nat- 
urally attracts  their  attention,  and  when  they  see 
some  handsome  pieces  being  worked  and  find  out 
that  no  charge  is  made  for  instruction  they  naturally 
become  interested  in  the  possibilities  of  their  being 
able  to  duplicate  it.  Specimens  of  completed  pieces 
should  be  hung  around  the  department. 

Stores  making  a  speciality  of  art  embroideries 
and  fancy  needlework  are  making  very  handsome 
window  displays  featuring  scarfs,  pillows,  etc.,  em- 
broidered with  patriotic  devices. 

The  flag  illustrated  on  this  page,  which  when 
recently  exhibited  in  a  store  window,  attracted 
considerable  attention,  is  made  entirely  of  spools 
of  red,  white  and  blue  silk,  surrounded  by  a  cord 
and  tassel  of  the  same  colors. 

Knitting  Again  Fashionable. 

For  some  time  past  the  art  of  knitting  which  was 
practiced  so  assiduously  by  women  in  making  arti- 
cles for  the  soldiers  at  the  beginning  of  the  war  has 


y  Courtesy  of  Richardson  Silk  Company 


considerably  slackened.  The  entrance  of  the  United 
States  into  the  war,  however,  has  turned  the  atten- 
tion of  the  women  of  this  country  once  again  to  knit- 
ting. 

Just  now  it  is  again  fashionable  for  women  to  knit. 
Every  one,  from  the  high  school  girl  to  the  busy 
mother,  is  learning  to  make  mufflers,  wristlets,  mit- 
tens, socks  and  jackets  for  our  own  soldiers  and 
sailors,  as  many  have  been  making  them  for  Euro- 
pean soldiers  in  the  past  three  years. 

There  are  the  usual  carping  critics  who  decry 
what  they  call  a  waste  of  time  for  women  to  occupy 
themselves  in  this  manner,  they  say  it  is  a  waste  of 
time  to  make  these  knitted  articles  by  hand  in  a  day 
of  machinery.  And  perhaps  it  would  be  if  the  vast 
woman  power  of  the  country  were  better  organized 
and  trained  for  service  in  other  lines.  There  are 
many  women  not  skilled  in  any  particular  line,  who 
have  not  yet  found  a  larger  field  of  service,  who  can 
knit  easily  and  swiftly  about  their  housework,  in 

spare  minutes  and  even 
while  reading. 

As  fast  as  opportunities 
for  more  effective  and 
lasting  service  occur,  the 
women  will  be  found 
ready  and  eager  to  give 
themselves  to  it.  In  the 
meanwhile,  it  is  a  helpful 
and  patriotic  thing  for 
them  to  turn  to  knitting. 

Stores  should  also  do 
their   part   to  encourage 
4M  this  movement,  not  alone 

jf  \  for  patriotic  reasons,  but 
^Pfc  from  a  business  stand- 
point. They  should  see  to 
it  that  their  stocks  of 
yarns,  etc.,  are  kept  full 
and  complete,  and  wherever  possible  should  provide 
competent  instructors  to  teach  women  the  art  of 
knitting.  By  doing  this  they  would  not  only  largely 
increase  their  sales  in  the  art  embroidery  depart- 
ment, but  would  be  helping  to  relieve  the  discom- 
forts, if  not  the  actual  suffering  of  our  brave  boys  at 
the  front. 


CATALOGS  WANTED. 

H GERARD,  who  up  to  recently  kept  a  novelty 
•  goods  store  at  Detroit,  Michigan,  has  opened 
a  very  attractive  establishment  under  the  title  of 
"The  Specialty  Shop"  at  Mount  Clemens,  Michigan, 
making  a  specialty  of  fancy  goods,  art  embroideries, 
Indian  and  Oriental  rugs,  laces,  draperies,  etc. 

Mr.  Gerard  would  like  to  receive  catalogues,  circu- 
lars, etc.,  of  all  kinds  of  novelties,  particularly  Ori- 
ental goods. 


DEALER'S  HELPS. 

MANY  large  advertisers  offer  helps  to  dealers, 
many  of  which  fail  to  do  the  dealers  any  real 
good.  Genuine  "dealer  help"  is  the  kind  that  helps 
better  dealers  to  keep  better  stores  and  make  better 
profits  from  their  entire  business.  It  is  the  product 
of  enlightened  self-interest  as  opposed  to  selfishness. 
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ACCOUNTING  GOOD  AT  THE  BANK. 

(Continued  from  page  32) 

blooded,  hard-headed  creditor  that  you  really  know 
your  business? 

If  you  can't,  you  may  come  down  to  the  store 
some  morning  and  find  the  sheriff  ready  to  sell  you 
out  to  satisfy  some  fool  creditor  to  whom  you  can't 
prove  that  you  are  making  money. 

Storms  break  very  quickly,  sometimes.  Be  ready 
for  yours  when  it  comes. 


ASSOCIATED  ADVERTISING 

CLUBS'  CONVENTION. 
Thirteenth  Annual  Convention  Will  Be  Held  at 
St.  Louis,  June  3rd  to  7th. 

HEN  a  retailer  opens  his  trade  paper  and 
reads  an  announcement  concerning  some 
article  of  merchandise  a  jobber  or  manufacturer 
wants  him  to  stock,  the  merchant  instantly  gets  an 
impression  (if  the  advertising  is  sensible  and  skill- 
ful) which  will  save  the  time  of  the  salesman  of  that 
jobber  or  manufacturer. 

The  merchant  tells  himself  this  article  might  be 
or  might  not  be  suitable  to  his  needs  as  a  merchant, 
as  the  case  might  be,  so  that  when  the  salesman 
comes  he  can  dispose  of  the  matter  more  readily. 
If  he  believes  the  goods  would  not  suit  his  type  of 
store,  and  if  this  is  true,  the  salesman,  if  he  knows 
his  business  at  all,  will  not  care  to  sell  him  anyhow. 

If  the  goods  are  suitable  to  his  needs,  he  knows 
about  them — the  subject  has  been  introduced.  The 
salesman  does  not  have  to  spend  a  lot  of  time  telling 
the  merchant  that  the  house  he  represents  is  all 
right  and  will  stand  behind  the  goods.  The  mer- 
chant already  has  that  impression,  the  intensity  of 
the  impressions  depending,  of  course,  upon  how  long 
the  advertiser  has  been  telling  his  story  to  the  mer- 
chant. 

The  salesman  gets  through  more  quickly,  whether 
he  sells  the  goods  or  not,  and  goes  on  to  the  next 
store  and  the  next,  and  on  to  the  next  town.  For 
the  same  salary  and  traveling  expense,  and  the  same 
money  that  is  spent  in  the  factory  or  jobbing  house 
supervising  his  efforts,  the  salesman  sells  a  greater 
volume  of  goods,  so  that  his  salary  and  expense  are 
lower  in  relation  to  his  gross  sales — the  percentage 
is  lower. 

And  the  difference,  it  has  been  shown  over  and 
over,  more  than  pays  for  the  advertising  that  made 
it  easier  for  him  to  sell. 

That,  in  a  nutshell,  is  the  idea  behind  the  conven- 
tion of  the  Associated  Advertising  Clubs  of  the 
World,  to  be  held  in  St.  Louis,  June  3  to  7,  the 
slogan,  or  central  idea,  of  which  will  be  "Advertis- 
ing Lowers  Cost  of  Distribution." 

It  will  be  shown  that  the  advertising  jobber  or 
manufacturer  gains  similar  benefits  through  all  of 
his  advertising  efforts.  If  his  salesmen  are  preceded 
with  the  right  kind  of  letters,  or  printed  matter,  this 
serves  as  an  introduction,  and  if  he  backs  the  sales- 
man with  trade  paper  advertising  and  such  letters  or 
printed  matter,  too,  the  introduction  is  doubly  valu- 
able, and  he  profits  still  more,  provided  the  adver- 
tising is  done  judiciously  and  is  properly  backed  up. 


In  the  same  manner  advertising  in  the  papers  or 
the  magazines  helps  back  the  salesman  up — helps  to 
introduce  the  subject  to  the  retailer,  and  make  him 
feel  that  the  jobber  or  the  manufacturer  definitely 
committed  to  the  goods,  will  take  every  pains  to 
keep  the  quality  up. 

From  his  own  experience  as  well  as  through  deal- 
ing with  advertisers,  the  modern  retailer  has  learned 
that  the  best,  quickest  way  there  is  to  lose  money  is 
through  advertising  unless  the  goods  are  there  to 
back  the  advertising  up. 

The  modern  merchant  is  coming  more  and  more 
clearly  into  the  idea  that  it  is  his  business  to  supply 
his  customers  with  the  best  goods  he  can  possibly 
procure  for  the  money  they  have  to  spend.  He  is  a 
public  servant,  in  the  truest  sense  of  the  word.  He 
is  an  expert  in  his  line,  who  selects  for  his  customers 
the  kind  of  goods  upon  which  they  can  rely,  and  if 
he  does  not  have  that  conception  of  his  business  in 
the  world,  he  needs  a  little  retrospection  to  find 
where  "he  is  at." 

The  St.  Louis  convention  of  the  Associated  Ad- 
vertising Clubs  will  hold  much  interest  and  will 
afford  many  helpful  ideas  to  the  merchants  who  at- 
tend, whatever  their  line  of  retailing,  of  ideas  about 
his  own  business,  will  afford  him  a  better  view  of 
the  methods  and  the  ideas  of  jobbers  and  manufac- 
turers from  whom  he  must  buy  goods.  The  better 
he  understands  them  and  the  better  they  understand 
him,  the  better  the  profits  of  both  of  them,  of  course. 

From  the  headquarters  office  of  the  Associated 
Advertising  Clubs  (606  Merchants  Bank  Building, 
Indianapolis),  it  is  announced  that  it  is  not  neces- 
sary for  a  business  man  to  be  a  member  of  the  or- 
ganization to  attend  the  session.  It  is  also  stated 
that  literature  will  be  forwarded  to  business  men 
who  are  interested. 

In  addition  to  its  sustained  effort,  running  over 
several  years  now,  to  make  all  advertising  more  ef- 
fective by  making  it  absolutely  truthful,  this  associa- 
tion's great  purpose  is  to  give  business  men  in  all 
lines  the  opportunity  to  learn  more  about  advertis- 
ing, and  that  is  why  the  sessions  of  the  annual  meet- 
ing are  open  to  all  business  men  who  will  attend. 

RETAILERS  HELP. 

MANUFACTURERS  generally  have  reached  a 
conclusion  that  the  best  asset  their  business 
can  have  is  a  contented  trade,  well  paid  for  its  work 
and  therefore  willing  and  disposed  to  push  products 
on  their  merit  because  they  are  profitable.  It  is 
one  thing  to  create  a  demand  among  consumers  and 
quite  another  to  supplement  it  with  friendliness  on 
the  part  of  the  trade,  jobbing  and  retail  alike,  which 
will  keep  that  demand  well  served.  The  demand 
without  distributors  ready  and  anxious  to  sell,  is 
only  half  a  victory  for  the  live  sales  manager. 

A  MERCHANT'S  ADVERTISING. 

A MERCHANT'S  advertising  must  reflect  his 
methods ;  it  must  be  like  him.  For  as  a  man 
is,  so  also  will  his  goods  be;  and  as  he  does,  so  also 
will  his  sales  people  do.  Only  so  far  as  his  ways 
and  his  wares  appeal  to  his  public  will  his  business 
endure  and  grow. — Horace  E.  Ryan. 
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GLOVE  INDUSTRY  GROWING  DAILY. 

O  those  who  are  closely  observant  on 
all  points  of  trade  interest  the  re- 
markable facility  with  which  the 
domestic  glove  industry  has  ex- 
panded, undertaking  to  supply  the 
home  market  until  recently  very  largely  dependent 
on  foreign  goods,  is  one  of  the  finest  of  recent  in- 
stances showing  America's  resourcefulness.  Hard- 
ly a  day  passes  without  adding  something  to  the 
strength  of  the  domestic  glove  industry.  One  day 
there  will  be  word  of  a  new  factory,  such  as  that 
on  South  Main  Street  in  Gloversville,  where  Harold 
Lassner,  Morris  Shirtzman  and  Morris  Wirsenfeld 
have  engaged  in  the  manufacture  of  fine  gloves. 
Another  day  it  is  a  report  such  as  the  one  from 
Syracuse,  which  has  a  newly  established  branch 
factory  of  the  Vulcan  Glove  Company  on  South 
Clinton  Street. 

And  so  it  goes,  the  calendar  marking  some  new 
development  with  every  page  it  turns.  Take  the 
example  of  the  Vulcan  Glove  Company  and  the 
accomplishment  that  is  recorded  by  the  opening  of 
their  Syracuse  factory,  where  fabric  gloves  of  the 
variety  known  as  chamois-lisle  are  being  manu- 
factured. This  style  of  glove  was  formerly  a  Ger- 
man monoply.  The  Vulcan  Company  spent 
eighteen  months  in  experimental  work,  out  of 
which  has  been  evolved  a  process  for  producing 
the  same  kind  of  gloves.  Also  several  other  con- 
cerns in  this  country  have  gathered  the  necessary 
facilites  for  making  chamois-lisle  gloves.  So  the 
end  of  the  war  should  find  the  United  States  a 
strong  factor  in  this  as  in  other  branches  of  the 
glove  making  industry.  Every  factory  started  is 
a  benefit  to  the  country  because  it  adds  to  the  lists 
of  employment  here. 

But  the  two  new  activities  just  cited  are  only  a 
small  part  of  the  general  movement  toward  a  large 
glove  industry,  an  industry  that  should  be  as  suc- 
cessful as  many  others  have  been  that  started  their 
real  progress  after  the  opening  of  the  European? 
conflict.  That  glove  prices,  along  with  prices  in 
all  directions,  will  continue  to  register  increases, 
is  beyond  question.  When  they  will  reach  their 
high  peak  it  is  impossible  to  determine  but  certain- 
ly there  is  no  good  reason  to  look  for  reductions 
in  the  immediate  future.  Meanwhile  the  glove 
buyer  has  to  consider  the  needs  of  his  retail  de- 
partment, and  the  buyer  who  does  not  show  a  good 
variety  of  the  latest  styles  is  surely  bound  to  lose 
the  interest  of  the  shopping  public. 

As  long  as  the  various  domestic  industries  keep 
on  growing  it  is  safe  to  conclude  that  there  is 
money  enough  in  the  hands  of  the  public,  and  if 
the  things  they  set  out  to  buy  are  higher  from 
time  to  time  it  is  equally  certain  that  wages  are 
keeping  the  upward  pace  which  is  necessary  to  re- 
tain the  market  in  equilibrium.  Naturally,  the 
responsible  heads  of  business  departments  will 
have  to  meet  conditions  which  are  altogether  new 
to  them,  but  calm  reflection  must  tell  every  cap- 
able person  that  the  present  is  a  time  of  as  great 
opportunities  as  dangers. 


FOWNES 
GLOVES 

Established  1777 

119  West  40th  St. 
New  York 


BOSTON 
Carter  Building 
12  West  St.,  Room  614 


CHICAGO 
1627  Marquette  Bldg. 
140  So.  Dearborn  St. 


SAN   FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


SALESMEN  WANTED— To  csrry  several  notion 
specialties  in  connection  with  regular  line.  Only 
those  calling  cn  large  jobbers  or  department  stores 
need  apply.  Good  proposition  open  for  Eastern  territory, 
also  South  and  West.  Address  OPPORTUNITY,  Notions 
and  Fancy  Goods,  118  East  28th  Street,  New  York. 


SALESMAN;  with   office,  well    established,  selling 
NOTION   JOBBING,   DEPARTMENT  STORE, 
and  INCOMING  TRADE,  desires  line  with  merit. 
Highest  credentials  furnished.    R.  817,  220  Fifth  Ave., 
N.  Y.  C. 
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Notions  and  Fancy  Goods 


The  National  Greeting 
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WAR  TO  BRING  WIDESPREAD  BUSINESS 
ACTIVITY. 

( Continued  from  page  18) 

The  Baking  Business. 

"Just  as  one  concrete  example  I  might  cite  the 
baking  business.  We  have  been  getting  many  re- 
ports from  master  bakers  in  different  parts  of  the 
country  showing  the  present  methods  of  distribu- 
tion, particularly  in  the  delivery  systems,  which 
show  countless  examples  of  waste  through  dup- 
licated routes,  returned  bread,  and  similar  avoid- 
able losses.  Many  of  these  merchants  have  given 
us  valuable  suggestions  as  to  plans  for  eliminating 
them,  and  as  we  tabulate  their  experience  we  shall 
place  it  before  the  whole  baking  industry,  with  an 
appeal  to  cooperate  in  placing  the  distribution  sys- 
tem on  a  more  efficient  basis,  which  will  require 
less  man  power  and  fill  up  the  gaps  left  by  the  em- 
ployees who  join  the  Army  or  are  needed  for  other 
lines  of  necessary  work.  Similar  procedure  is  be- 
ing carried  out  with  department  stores,  dry-goods 
firms,  groceries  and  many  other  branches  of  trade. 

"No  merchant  who  faces  the  situation  squarely, 
courageously,  and  imaginatively  need  fear  the  war 
readjustment.  Whatever  disorganization  comes, 
can,  with  proper  treatment,  be  passed  over  with 
comparative  smoothness  and  speed." 


NEW  SAN  FRANCISCO  DEPARTMENT  STORE 
J.  W.  Raphael  Plans  to  Construct  $90,000  Store 
Building  in  Mission  District. 

PLANS  have  been  under  way  for  some  time  for 
the  organization  of  a  new  department  store 
in  San  Francisco,  to  be  known  as  "Raphael's."  J.  W. 
Raphael,  well  known  in  the  city  in  connection  with 
the  dry  goods  business,  is  at  the  head  of  the  enter- 
prise and  has  perfected  all  plans  for  building  equip- 
ment and  organization  of  the  venture. 

The  new  store  will  be  located  in  the  Mission,  be- 
tween 24th  and  25th  streets,  near  the  new  store  just 
completed  for  Lippman's. 

Mr.  Raphael  and  his  associates  are  constructing 
the  building,  which  will  cost  between  $75,000  and 
$90,000  without  the  equipment.  The  lot  valuation  is 
$50,000,  having  125  feet  frontage  and  being  117  feet 
deep.  The  preliminary  plans  call  for  one  floor  and 
a  mezzanine. 


ELBERT  HUBBARD  ON  LOYALTY. 

44TF  you  work  for  a  man,  in  Heaven's  name,  work 
X  for  him.  If  he  pays  you  wages  that  supply 
your  bread  and  butter,  work  for  him ;  speak  well  of 
him,  stand  by  him  and  stand  by  the  institution  he 
represents.  If  put  to  a  pinch,  an  ounce  of  loyalty  is 
worth  a  pound  of  cleverness.  If  you  must  vilify, 
condemn  and  eternally  disparage,  why,  resign  your 
position,  and  when  you  are  on  the  outside,  damn  to 
your  heart's  content.  But  as  long  as  you  are  a  part 
of  the  institution,  do  not  condemn  it.  If  you  do,  you 
are  loosening  the  tendrils  that  hold  you  in  the  insti- 
tution, and  the  first  high  wind  that  comes  along  you 
will  be  uprooted  and  blown  away,  and  probably  you 
will  never  know  why." 


A  GIFT  SHOP. 
How  to  Start  One — How  to  Make  it  Pay. 

A GIFT  SHOP  for  Golden  Profits  in  the  title  of 
a  handsome  booklet  just  issued  by  the  Pohl- 
son  Galleries,  Pawtucket,  R.  I.,  and  supplied  free  by 
them  to  those  interested  enough  to  write  for  a  copy. 

It  tells  in  the  fewest  possible  words  how  to  in- 
augurate a  Gift  Department,  how  to  stock  and  man- 
age it,  with  a  number  of  valuable  suggestions  as  to 
ways  in  which  to  make  it  distinctive  and  profitable. 

Not  the  least  valuable  part  of  the  work  is  that  de- 
voted to  the  advertising  of  the  department.  It  con- 
tains many  examples  of  unique  and  forceful  adver- 
tisements which  can  be  used  by  almost  any  concern 
large  or  small  without  the  change  of  a  word — these 
advertisements  having  been  written  and  set  up  by 
specialists  in  the  line. 

It  mentions  incidentally  that  the  Pohlson  idea  is 
to  do  the  original,  the  charmingly  singular  and  prac- 
tical all  in  one,  and  that  by  reason  of  their  national 
advertising  the  products  of  this  concern  are  well  and 
favorably  known  throughout  the  United  States.  In 
addition  to  their  main  office  and  work  shops  at  Paw- 
tucket, R.  I.,  they  maintain  splendid  display  rooms 
at  225  Fifth  avenue,  New  York,  where  visitors  are 
always  welcome. 


AN  IDEA  WORTH  FOLLOWING 

ONE  of  our  most  progressive  merchants  who 
thoroughly  believes  in  the  value  of  trade 
papers,  not  only  reads  them  himself  but  sees  to  it 
that  his  employees  do  the  same.  When  a  trade 
paper  that  treats  of  any  of  the  merchandise  sold 
in  his  store  arrives,  he  attaches  to  it  a  printed  slip, 
which  reads  as  follows : 

"Those  who  read  this  copy  will  please  sign  below 
and  return  to  the  Superintendent."  The  paper  is 
then  passed  to  those  who  are  most  likely  to  be 
benefited  by  the  reading  of  it ;  they  in  turn  pass  it 
along,  so  that  the  full  benefit  of  it  can  be  secured. 

This  merchant  sincerely  believes  that  the  reading 
columns  of  his  trade  paper  are  of  immense  advan- 
tage and  is  well  worth  the  while  of  every  employee 
of  his  establishment ;  and  more  than  that,  he  be- 
lieves that  the  ideas  and  suggestions  which  con- 
stantly appear  in  the  high  class  trade  papers  devoted 
to  his  business  should  be  taken  full  advantage  of, 
not  only  by  himself,  but  by  every  employee  of  the 
establishment. 

WHAT  ADVERTISING  IS. 

ADVERTISING  is  the  guarantee  to  the  con- 
sumer that  he  is  to  receive  a  full  return  for 
his  expenditure.  It  is  likewise  a  means  of  lessening 
the  price  and  heightening  their  value.  For  the 
more  an  article  is  advertised  the  larger  is  its  sale ; 
the  larger  the  sale,  the  greater  is  production;  the 
larger  the  production,  the  cheaper  is  the  price. 

S.  M.  HOHL  NEWLY  LOCATED. 

THE  new  quarters  taken  by  S.  M.  Hohl  at  470 
Fourth  Avenue,  New  York,  are  now  oc- 
cupied by  Mr.  Hohl's  business  in  the  manufacture 
of  women's  and  men's  silk  and  cotton  gloves. 
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IT'S  GOT  THE  SNAP 


American  Lady 

SNAP  FASTENER 

MAKES  GARMENTS  BETTER 
RUST  PROOF 

Finest  quality,  all  sizes. 
Immediate  deliveries.    Extra  inducements  for  large  quantities. 

SNAP  FASTENER  SALES  CO.  CORP. 

47  West  34th  Street,  New  York 


Geo.  S.  Colton  Elastic  Web  Co. 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  In  list  for  Fall 
PRICES  RIGHT         SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House" 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co. 


18  W.  33rd  St. 
N.  Y. 


ESTABLISHED  1840 


IMPORTERS  &  JOBBERS  OF 

Broadway 

19th  and  20th  Sts. 

New  York 


Hope  Webbing  Company 

PROVIDENCE,  R.  L 

NARROW  FABRICS 

OF     ALL  KINDS 
Belting,  Featherstitch,  Elastic  Tapes,  Etc. 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


WHOEVER  YOU  ARE 

A  Subscription  to 

Notions  and  Fancy  Goods 

will  make  you  a  bigger — better 
business  man. 

Send  a  Dollar  for  a  Year's 
Subscription 
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Something 
New 

Every  week  in 
Infants  Novelties 

Complete  lines  at 
our    show  rooms 
for  the  inspection 
of  buyers. 

JOSEPH  H.  JOSEPH 

Ma^%APCoTRUTREERR       31-33  West  31st  St.,  New  York 

A  , I.  HAGUE  CO- 

IMPORTERS  &  COMMISSION  MERCHANTS 
SMALL  WARvES  A^ND  NOTIONS 

4-7 g  Broadway 

New  York 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


NECK  BANDS 


WE  MAKE  ALL  OUR  OWN  BANDS 

Buy  Direct  and  get  Perfect  Goods 

Gilman  B.  Smith  Co.,  Inc.,  121  West  17th St.,  New  York 


We  Keep  Out  Dust  and  Germs 


"Since 
A  Cap 


ilust  and 
and  Shoe 


?erms  arc 
your  glas 


everywhere, 
should  we; 


The  medicine  tray  and  cover,  in 
wood  or  glass,  make  one  of  our 
many  specialties  that  up-to-date 
stores  supply  through  their  Gift 
Departments.  Over  1,000  of 
such  novelties  are  illustrated  in 
our  catalog.  Write  for  this 
book  and  learn  how  to  install 
a  gift  department,  the  best  new 
idea  that  has  been  advanced  in 
a  long  time. 


THE    POHLSON  GALLERIES 


2012  Bank  Building 
Pawtucket,  R.  I. 


New  York  Sample  Room 
225    Fifth  Avenue 


Jf  ttrtjtmrg  ^orn  #oob£  Co. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS 
HORN  HAIR  PINS 

Barrettes 
Side  Combs  and  Back  Combs 


Unna's  Mending  Plaster 

Mends  Rain  Coats 
and  Mackintoshes 

PUT  UP  BY 

NEW  YORK  SPECIALTIES  CO. 

467  Broadway,  New  York 

Also  Manufacturers  of  UNNA'S  MENDING  TISSUE 

Always  the  Best  by  Test 


IMPORTERS  and  MANUFACTURERS 

Art  Needlework  wEancij  Goods 

Peri-Lusta"  "Crystal" 

Mercerized  Cottons  Airtficial  Silk 
Embroidery  Materials 

Fancy  Linens  and  Piece  Goods 

MADEIRA  HAND  EMBROIDERED 

LINENS  w  HANDKERCHIEFS 
(AMPBELL  METZGErjA(OBSON 

952  -  936  Broadway  New  York    Cor.2 2^St 


Index    to  Advertisers 


Ajax  Stamping  Co  Snap  Fastener  Ma- 
chines   64 

American    Hard  Rubber 

Co  Combs  and  Sundries, 

4th  Cover 

Hates,  C.  J.,  &  Son  Manicure  Goods    41) 

Bird  Fastener  Co  Dress  Fasteners    65 

Bodinger  Mfg.  Co.,  The.  Leather  Goods  Special- 
ties   12 

Crowley,  C.  H  Notions  and  Embroid- 
ery Foundation 
Forms, 

Inside  Front  Cover 
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NATIONAL  COUNTING 
m~  MACHINES 


Give  You  Greater  Accuracy, 
Greater  Speed  and  a  Lower 
Payroll  When  Used  to  Count 
Buttons,  Button  Parts  or  Notions 


fflTTI 


NO  manufacturer  of  buttons  or  notions 
can  afford  to  have  mistakes  made  in 
counting-.  An  over-count  means  loss 
of  money — a  short  count  means  dissatisfac- 
tion and  may  lose  customers. 

Yet  the  time  it  often  takes  to  get  an  abso- 
lutely accurate  count  of  small  pieces  by  ordi- 
nary methods  of  counting-  is  a  thing  which 
has  no  small  bearing  on  the  size  of  profits — 
it  all  goes  into  payroll. 

The  National  Counting"  Machine  makes 
counting-  a  more  accurate  and  simple  oper- 
ation. It  enables  one  employee  to  do  all  the 
counting  that  would  ordinarily  require  the 
services  of  several  people.  It  is  1000% 
faster  and  is  more  accurate  because  the 
human  mind  does  not  have  to  be  depended 
upon.  It  leaves  little  opportunity  for  tired 
or  inattentive  brains  to  make  mistakes,  for 
the  machine  does  practically  all  the  work. 

Manufacturers  of  buttons  of  all  kinds,  snap 
fasteners,  pins,  needles  and  the  hundred  and 
one  small  objects  classed  as  notions,  and 
manufacturers  of  many  textile  products 
should  know  about  National  Counting-  Ma- 
chines. Many  of  these  machines  are  being- 
used  daily  by  manufacturers  you  know. 

Ask  for  Illustrated  Catalog  31 A 

NATIONAL  SCALE  COMPANY 

Distributors   for  the   National   Counting   Machine  Company 

5  Pike  Street,  Chicopee  Falls,  Mass. 

Builders  of  National-Chapman  Elevating  Trucks 
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Notions  and  Fancy  Goods 


Make  More  Styles  on  Your  Old 
Covered  Button  Equipment 


This  set  of  implements  will  put — 

French  and  American  Rim -Back  Effects  on  Flat,  Half  Ball  and 
Combination  Styles. 

The  set  you  order  will  triple  the  number  of  styles  you  now  make  of 
every  button  of  that  size. 

Your  choice  of  Size  14  or  18  or  24  at  this  special  price,  $6.50 

For  other  sizes,  prices  quoted  on  request. 

Our  Sales  Promotion  Service  puts  the  right  co-operation  behind  your  equipment. 
Helps  Nos.  1  and  2  now  ready.    Will  be  sent  with  your  order. 

S.  Menkin,  Inc.       147  W.  28th  St.,  N.  Y. 

Manufacturers  of  Covered  Buttons  for  More  Than  60  Years. 


s.  menkin,  inc.  OFFER  ON  APPROVAL 

147  W.  28th  STREET 
NEW  YORK  CITY 

Gentlemen : — 

Send  the  above  Standardized  Set  B — price  $6.50,  to  the  undersigned  with  the  plain  understanding  that  if  it 
does  not  meet  with  our  requirements,  and  fulfill  every  claim  you  make  for  it,  we  can  return  it  to  you,  charges 
collect. 

Send  Set  B  for  button  size  checked — 14  18  24 

Our  equipment  now  consists  of — Name  of  machine 

Styles  Sizes 

Any  suggestions  you  may  give  us  to  make  our  button-covering  department  more  efficient  and  profitable  will 

be  appreciated  by — 

Signed 
Firm 

City  State 
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Button  Buyers  Want  Quality 

The  Winning  Fight  Against  Cheapness,  and  a  Word  Regarding  the  Country  Merchant's  Need  of 

Quality  Buttons. 


N  the  forty-two  years  that  Notions 
and  Fancy  Goods  has  represented  the 
interests  of  the  notions,  small  wares 
and  novelties  trades  there  have  come 
a  great  many  changes  in  business  af- 
fairs, and  one  of  the  most  important  developments 
has  been  the  growing  of  a  vast  industry  in  domestic 
made  buttons.  The  size  of  this  industry  made  it 
worthy  of  having  a  special  section,  which  is  becom- 
ing increasingly  popular  as  Button  and  Trimming 
Trade  Topics,  and  one  of  the  first  things  that  this 
section  set  out  to  accomplish  was  a  better  apprecia- 
icn  of  the  valuable  part  that  buttons  play  in  modern 
attire. 

Having  two  distinct  values,  one  utility  and  the 
other  decorative,  but- 
tons must  at  all  times 
be  made  and  sold  with 
their  two-fold  purpose 
in  mind.  Perhaps  the 
hardest  fight  that  has 
been  waged  in  these 
columns  has  been  the 
one  to  bring  about  the 
use  of  good  quality 
buttons  on  all  classes 
of  ready-to-wear. 

A  year  has  passed 
since  the  campaign 
against  cheap  buttons 
begun  and  today  it  is  a 
pleasure  to  write  down 
the  fact  that  ready-to- 
wear  makers  generally  are  looking  more  to  the 
quality  of  the  buttons  they  put  on  the  garments 
that  the  retailer  sells.  Accordingly  the  button 
maker  is  encouraged  to  design  the  best  possible 
styles,  the  ready-to-wear  maker  is  given  a  wide  selec- 
tion of  beautifully  decorative  buttons,  the  depart- 
ment store  is  less  frequently  met  with  customers' 
complaints  about  poor  buttons,  and  so  all  the  way 
around  there  is  greater  satisfaction  over  conditions. 

The  retail  store  button  buyer  scarcely  needs  to  be 
told  anything  regarding  the  advisability  of  stocking 
quality  buttons.  It  is  largely  through  the  good  ef- 
forts of  the  retail  store  button  buyer  in  calling  the 
facts  regarding  buttons  to  the  attention  of  the 
store's  ready-to-wear  buyer  that  the  needlessness  of 
using  cheap,  easily  broken  buttons  was  convincingly 
shown. 

Today  buttons  are  so  important  a  feature  of  the 
dress  fashions  that  it  is  worth  reminding  the  ready- 
to-wear  makers  that  they  would  not  now  have  such 
fine  examples  of  artistic  work  in  buttons  if  they  had 
not  abandoned  the  policy  of  demanding  buttons  at 
ridiculously  low  prices.  In  return  for  the  garment 
makers'  willingness  to  use  better  buttons  and  pay 
better  prices  the  button  designers  have  come  to  the 
front  with  a  remarkably  fine  variety  of  styles  which 


THE  aim  of  this  journal  is  to  give  ALL  the 
news  of  the  trade.  To  do  this  it  requires  the 
full  co-operation  of  our  readers.  Won't  you  help 
us?  We  will  gladly  receive  and  publish  any  trade 
item  of  interest,  whether  a  specially  attractive  win- 
dow, a  new  selling  scheme,  a  change  of  ownership 
or  any  item  of  news  that  may  prove  of  benefit  to 
our  readers.  If  any  retailer  has  anything  new  to 
offer,  or  is  doing  things  in  a  new  and  original  way 
we  shall  be  glad  to  get  the  item  and  co-operate 
with  him  in  "Putting  his  town  on  the  map."  Do 
it  now. 


are  serving  the  decorative  needs  of  the  season's  gar- 
ments at  a  time  when  garnitures  are  none  too  plenti- 
ful and  yet  are  in  fashionable  demand. 

Now  let  us  pass  on  to  another  phase  of  the  button 
Question.  Let  us  see  what  the  average  small  town 
retailer  can  do  with  a  good  selection  of  quality  but- 
tons. Of  course  every  store  of  this  class  has  a  but- 
ton stock  of  some  sort,  especially  the  kind  of  buttons 
that  are  in  demand  for  replacing  buttons  lost  from 
ready-to-wear  and  underwear.  But  there  are 
thousands  of  retail  merchants  in  small  towns  where 
a  tastefully  chosen  stock  of  fancy  buttons  would  be 
quickly  disposed  of.  At  least  this  is  true  in  com- 
munities which  have  a  large  farming  district.  The 
chances  are  that  the  mail  order  houses  are  getting  a 

considerable  share  of 
the  business  in  buttons 
that  should  be  pur- 
chased in  the  local 
store.  Don't  blame  the 
catalogue  houses. 
Don't  blame  the  people. 
Instead,  look  to  the 
remedy,  which  is  the 
carrying  and  display  of 
seasonable  button  nov- 
elties. With  a  very  in- 
considerable cash  out- 
lay any  country  mer- 
chant can  put  in  a 
handsome  group  of  but- 
tons which  will  com- 
mand the  attention  of 
women  who,  though  they  have  been  buying  from 
catalogues,  would  certainly  prefer  to  select  from  a 
stock  that  is  right  at  hand  where  they  can  see  the 
actual  goods  instead  of  pictures  of  the  styles  as 
they  are  listed  in  catalogues. 

There  is  a  big  part  of  the  retail  button  business 
which  has  not  been  cultivated.  But  to  get  the  best 
part  of  the  country  trade  it  is  highly  important  that 
the  merchant  shall  be  particular  to  have  good  quality 
buttons. 

Buttons  at  the  Notion  Counter. 

In  some  of  the  smaller  stores  throughout  the 
country  no  regular  department  devoted  to  the  sale 
of  buttons  is  maintained,  yet  a  very  satisfactory 
business  is  done  at  the  notion  counter.  The  reason 
for  this  is  that  a  fairly  representative  stock  of  staple 
buttons  are  carried  in  stock,  with  a  sprinkling  of 
novelties  and  these  are  properly  taken  care  of  and 
properly  displayed. 

In  many  other  stores  however,  doing  business 
under  similar  conditions,  but  little  business  is 
done  in  buttons,  and  that  unprofitable.  The  reasons 
are  not  far  to  seek.  Practically  no  attention  is 
paid  to  this  branch  of  the  business,  assortments  are 
badly  broken,  the  stock  dusty,  the  cards  dirty  and 
unattractive. 


Notions  and  Fancy  Goods 


There  is  no  excuse  for  conditions  such  as  these 
prevailing  in  any  store.  No  line  of  merchandise 
kept  in  the  ordinary  dry  goods  or  department  store 
is  so  easy  to  handle,  or  pays  better  profits  con- 
sidering the  small  amount  of  capital  that  needs  to 
be  invested,  than  buttons. 

Then  again,  how  many  merchants  overlook  the 
money  making  and  business  possibilities  of  a  but- 
ton-covering machine.  The  making  of  these  ma- 
chines have  been  reduced  to  a  science ;  they  are 
simple  in  design,  easy  to  operate  and  reasonable 
in  cost.  A  small  outfit  including  the  necessary 
moulds  for  making  a  wide  variety  of  styles  can  be 
purchased  for  $9.50.  The  possession  of  one  of  these 
machines  enables  the  dealer  not  only  to  largely  in- 
crease his  button  business  and  consequently  his 
profits,  but  aids  materially  in  increasing  his  dress 
goods  business.  Women  are  more  apt  to  buy  ma- 
terials for  dresses,  suits  and  blouses  at  the  store 
where  they  get  their  buttons  than  at  any  other 
establishment. 


Draped  skirts  arc  still  in  the  height  of  fashion,  but  the  drapery  is 
dropping  loit  er  and  lower  as  the  season  advances.  Buttons  and  braid 
are  the  chief  ornamental  features  of  the  voile  model  to  the  left. 
Figured  and  plain  silk  are  combined  in  the  second  design.  The  over- 
blouse  is  trimmed  xcith  machine-stitching.  By  courtesy  of  Pictorial 
Review. 

The  business  done  annually  in  buttons  in  the 
United  States  is  far  larger  than  is  generally  sup- 
posed. It  is  estimated  by  competent  authorities 
that  the  amount  exceeds  fifty  millions  of  dollars. 
Even  the  buyers  for  some  of  the  largest  department 
stores  fail  to  realize  the  business  that  can  be  done 
and  the  profits  that  can  be  secured  by  giving  this 
department  its  proper  share  of  attention.  In  one 
of  the  largest  stores  in  this  country  where  no  regular 
department  is  devoted  to  the  sale  of  buttons,  they 
being  sold  exclusively  at  the  notion  counter,  it  is 
stated  that  buttons  constitute  at  least  one-third  of 
the  sales  made  in  that  department. 


GETTING  THE  "ON"  INTO  BUTTON 
A  Domestic  Story  Full  of  Pathos. 

ABSOLUTELY  no  slang  or  slander  intended. 
It  is  a  serious  proposition,  this  getting  the 
"on"  into  button.  Husband  (could  have  said  hubby, 
but  that  would  be  slang)  arrives  home.  Changes 
to  his  coat.  He  has  the  change  habit,  and  only  a 
few  minutes  before,  while  at  the  corner,  he  changed 
a  dollar  bill.    Well,  he  has  changed  his  coat. 

Come  to  think,  that  will  not  do.  Start  all  over. 
Husband  arrives  home.  But  he  does  NOT  change 
his  coat.  Because  it  is  the  only  coat  he  owns.  That 
makes  the  story  more  pathetic.  So,  what  does  he 
do?  Remember,  he  arrived  some  minutes  ago,  and 
the  real  point  of  this  is  lost  if  we  miss  anything  that 
happens.  Notice,  he  walks  into  the  dining-room, 
right  past  his  wife  who  is  cooking  dinner  in  the 
kitchen.  No  kiss  of  greeting.  He  is  taking  no 
chances.  Why?  Because  he  had  to  change  some- 
thing, so  he  changed  that  dollar  bill  up  at  the  corner. 
He  knows  better  than  to  kiss  his  wife.  A  few 
minutes  have  passed.  Now  his  wife  comes  into  the 
dining-room  to  set  the  table.  And  she  can  tell 
where  he  was  without  looking  at  him,  much  less 
kissing  him. 

Does  he  know  that  a  lecture  is  about  due  to  have 
him  for  an  audience?  Evidently,  because  he  begins 
to  frown  angrily,  meanwhile  fumbling  at  his  coat. 
His  hand  touches  the  place  where  a  button  ought  to 
be,  and  his  intellect  grasps  the  opportunity  to  turn 
accuser  instead  of  suffering  the  tortures  of  the  ac- 
cused. His  voice  rumbles  ominously,  a  deep  down 
voice,  starting  about  where  the  button  ought  to  be 
that  isn't  on  his  coat. 

"Well,"  says  he,  "do  I  wear  this  coat  as  it  is,  or 
will  you  sew  on  that  button  which  has  been  lost  a 
week?"  That  is  how  he  takes  advantage  of  the 
weaker  sex.  He  knows  his  wife  feels  guilty  about 
that  button. 

"But,"  she  starts,  "I  " 

And  he  cuts  right  in. 

"But  nothing,"  he  roars.  "It's  the  but-on  I  want." 
Then  something  tells  him  all  is  not  right  with  his 
wor<?s.    Again  he  essays  to  roar. 

"I  want  the  but-on  on,"  he  says. 

Then  his  wife  just  looks  at  him.  The  look  means 
"You  are  intoxicated."  He  understands  the  look, 
but  she  is  not  going  to  leave  anything  to  silent 
treatment  when  she  has  a  perfectly  good  tongue. 

"You  are  intoxicated,"  she  says  in  a  voice  that  is 
intended  to  wither  him.  However,  he  is  all  snarled 
up  in  the  problem  of  how  to  say  what  he  wants  to 
say,  and  he  is  not  listening.  One  disgusted  look, 
and  she  proceeds  to  place  the  dinner  on  the  table. 
Maybe  he  will  be  able  to  say  it  after  dinner,  but  it 
would  be  intruding  in  domestic  affairs  to  wait. 


STERLING  BUTTON  CO.  IN  NEW  QUARTERS. 

ON  May  1st  the  Sterling  Button  Company, 
formerly  of  122-126  West  26th  street,  New 
York,  entered  the  larger  and  better  located  quarters 
engaged  at  8  to  14  West  30th  street,  where  they  have 
20,000  square  feet  of  floor  space. 
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Curiosity  and  Buttons 


If  You  Think  a  Button  Is  Only  a  Button  Maybe  This  Story  Will  Help  You  to  Think  Differently. 


A NUMBER  of  the  button  selling  ideas  launched 
in  previous  articles  which  have  been  published 
in  this  magazine  were  in  some  degree  related  to  the 
subject  of  counter  display,  but  now  we  will  consider 
this  important  phase  of  retail  button  selling  as  en- 
tirely separate  from  other  features  of  interest  to  the 
department  buyer.  And  right  here  and  now  let  us 
agree  that  the  main  object  we  have  before  us  is  the 
discovery  of  unusual  displays. 

The  several  ideas  that  will  be  suggested  are 
by  no  means  the  limit  of  unusual  display  possibili- 
ties. If  two  thoughts  of  value  are  not  discovered 
for  each  idea  that  is  here  set  forth  then  the  purpose 
of  this  article,  to  stimulate  individual  effort,  has 
failed  to  benefit  the  buyer  who,  out  of  the  thousands 
that  read  our  magazine,  is  not  responsive  to  the 
creative  spirit  which  should  be  aroused  into  expres- 
sion. 

According  to  the  best  experience  with  human 
nature,  curiosity  is  the  most  general  trait  which 
draws  a  crowd,  and,  following  the  same  line  of  ex- 
perience, a  crowd  is  easier  to  sell  to  than  an  indi- 
vidual. Well,  then,  we  want  a  crowd  to  gather  at 
the  button  counter.    What  will  arouse  curiosity? 

Your  card  writer  can  make  bristol-board  cutouts, 
round  like  buttons  and  printed  with  ludicrous  faces 


in  caricature,  to  represent  a  happy  button  and  a  mel- 
ancholy button,  somewhat  after  the  manner  of  those 
illustrated.  There  are  endless  variations  possible 
with  this  idea.  A  cutout  with  head,  body,  arms  and 
legs,  the  face  with  button  eyes  and  fancy  shaped 
buttons  for  ears  and  nose,  then  small,  oblong  pearl 
buttons  for  teeth,  would  attract  attention.  And  by 
simply  adding  a  mechanical  device  to  keep  the  arms 
and  head  in  motion,  with  a  threaded  needle  in  one 
of  the  hands  and  a  button  in  the  other,  you  have 
accomplished  a  curiosity  arouser  which  will  work 
like  a  charm.  But  say  nothing  whatever  about  these 
displays  in  any  of  your  advertising.  The  amused 
talk  of  those  who  have  seen  the  novelty  display  will 
bring  others  around  to  look.   It  may  be  good  to  put 


the  mechanical  cutout  with  its  odd  sewing  move- 
ment in  one  of  your  windows  for  a  day,  with  a  card 
worded  "The  Busy  Button— All  It  Can  Say  Is  'Sew 
On  and  So  On.'  "  But  the  best  place  for  it  is  atop 
one  of  the  cases  of  the  button  department,  so  that 
people  will  enter  the  store  to  see  it. 

Now  let  us  turn  to  another  sort  of  ideas.  Take 
four  needles  and  two  pieces  of  black  thread  that  are 


the  same  length.  Attach  a  needle  to  each  end  of 
both  threads  and  run  the  threads  through  the  holes 
of  a  white  button  in  such  a  manner  that  the  button 
will  remain  midway  from  the  needles  at  the  ends. 
Then  you  want  four  magnets  of  sufficient  strength 
to  hold  the  needles  to  their  surfaces  with  only  the 
points  of  the  needles  touching  the  magnets.  By 
placing  the  magnets  in  the  position  shown  in  the 
accompanying  illustration,  with  a  background  of 
black,  the  illusion  is  created  of  a  button  in  mid  air 
and  unsupported.  Of  course  the  idea  can  be  re- 
versed, as  in  the  illustration,  with  a  black  button, 
white  thread  and  a  white  background.  If  a  black 
button  is  used,  ink  the  part  of  the  white  thread  that 
passes  through  the  button,  and  if  a  white  button  is 
used  chalk  the  black  thread  where  it  would  other- 
wise show  on  the  button.  One  way  in  which  this 
idea  can  be  put  to  practical  use  is  by  using  a  button 
of  extra  light  weight  and  putting  on  a  card  the  word- 
ing: "Buttons  as  Light  as  Air.  They  Cannot  Pull 
the  Filmiest  Fabric  out  of  Shape." 

The  writer  of  these  articles  was  once  told  that 
"there  isn't  anything  that  can  be  said  about  buttons 
because  a  button  is  a  button  and  that's  all."  Of 
course  it  must  be  apparent  to  all  of  us  that  even 
gold  is  just  gold,  but  a  lot  of  wonderful  things  have 
been  done  with  gold  and  there  are  people  who  deal 
in  buttons  and  see  in  them  a  mine  of  riches  never 
suspected  by  those  to  whom  a  button  is  a  button 
and  no  more. 
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Notions  and  Fancy  Goods 


Fall  Styles  Seek  New  Trimmings 

The  Garment  Industry  Is  on  the  Verge  of  a  National  Achievement  in  Creating  a  New  Era  of  Styles. 


T  is  evident  enough  that  the  spirit  of 
originality  has  been  prodding  the 
heads  of  the  leading  ready-to-wear 
makers,  urging  them  to  seek  a  dis- 
tinctly new  set  of  styles  with  which 
to  open  the  big  fall  season.  Although  it  would  be, 
in  the  nature  of  things,  impossible  to  set  down  in 
terms  of  so  many  words  just  what  is  desired  of 
the  designers,  there  is  at  least  one  definite  indica- 
tion— they  do  not  want  styles  that  are  out-and-out 
Chinese,  Russian,  or  any  other  fixed  nationality  or 
period.  In  plain  words,  the  sought-for  ideal  is  a 
class  of  garment  designing  that  is  genuinely  ori- 
ginal and  therefore  deserving  of  acceptance  by  the 
public  as  thoroughly  American. 

That  is  the  secret !  At  last  the  garment  houses 
realize  that  the  complete  success  of  American 
fashions  cannot  be  brought  about  by  any  means 
short  of  sheer  originality.  But  up  to  this  moment 
it  has  to  be  confessed  that  the  very  men  who  ex- 
pect designers  to  produce  American  styles  are 
sadly  short-sighted  as  regards  certain  things.  For 
instance,  they  say  to  the  designers,  "Here  are  the 
materials.  Out  of  them  produce  something  ex- 
ceptional." And  each  Mr.  Boss  walks  back  to  his 
own  office  and  thinks  that  he  has  given  the  de- 
signers their  opportunity.  That  is  no  way  to  get 
originality. 

Give  the  designers  their  thoughts,  allow  them 
all  freedom  from  petty  restrictions,  tell  them  that 
no  expense  will  be  spared  to  supply  the  materials 
they  want,  not,  please  notice,  the  materials  Mr. 
Boss  has  selected,  and  the  garment  trade  will  sud- 
denly awake  to  find  that  the  magic  of  inspiration 
has  touched  its  sleeping  power  with  the  wand  of 
originality.  A  new  era  of  styles  will  be  born  and 
it  will  be  truly  American. 

Yes,  there  are  dangers  in  the  method  just  out- 
lined. Designers  who  have  been  good  copyists 
and  cannot  meet  the  present  occasion  for  originality 
will  undoubtedly  make  some  inroads  upon  the 
purses  of  Mr.  Boss,  but  a  man  who  is  the  capable 
head  of  a  business  does  not  take  long  to  discover 
the  difference  between  intelligent  creative  efforts 
and  the  incapable  attempts  of  the  born  copyists. 

Trimmings?  Perhaps  you  think  that  they  have 
not  been  touched  upon  in  the  foregoing  paragraphs. 
But  what  can  do  more  for  trimmings  that  giving 
designers  a  free  hand  to  originate  styles?  For  the 
Cleveland  style  show  of  the  garment  makers  the 
designers  had  been  asked  to  evolve  styles  that  are 
new,  but  they  had  to  develop  styles  within  the 
limits  set  by  the  manufacturers.  Styles  that  are 
different,  meritorious  enough  in  their  way,  were 
developed,  but  assuredly  the  best  creations  offered 
do  not  realize  the  manufacturers'  ambitions  to 
bring  into  being  the  new  era  of  American  styles. 

The  important  feature  of  every  style  is  its  mode 
of  trimming.    And  it  is  out  of  the  Question  to 


expect  that  genuine  originality  can  come  out  of  the 
present  state  of  affairs  in  which  the  designers  have 
to  use  whatever  trimmings  the  market  affords. 
True,  there  are  certain  trimming  makers  who 
specialize  in  reproducing  ideas  created  for  the 
styles  of  their  customers  among  ready-to-wear 
manufacturers.  But  the  aim  today  is  to  put  the 
whole  garment  industry  on  a  basis  of  producing 
harmonized  styles  so  that  the  fashions  of  each 
season  will  be  American  in  essence.  During  the 
period  since  the  opening  of  the  European  war 
various  agencies  have  been  at  work  to  establish  the 
use  of  primitive  American  design  motifs.  Re- 
garding this,  there  is  as  much  to  be  said  as  can  be 
said  about  the  use  of  any  single  class  of  motifs. 
If  the  designers  once  acquire  the  necessary  freedom 
of  action  there  is  no  doubt  but  that  they  will 
utilize  the  best  motifs  as  they  are  found  in  all 
periods  and  races  of  the  world.  Meanwhile,  it  is 
of  first  importance  to  continue  the  good  work  of 
suggesting  designing  possibilities. 

The  baffling  feature  of 
it  all  is  that  nobody  can 
point  definitely  to  what 
must  be   done   to  bring 
about    distinctly  Ameri- 
can   styles.     The  result 
will  come  finally  from  an 
unexpected  direction. 
There  is  the  comforting 
fact  that  all  signs  point  to 
an  early  development  of 
the  true  American  school 
of  styles.     It  is  not  too 
much  to  say  that  the  man- 
ufacturers themselves 
must    keep  remarkably 
alert  for  signs  of  how  the 
public  takes  each  new  of- 
fering,   for    should  the 
manufacturers  be  caught 
napping   at   the  psycho- 
logical moment  they  will 
not  recognize  the  Ameri- 
can style  note  when  it  is 
sounded.     And  again — if 
you   want   the   story  of 
what  is  happening  in  the 
realm  of  trimmings  you 
will  find  it  in  what  you  have  read  if  the  fact  that  we 
are  on  the  verge  of  a  national  achievement  is  borne 
home  to  you  sufficiently. 

There  are  plenty  of  good  novelties  in  the  trim- 
ming market  today,  and  whether  you  are  the  buy- 
er representative  of  retailer  or  garment  house  you 
will  need  a  liberal  helping  of  what  the  market  af- 
fords for  the  demand,  for  trimmings  is  in  keeping 
with  the  growing  application  of  garnitures  to  cur- 
rent styles. 

Have  you  bought  a  Liberty  Bond  yet?    If  not  buy  it  now 


Afternoon  frock  of  white 
linen,  developed  upon  siveetly 
simple  lines  and  ornamented 
with  embroidery  banding  and 
lace.  Pictorial  Review  Cos- 
tume.    Price,  25c. 
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Germany's  Button  Industry 

Some  Conclusions,  of  Benefit  to  Domestic  Makers,  Drawn  from  Facts  Obtained  in  Germany. 


ENTERED  in  Saxony  and  the  Rhine 
province,  the  button  industry  of  Ger- 
many was  the  largest  in  the  world  up  to 
the  time  the  European  war  involved 
Germany.  It  was  natural  that  Hamburg 
should  be  the  market  for  button  making  materials 
as  well  as  the  port  of  entering  and  outgoing  ship- 
ments of  both  the  raw  materials  and  the  finished  but- 
tons, also  of  various  articles  which  the  Germans 
manufactured  out  of  the  same  materials  which  were 
used  in  button  making.  There  are  no  authentic 
figures  since  the  statistics  of  1913  but  these  will 
serve  to  indicate  the  extent  and  importance  of  Ger- 
many's trade  in  buttons.  In  round  figures,  the  total 
exports  of  buttons  from  the  port  of  Hamburg  were 
valued  at  two  and  one  half  millions  of  dollars  for 
the  year  1913.  As  it 
happens,  the  statistics 
for  all  Germany's  pro- 
duction of  buttons  do 
not  classify  buttons 
separately.  Instead  they 
cover  all  manufactured 
products  from  materials 
out  of  which  buttons 
are  also  made. 

So  it  is  necessary  to 
confine  ourselves  to  a 
consideration  of  the  fig- 
ures which  are  for  but- 
tons alone  at  the  port  of 
Hamburg.  Of  the  two 
and  one-half  millions  of 
dollars'  worth  here  re- 
corded as  exported  dur- 
ing the  year  1913  almost  half  this  amount  went  to 
Latin  America,  as  we  will  designate  South  and  Cen- 
tral America  together  with  Mexico.  Again  using 
round  figures,  something  over  a  million  dollars 
worth  of  buttons  went  to  Latin  America  that  year. 

When  we  figure  that  the  remaining  million  and 
a  half  went  to  the  four  corners  of  the  earth  it  is  ap- 
parent that  Germany  paid  particular  attention  to 
Latin  American  trade.  If  it  was  so  well  worth  Ger- 
many's while  to  cultivate  this  trade  surely  the 
United  States  can  find  many  amicable  and  business- 
like methods  of  cultivating  the  same  market.  The 
fact  that  German  exporters  so  successfully  con- 
trolled the  business  of  the  part  of  the  hemisphere 
below  the  United  States,  and  they  did  control  it  be- 
cause their  dealings  in  Latin  America  represented 
more  than  forty  per  cent,  of  the  total  button  imports 
of  Latin  America,  shows  highly  systematized  trade 
development  work. 

For  instance,  Argentina's  total  button  imports  in 
1913  amounted  to  $652,000,  of  which  $321,490  worth 
came  from  Germany.  Brazil  totalled  $636,017  that 
year  and  Germany  claims  $292,607  worth  supplied. 
Peru  totalled  $45,660  and  got  $27,808  worth  from 
Germany,  and  so  on  through  the  list  of  Latin 
American  countries. 


An  interesting  vine  of  mtc  of  Hamburg's  Canals. 


Now  let  us  return  to  Germany,  to  the  city  of 
Berlin.  The  1915  city  directory,  including  suburbs, 
lists  155  button  manufactories  where  buttons  of 
pearl,  metal,  wood,  horn,  glass,  ivory  nut  and  cellu- 
loid were  made.  Also  there  were  factories  for  but- 
ton machinery  and  for  button  making  materials. 
We  are  accustomed  to  think  of  Berlin  from  many 
angles,  but  this  fact  of  there  being  155  buttons 
factories  in  the  city  and  suburbs  puts  a  different 
aspect  on  Berlin.  It  shows  the  advanced  stage  of 
progress  which  Germany  had  reached  in  this  field 
of  manufacturing. 

Another  important  button  making  center  is  in 
and  around  Breslau,  which  exported,  in  the  first  six 
months  of  1914,  mother-of-pearl  buttons  worth 
$250,852 ;     bone     and    horn     buttons  worth 

$130,186;  vegetable 
ivory  buttons  worth 
$352,240;  and  glass 
buttons  worth  $59,262. 
Then  there  are  metal 
and  porcelain  button 
works  which  send  out 
large  quantities,  but  the 
figures  for  these  are  not 
obtainable. 

Excepting  the  fresh 
water  pearl  industry, 
the  button  making  of 
the  United  States  is 
less  inclined  to  group 
itself  into  centers  of 
production  than  is  the 
case  with  Germany, 
though  it  must  not  be 
thought  that  Berlin  and  Breslau  were  the  only 
sources  of  German-made  buttons,  for  there  are  many 
other  parts  of  Germany  where  various  types  of  but- 
tons were  manufactured. 

The  United  States  is  admirably  fitted  to  take  over 
a  large  part  of  the  button  business  which  Germany 
can  no  longer  accommodate.  But  to  do  it  success- 
fully means  that  responsible  firms  here  must  make 
extensive  investigations  regarding  the  requirements 
and  customs  of  foreign  markets.  Our  button  in- 
dustry ought  to  be  worth  many  hundreds  of  millions 
of  dollars  before  long,  and  today  it  can  be  valued 
conservatively  as  a  one  hundred  million  dollar  in- 
dustry, in  point  of  value  of  the  buttons  produced. 
That  is  a  big  jump  from  the  unimportant  value  it 
represented  a  few  years  ago,  when  other  countries 
supplied  us  with  a  large  share  of  our  button  re- 
quirements. 


BERNARD  SOBIN  REPRESENTS  HYMAN 
RUDERFER. 

HYMAN  RUDERFER,  formerly  the  R.  &.  R. 
Button  Works,  New  York,  announces  that 
Bernard  Sobin  has  been  engaged  to  represent  his 
line  in  the  city  trade. 
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FEATURING  COVERED  BUTTON  MAKING 
SERVICE. 

FROM  time  to  time  in  these  columns  we  have 
spoken  of  the  prestige  which  attaches  to 
having  an  up-to-date  button  covering  service  in 
the  retail  store.  On  his  return  from  a  road  trip 
one  of  the  representatives  of  S.  Menkin,  Inc., 
brought  to  our  notice  several  examples  of  the 
methods  of  conducting  the  service  in  vogue  at  The 
Daylight  Department  Store  of  Leinbach  &  Co., 
Lancaster,  Penna. 

Here  is  one  of  the  advertisements  for  the  notion 
department : 


Results  from  the  methods  employed  by  Lein- 
bach &  Company  have  been  highly  successful. 
Any  of  our  readers  desiring  further  details  on  how 
to  develop  a  paying  covered  button  service  will  be 
instructed  if  we  are  advised  of  their  interest. 


( 


Buttons 

Made  to  Order 

Quick  and  Efficient 

Service:  New  Shapes 

"Anything  and  Every- 
thing" in  buttons.  We  have 
lately  installed  one  of  the 
most  improved  machines, 
which  enables  us  to  make 
buttons  perfectly,  quickly, 
and  make  just  the  shape  you 
desire.  The  wonderful  va- 
riety of  samples  we  show 
will  help  you  to  decide.  All 
that  is  necessary  is  a  few 
clippings  of  your  dress  ma- 
terial. We  have  non-rust 
button  moulds  to  make  but- 
tons for  the  summer  wash 
dresses.  (Notion  Dept.) 


Also,  a  series  of  letters  is  being  mailed  to  all 
possible  customers.  The  letter  quoted  below 
gives  a  comprehensive  idea  of  what  can  be  done 
through  the  mail: 

Dear  Madam: 

You  are  interested  in  buttons — the  "made- 
to-order"  kind — every  dressmaker  is.  We 
know  you  will  be  delighted  to  learn  that  we 
have  just  installed  the  very  latest  and  most 
improved  Power  Press  for  the  "making  of 
Buttons  to  Order." 

With  this  new  equipment,  we  are  able  to 
produce  better  made  buttons,  with  quicker  ser- 
vice than  heretofore,  and  a  wide  variety  of 
styles. 

All  the  most  fashionable  and  up-to-the-min- 
ute suits  and  dresses  are  extensively  trimmed 
with  buttons  of  same  material.  "Paquin," 
"Lanvin,"  "Jenny"  and  other  noted  modistes 
hai'e  originated  the  gowns  of  the  simple  and 
most  part  straight  lines — with  buttons,  made 
of  the  same  material,  being  the  principal 
trimming  used  on  panels,  sleeves,  pockets  and 
collars. 

We  can  produce  thirty-five  styles  of  buttons 
— every  one  correct — a  style  suitable  for  any 
material.  Our  "Ivory  Rim,"  for  the  materials 
used  for  most  of  the  new  sport  suits  is  the 
"Excellency"  of  button  styles.  Our  "full  ball 
buttons"  for  dresses  of  Jersey  cloth  and  light 
weight  silks  is,  in  most  cases,  all  the  trim- 
ming required.  We  make  buttons  of  combin- 
ation materials,  that  are  exclusive.  _  Capable 
saleszvomen  to  suggest  styles  and  sizes  most 
suitable  for  the  material  you  use — to  obtain 
best  results.    Sices  18  to  40  li?ne. 

Test  our  "Made  to  Order"  button  service — 
we  feel  confident,  we  can  please  you. 
Yours  truly, 

LEINBACH  &  COMPANY. 


COLOMBIA'S  BUTTON  REQUIREMENTS. 

A RECENT  report  from  Claude  E.  Guyant,  Con- 
sul in  charge  of  the  U.  S.  Government  in- 
terests in  Colombia,  states  the  buttons  most  used 
there  are  of  pearl,  glass  and  bone,  in  small  and  me- 
dium sizes  for  women's  clothing  and  men's  wash 
suits,  and  of  vegetable  ivory  for  men's  woolen  suits. 
Few  buttons,  plain  or  fancy,  are  used  on  women's 
dresses,  hooks  and  eyes  and  snap  fasteners  taking 
their  place  for  utility  and  lace  and  ribbons  being  pre- 
ferred for  decoration. 

There  is  a  steady  demand  for  small  pearl  buttons 
in  the  cheaper  grades  for  underwear,  and,  in  the 
tropical  part  of  the  country,  for  larger  sizes  for  use 
on  men's  linen  and  cotton  suits.  These  buttons  are 
imported  from  the  United  States,  Great  Britain,  and 
France,  small  quantities  also  coming  from  Spain. 
Before  the  war  Germany  had  a  share  in  the  business, 
but  the  United  States  did  not  at  that  time  compete 
with  European  prices,  which  were  then  about  30 
per  cent,  lower  than  ours. 

Bone  buttons  are  used  to  some  extent  in  the  small 
sizes  on  cheap  shirts  and  underwear,  but  the  demand 
is  greater  for  the  larger  sizes  for  use  on  suits.  Ger- 
many formerly  had  all  the  trade  in  this  line,  but  at 
present  they  are  supplied  by  Spain,  Great  Britain, 
France,  and  the  United  States. 

There  is  no  market  in  the  coast  country  for  steel 
buttons  for  men's  clothes,  as  they  cause  rust  stains ; 
in  the  interior  of  Colombia  they  are  still  used  on 
trousers,  but  the  demand  is  decreasing  steadily  in 
favor  of  the  vegetable  ivory.  Before  the  war  Ger- 
many supplied  all  the  steel  buttons  imported;  now 
they  come  from  the  United  States.  French  glass 
and  porcelain  buttons  are  used  on  cheap  shirts  and 
underwear  of  the  poorer  people.  The  demand  is  not 
large,  but  steady. 

Vegetable  ivory  buttons  are  growing  in  favor  and 
are  generally  used  by  tailors  on  men's  nonwashable 
clothes.  Germany  formerly  had  the  bulk  of  this 
trade,  but  at  present  Italy  supplies  practically  all  of 
the  demand.  United  States  prices  before  the  war 
were  about  30  per  cent,  higher  than  European.  They 
still  are  higher,  but  the  difference  in  cost  is  not  now 
so  marked  because  of  high  shipping  and  insurance 
rates  from  Italy.  On  account  of  the  scarcity  of  bone 
buttons  the  Italian  manufacturers  have  been  getting 
out  a  plain  white  vegetable  ivory  button  in  20,  22, 
24,  26,  and  28  lines,  which  is  neater  and  cheaper  than 
the  bone  and  which  has  met  with  general  favor. 

Sources  of  Imports. 

No  buttons  are  manufactured  in  Colombia.  Be- 
fore the  war  all  importations  came  from  Europe. 
Germany  shipped  most  of  the  bone  and  divided  the 
trade  in  vegetable  ivory  with  Italy  and  in  glass  with 
France.  Great  Britain  and  France  supplied  most 
of  the  pearl.  At  present  the  situation  is  so  changed 
that  the  United  States  and  Italy  are  the  principal 
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shippers,  the  former  leading  in  pearl  and  the  latter 
in  vegetable  ivory.  Statistics  showing  the  importa- 
tions into  Colombia  by  countries  are  not  available, 
but  the  following  statement  of  imports  during  1915 
shows  generally  the  origin  of  the  different  kinds  of 
buttons  used: 

Kind.  Value.  Origin. 

Bone    $1,568  Spain,    Great  Britain, 

France,  United  States. 

Covered  with  cotton   135  France,  Italy. 

Covered  with  silk   8  France. 

Glass    1,472  Do. 

Pearl    4,349  Great   Britain,  France, 

United  States. 

Porcelain    895  France. 

Rubber,  celluloid,  and 

gutta-percha    102 

Steel    733  Un;ted  States. 

Steel  for  women's  dresses      460  Do. 

Vegetable  ivory   4,919  Italy,  France. 

Total   $14,641 

The  above  total  represents  the  imports  into  the 
whole  Republic.  It  can  readily  be  seen  that  this 
amount  is  small  for  a  country  of  4,500,000  inhabit- 
ants, but  the  demand  can  hardly  be  stimulated,  as 
the  majority  of  the  population  are  poor.  Also  styles 
do  not  change  as  frequently  in  Colombia  as  in  the 
United  States,  and  clothes  are  worn  longer  by  all 
classes  of  people. 

Customary  Terms — Samples. 

The  trade  in  buttons  is  carried  on  by  commission 
houses  and  through  direct  orders  from  the  larger 
wholesale  firms.  It  is  common  for  European  travel- 
ing salesmen  handling  textiles  and  dry  goods  to 
carry  side  lines  of  notions  and  buttons  and  to  take 
orders  from  samples.  Before  the  war  European  com- 
mission firms  allowed  terms  of  six  months  with  in- 
terest at  one-half  of  1  per  cent,  per  month,  but  the 
larger  houses  purchased  direct  from  manufacturers 
at  six  months  without  interest.  Present  commis- 
sion-house terms  are  90  to  120  days  net,  and  manu- 
facturers sell  at  cash  and  30  and  60  days'  sight. 

A  small  lot  of  sample  buttons  of  the  styles  most 
popular  with  prices  may  be  inspected  at  the  Bureau 
of  Foreign  and  Domestic  Commerce  and  its  district 
and  cooperative  offices  upon  referring  to  file  No. 
86536.  With  the  exception  of  the  vegetable  ivory 
most  of  these  samples  are  of  American  pearl  buttons, 
which  are  identical  in  shape  and  size  with  those  re- 
ceived from  France  and  Great  Britain. 

The  use  of  small  buttons  for  women's  apparel  has 
been  affected  in  recent  years  by  the  growing  popu- 
larity of  the  small  steel  snap  fastener.  These  fas- 
teners enjoy  a  large  sale  throughout  the  country. 
They  were  formerly  imported  altogether  from  Ger- 
many at  25  pfennigs  (about  6  cents)  per  gross.  At 
present  all  importations  come  from  the  United  States 
and  cost  approximately  33  cents  per  gross. 

For  the  purpose  of  showing  the  distribution  of  ex- 
ports as  they  were  listed  at  Hamburg  for  the  year 
1913,  and  as  an  index  to  the  value  of  possible  mar- 


kets for  the  American  manufacturer,  the  following 
table  is  reprinted  from  the  statistics  obtained  by 
Consul  General  Henry  H.  Morgan  at  Hamburg: 

Imports. 

Countries.  Pounds.  Value. 

Belgium    34,613  $6,992 

Bremen    22,928  9,444 

France    62.391  21,137 

Italy    53,352  26,823 

Japan    293,215  391,450 

Spain    8,157  3,306 

United  Kingdom    42,549  35,809 

United  States    77,162  34,286 

All  other  countries.   4,849  1,667 

Total    599,216  $530,914 

Exports. 

Argentina    652,348  $321,490 

Australia    287,483  168,366 

Bolivia   14,330  8,435 

Brazil    423,949  292,607 

Bremen    8,818  5,564 

British  India    425,051  138,971 

British  South  Africa   23,589  7,430 

British  South  and  Central  America....  7.275  7,057 

Canada    157,190  124,160 

Canary  Islands    10,582  3,199 

Chile    175,267  85,670 

China,  not  elsewhere  specified   78,925  35,593 

Kiaochow    7,055  1.518 

Hongkong    93,476  58,405 

Colombia    52,690  30,526 

Costa  Rica    8,818  3,510 

Cuba    39,022  24,390 

Denmark    23,589  13,623 

Dominican  Republic    11,023  6,359 

East  Africa    20,283  3,806 

Ecuador    16,314  10,144 

France    15,212  2,868 

French  possessions  in  Asia   13,007  4,777 

Guatemala    18.960  8,968 

Honduras   8,157  6,664 

Japan    73,855  47,431 

Mexico    176,370  93,732 

Netherlands'  possessions  in  Asia   202,384  103,735 

Nicaragua    10,803  5,281 

Norway    130,514  70,550 

Panama    10,582  7,392 

Paraguay    13,007  12  119 

Peru    55,997  27,858 

Philippines    16,535  8,711 

Portugal    66,800  66,861 

Russia: 

Baltic  ports  (except  Finland)   78,044  30,225 

Finland    9,480  7,564 

Black  Sea  ports   24,912  3,815 

Salvador    7,275  3,501 

Siam    5  071  2,356 

Spain    77,382  .29,015 

Sweden    38,581  27,475 

Turkey  in  Europe   19,621  6,931 

United  Kingdom    652,127  347,299 

United  States    271,609  147,493 

Uruguay    92,815  50,327 

Venezuela    35,053  27,739 

West  Africa    25,133  7.656 

All  other  countries   33,689  13,852 

Total    4,720,052  $2,523,019 
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PARIS  MOVES  NEW  YORK-WARD. 

NEW  YORK  is  gathering  in  an  increasing  num- 
ber of  Paris  couturiers.  That  is  as  it  should 
be.  The  French  are  wonderful  dressmakers  and  we 
want  their  ability,  particularly  we  want  them  to 
come  here.  This  is  the  one  great  nation  of  races, 
a  place  where  no  one  should  feel  that  he  is  in  a 
country  of  ideas  opposed  to  the  newcomer.  Un- 
doubtedly this  will  become  the  great  fashion  center 
of  the  world,  and  it  is  worth  noting  that  the  French 
designers  find  so  appreciative  a  following  here  that 
they  now  see  the  advantages  to  be  had  in  doing 
their  work  in  the  atmosphere  of  the  people  who  will 
wear  their  creations. 

Time  will  take  care  of  this  problem  of  replacing 
the  fashion  center  which  was  destroyed  when  France 
was  plunged  into  war.  It  is  to  be  expected  that 
Paris  will  hold  too  many  memories  adverse  to  ideal 
conditions  for  fashion  making  for  a  long  time  after 
the  war.  The  natural  place  to  re-establish  the  proper 
atmosphere  is  New  York. 


MILITARY  CLOTHES  AND  BUTTONS. 

DAVID  CRYSTAL  &  CO.,  New  York,  have 
produced  a  number  of  skirts  made  of  real  olive 
drab  army  cloth.  There  are  military  pockets  of  many 
sorts  and  buttons  of  decidedly  military  type.  The 
buttons  run  from  belt  to  hem  and  are  also  on  the 
canteen  army  pockets.  One  model  has  a  belt  with 
eight  cartridge  pockets,  each  pocket  flap  held  by  an 
army  button. 

 »  

SHELTON  LOOMS  FASHION  SHOW. 

MR.  ROSENFELD,  of  Sidney  Blumenthal  & 
Co.,  announces  the  welcome  news  that  the 
company  will  again  hold  the  Shelton  Looms  Fashion 
Show,  which  was  one  of  the  popular  events  of  last 
season.  The  show  will  be  held  in  August  and  fur- 
ther information  regarding  the  plans  for  this  year 
will  be  given  out  shortly. 

ANNUAL  STATEMENT  OF  MORLEY  MFG.  CO. 

THE  Morley  Manufacturing  Company  of  Bos- 
ton, selling  agents,  issue  the  following  annual 
statement : 

President,  John  C.  Spring;  treasurer,  Sherburn  M. 
Merrill;  directors,  William  G.  Keene  and  Parker 
W.  Whittemore.  Report  of  Jan.  1.  1917  shows: 
Assets — Office  fixtures,  $1,400;  cash  and  debts  re- 
ceivable, $59,919;  total,  $61,318.  Liabilities— Cap- 
ital stock,  10,000;  accounts  payable,  $29,787;  profit 
and  loss,  $21,532;  total,  $61,319. 

ANNUAL  STATEMENT  OF  THE  NEWELL 
PUTNAM  MFG.  CO. 

PRESIDENT  and  treasurer,  Ralph  H.  Davison; 
directors,  Wm.  C.  Newell,  Albert  N.  Newell, 
Springfield,  Mass.  Annual  meeting,  Feb.  13,  1917. 
End  of  fiscal  year,  Dec.  31,  1916.  Report  shows: 
Assets — Machinery,  tools  and  fixtures,  $14,887; 
stock  in  process,  etc.,  $12,446 ;  cash  and  debts  receiv- 
able, $6,149;  insurance,  $29;  profit  and  loss,  $14,356; 
total,  $47,867.  Liabilities— Capital  stock,  $41,200 
(authorized  $65,000)  ;  accounts  payable,  $4,667 ; 
floating  indebtedness,  $2,000;  total,  $47,867. 


GERMAN-AMERICAN  BUTTON  CO. 
Adopts  Its  Popular  Slogan  as  New  Firm  Name. 

JULY  first  will  usher  in  the  change  which  has 
been  long  contemplated  by  the  German-Ameri- 
can Button  Co.,  of  Rochester,  that  of  conducting  its 
business  under  the  title  of  Art  In  Buttons,  Inc.,  the 
designation  "Art  In  Buttons"  having  been  associated 
with  the  standards  and  products  of  the  German- 
American  Button  Co.  for  many  years.  Their  book- 
lets with  the  title  "Art  In  Buttons"  have  been  one 
of  the  notable  publicity  achievements  in  the  button 
field.  Also,  the  company's  button  cards  have  long 
carried  those  words  in  place  of  the  company  name. 

From  a  small  beginning  twenty-six  years  ago  the 
German-American  Button  Co.,  or,  as  they  will  here- 
after be  known,  Art  In  Buttons,  Inc.,  became  a 
powerful  factor  in  the  button  industry.  Today  they 
employ  a  thousand  operators  at  their  Rochester 
plant. 

 ♦  

CLEVELAND  STYLE  SHOW  MAY  25-26. 

AN  important  event  in  the  trade  is  the  style 
show  in  connection  with  the  semi-annual 
convention  of  the  National  Cloak,  Suit  and  Skirt 
Manufacturers'  Association  on  May  25-26.  The  in- 
dications are  that  the  fall  season  will  see  the  in- 
troduction of  the  best  American  designed  styles,  of- 
fered as  such  and  with  no  further  effort  to  pattern 
after  Paris  formation.  The  style  show  is  set  for 
the  second  day  of  the  convention  which  uses  the 
assembly  room  of  the  Hollenden  Hotel,  Cleveland. 


PEARL  BUTTON  MEN  MEET. 

EARLY  in  May  the  Button  Manufacturers'  As- 
sociation held  a  two-day  meeting  at  the  Hotel 
Astor.  The  purpose  of  the  meeting  was  to  give  due 
consideration  to  the  trade  problems  arising  out  of 
present  conditions.  Anticipating  that  the  new 
army  measures  will  result  in  drawing  many  of  their 
factory  workers  into  the  army,  the  members  of  the 
association  discussed  various  angles  of  the  situation 
that  would  be  thus  created. 

Another  trade  feature  that  engaged  the  thought 
of  the  meeting  is  the  present  high  demand  for  large 
size  pearl  buttons,  necessitating  more  economical 
methods  of  shell  cutting  if  the  short  supply  of  raw 
material  is  to  be  made  adequate  to  supply  the  needs 
of  the  season. 


ACCURATE  BINDING  CO.  IN  NEW  HOME. 

AT  148-156  West  23d  street,  New  York,  the 
Accurate  Binding  Company  is  now  complete- 
ly installed  since  their  recent  removal.  They  are 
specializing  in  bias  bindings,  belting  and  trimmings. 
Peter  Baron,  formerly  manager  for  the  Central 
Binding  Co.,  and  Charles  Levine  compose  the  firm. 


COLUMBIA  CRUDE  PRODUCTS  CO.  TO 
MANUFACTURE  BUTTONS. 

RECENTLY  incorporated  at  Rochester,  the  Co- 
lumbia Crude  Products  Company  will  manu- 
facture buttons  and  various  novelties.  The  incor- 
porators are  Albert  B.  Grover  and  Frederick  E. 
Grover,  both  of  Rochester,  and  J.  Herbert  Coyle,  of 
Albany.    Capital,  $30,000. 
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When  You  Place  an  Order  With  a  Member 

OF  THE 

BUTTON,  NOTION  AND  DRESS  TRIMMING 
PROTECTIVE  ASSOCIATION 


YOU  CAN  BE  SURE 

That  it  will  have  quick  and  thorough  at- 
tention. A  feature  of  the  B.N.&D.T.  P.  A. 
work  is  that  members  strive  to  make  it 
evident  to  everyone  that  Association  houses 
are  well  equipped  to  render  every  service 
consistent  with  fair,  up-building  business 
methods. 

And  that  fact  alone  makes  it  important  that 
every  business  man  in  the  lines  covered  by 
the  Association  should  inquire  into  the  ad- 
vantages to  be  derived  through  membership. 

Send  your  name  in,  requesting  full  details 
regarding  the  Association.  Address,  Sec- 
retary, 

Button,  Notion  &  Dress  Trimming  Protective  Ass'n 

225  Fifth  Avenue,  New  York 
Brunswick  Building 
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A.  M.  TURKELTAUB 


TELEPHONE: 
MADISON  SQUARE  5327 


JULIUS  LICHTER 


Sterling  Button  Company 


8-10-12-14  WEST   30th  STREET,  Near  5th  Avenue 


NEW  YORK 


For  the  Jobber  Only 

FRANK  CANNATA 

Manufacturer 

Crochet  Buttons  and  Novelties 

2060  First  Avenue,  New  York 
SPECIAL  DESlGNSj  FOR  THE  WHOLESALE  TRADE 

Telephone,  545^  Harlem 


GENUINE  SPRING 

SNAP  FASTENER 
MACHINES 

The  American  snap  fastener  industry  has  proven  to  be  the 
biggest  success  in  the  snap  fastener  history.  Let  us  help  you 
take  part  in  this  success.  We  build  perfect  automatic  ma- 
chines that  can  be  operated  by  any  inexperienced  person  and 
guarantee  the  best  products.  Machines  can  be  seen  in  oper- 
ation and  product  open  for  inspection. 

AJAX  STAMPING  COMPANY,  Inc. 

MAKERS  OF  SPECIAL  AUTOMATIC  MACHINES,  DIES  AND  TOOLS 

145  West  28th  Street,  New  York 


OF 


INFORMATION  DEPARTMENT 


TAKE  ADVANTAGE  our 

Many  of  our  readers  are  doubtless  frequently 
desirous  of  knowing  where  they  can  procure 
certain  desirable  lines  of  goods. 

We  have  exceptional  facilities  for  procuring 
information  about  new  productions,  novelty 
lines,  etc. 

This  department  is  organized  especially  for  the 
purpose  of  supplying  such  information  and  is  at 
your  service  at  all  times. 

We  are  always  glad  to  be  of  any  possible  ser- 
vice to  our  readers  and  requests  for  information 
are  most  welcome. 

NOTIONS  AND  FANCY  GOODS 

"THE  BLUE  BOOK  OF  THE  NOTION  TRADE" 

118  East  28th  Street,  New  York 


Snap  fasteners 


T^ENGTH 
AFETY 
EltVICE 
PEED 
ECUE^ITY 


FOR 
IMMEDIATE 
and 
FUTURE 
DELIVERY 


ZIP  SNAP  FASTENER  SALES  CO. 

St.  James  Bldg.  1133  Broadway,  New  York 
'Phone,  Farragut  773  Room  425 


A  NOVELTY  FOR  EVERY  DAY  OF  THE  YEAR 


CELLULOID 


MANUFACTURED  FOR 


BUTTONS 


THE  JOBBING  TRADE 


ONLY 


YOUR  OWN  STYLE  IDEAS  MADE  UP 
SUITABLE  FOR  CLOAK,  SUIT,  DRESS, 
WAIST,  MILLINESRY  AND  OTHER 
APPAREL  PURPOSES 

^fjompson  Jlobeltp  button  OTorfes 

TELEPHONE  6996  CHELSEA  INCORPORATED 

12-14  Wtst  21st  §tmt,  £faw  fork 


EVERY  MANUFACTURER 

is  vitally  concerned  in  regard  to  the  cost  of  production. 

New  methods,  new  discoveries,  new  processes ;  the 
elimination  of  waste,  the  utilization  of  by-products — 
every  element  that  enters  into  the  reduction  of  the  cost 
of  production  will  be  found  in 

THE  CHEMICAL  ENGINEER 

A  MONTHLY  INDUSTRIAL  PUBLICATION 

118  East  28th  Street,  New  York 

SUBSCRIPTION  TWO  DOLLARS  A  YEAR 
SAMPLE  COPIES  TWENTY-FIVE  CENTS 


TELEPHONE 
BERGEN  1436 


THE  J.  FELDMAN  COMPANY 


ESTABLISHED  1900 
INCORPORATED  1907 


CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 

31  to  39  Fremont  Street 
241  to  2451/2  Golden  Street 


JERSEY  CITY,  N.  J.,  U.  S.  A. 


Vol.  51 


JUNE,  1917 


*  Published  Morvtkly  by  ■ 
CREADY  PUBLISHING  COMPANY 
118  East  l8th  Street 
•  NEW  YORK  - 


42nd  Year  of  Publication 


Subscription  ll93  Pa- Yeai 
Canada  $  1.59,  Foreign.  $29° 
Single  Copies  15  Cents 


Howard  Quality  Elastic 


The  Kind  that  Gives  Satisfaction  to  the  Consumer 


SILK  HONEYCOMBS 
SILK  CABLES 
SILK  LOOMS 
SILK  BELTINGS 
SILK  FRILLS 
SILK  HAT 


MERCERIZED  LISLE 
PLAIN  LISLE 
MERCERIZED  HAT 
ARTIFICIAL  SILK  FRILLS 
ARTIFICIAL  SILK  CABLES 
NON-ELASTIC  INSIDE  BELTINGS 


In   All   Staple   Sizes   and  Colors 


Manufactured  in  our  own  factory  with  the  idea  of  producing  mer- 
chandise second  to  none.  Quality  in  elastics  is  essential  for 
satisfactory  business  and  produces  an  ever-increasing  number  of 
satisfied  customers. 

Build  on  Quality  if  you  wish  success 

S.  E.  Howard's  Son  &  Co. 

1150  Broadway    -    230  Fifth  Ave.    -    New  York 


* 
P 
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{pmbtoi6&ry  Jpoun6ation  Jporms 


For  All  Requirements 
Letters,    Emblems,  Scallops 
Specially   Prepared  Fibre 


Will  stand  washing',  boiling-,  ironing. 
Practical  and  Indestructible.  Takes 
the  place  of  stamping  and  padding 
in  Embroidering- initials  and  designs. 


251/2  x  21  x  7 

This   Cabinet   Fibre  Letter  Assortment,  $25.00,  or  Feltogram 
Assortment,  $27.00. 


Saves  Time,  Labor 
and  Secures  Better 
ResuJts. 


FELTOGRAMS 


For  those  who  prefer  soft  padding. 
Have  a  linen  cloth  backing,  giving  a 
perfect  foundation  for  the  soft  felt 
cushion  and  makes  the  forms  in- 
destructible. Special  Monogram  Let- 
ter designs  in  this  line. 


Can  be  combined  in 
Graceful,  Artistic 
Monograms  and  worked 
in  Silk  or  Cotton. 
Produces  the 
finest  raised 
Hand  Embroider)'. 


1007o  profit  for 
the  department 


251/2  x  21  x  14 

This   Two-Drawer    Cabinet    Fibre    Letter    Assortment,  $50.00, 
This  Two-Drawer   Cabinet   Feltogram   Assortment,  $54.00. 


Unbroken 
packages 
Exchanged  at 
any  time. 


For  details  write  Dept.  E 

C.  H.  CROWLEY 

339  Broadway,  New  York        215  South  Market  Street,  Chicago 
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ALL  GUARANTEED. 
ALL  GOOD  PROFIT 
MAKERS.  *»  ALL 
PRODUCED  BY  THE 

I.B.KLEINERT 

RUBBER  COMPANY 

719-725  BROADWAY 
NEW  YORK 
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PORTER  BROS.  &  CO. 

Established  1855 

COMMISSION  MERCHANTS 


NOTION  SPECIALTIES 

FOR  THE  JOBBING  TRADE  ONLY 
Ready  for  Immediate  Delivery 


Bias  Seam  Bindings 
Steel  Safety  Pins 
Stay  Bindings 

Steel  and  Bone  Crochet  Hooks 
Shoe  and  Corset  Laces 
Horn  and  Ivory  Fine  Combs 


Domestic  Thimbles 
Dress  Beltings 
Hair  and  Cloth  Brushes 
Lindsay  Hose  Supporters 
Elastic  Cords  and  Braids 
Musical  Instrument  Strings 


SOLE  AGENTS  FOR 

VULCANITE  MFG.  CO.'S  "ACORN"  Dress  Fasteners, 
Victoria,  Union,  Poppy  and  America's  Favorite  Safety 
Pins  and  Hooks  and  Eyes.    BLOOD'S  Needles  and  Darn- 
ers, Crewel,  Chenille,  Millinery,  Tapestry. 
HOWE  MFG.  CO.'S  PINS. 


PORTER  BROS.  &  CO. 

108  WORTH  ST.,  NEW  YORK 
86  ESSEX  ST.  BOSTON 
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(nee.  o.  8.  pat.  err) 

ADJUSTABLE  HAT  LINING 


NATIONALLY 
ADVERTISED  DIRECT  TO 
YOUR  CUSTOMERS 


TWO  POPULAR 
GRADES 


A  great  number  of  your  customers  trim 
their  own  hats.  Proper  fitting  depends 
entirely  upon  the  lining.  The  "Pullastic" 
Adjustable  Hat  Lining  insures  perfect  fit 
for  any  hat  and  any  style  of  hairdress- 


ADD  THIS  SUCCESS  TO  YOUR 
NOTION  DEPARTMENT 


ATTRACTIVE. 
M  ATERIALS 


YOUR  JOBBER  CAN  SUPPLY  YOU 

No.  42— Black  and  White:  $1.35  per  Doz.;  $15.00  per  Gross 
No.  45— Black  and  White:     2.00    "       "         22.50  " 

THE  PULLASTIC  COMPANY  OF  AME.RICA,  Inc.,  49=53  E.  21st  ST.,  NEW  YORK  CITY 


THE  FALL 
MARKET  MONTH 
NUMBER 

ON  JULY  20TH  THE  FALL  MARKET 
MONTH  NUMBER  WILL  BE  IN  THE 
HANDS  OF  OUR  READERS.  CON- 
TAINING MUCH  VALUABLE  INFOR- 
MATION TO  BUYERS,  IT  WILL  IN- 
TRODUCE THE  NEW  FALL  GOODS 
AND  THE  SOURCES  FROM  WHICH 
THE  NEW  THINGS  WILL  COME. 


REMINDER:  TO  EVERY  MAN  WHO 
HAS  A  REAL  MERCHANDISE  MES- 
SAGE TO  TELL,  WE  POINT  OUT  THE 
VALUE  OF  ADVERTISING  IN  THIS 
MAGAZINE  WITH  A  SINGLE  FACT- 
THERE  ARE  FIRMS  WHICH  HAVE 
NEVER  BEEN  OUT  OF  OUR  ADVER- 
TISING COLUMNS  IN  ALL  OUR 
FORTY-TWO  YEARS. 

NOTIONS 

AND 

FANCY  GOODS 
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Notions  and  Fancy  Goods 


We  Take  Particular  Pride  in  Our  Extensive  Stock  of 

REAL  HUMAN  HAIR  NETS 

Which  Are  One  of  Our  Leading  Specialties 
WE  ARE  SOLE  AGENTS  FOR  THE 

Celebrated  "COIFFURA"  Line  of  Hair  Nets 

Amongst  the  leaders  is  the 

Famous  "TIDY-WEAR"  Brand 

These  popular  nets  have  the  patented  tight  hair  feature,  which 
while  keeping  the  front  dressing-  of  hair  "tidy"  allows  ample 
fullness.  The  best  net  for  all  occasions,  particularly  for  mo- 
toring and  sports  wear.  In  sizes  R20,  R22,  R24,  R26  and  R28. 
Can  be  furnished  in  the  following  shades — Blond,  Light  Brown, 
Medium  Brown,  Dark  Brown,  Black,  Auburn,  Pepper  and  Salt 
(Gray)  and  White. 

OTHER  POPULAR  BRANDS 

Each  One  a  Tried  and  True  Favorite 

The  "3480,"  one  of  the  best  known  and  most  favored 
net  on  the  market.  Made  of  natural  hair  in  black  and 
a  full  range  of  colors. 

The  "Easifix,"  a  most  popular  brand.   It  is  of  the  cap 

shape  fitting  over  the  head  like  a  boudoir  cap,  the 
elastic  edge  making  it  fit  snugly  to  the  head.  All 
colors. 

The  "Queen  Charlotte"  Invisible.  One  of  the  best 
silk  mesh  nets  made.  Very  generally  favored  on  ac- 
count of  the  current  mode  of  dressing  the  hair. 

Made  by  Rosenwald  Bros.,  London,  England. 

Dieckerhoff,  Raffloer  &  Company 

560-566  BROADWAY  (Cor.  Prince  St.)  NEW  YORK 

PHILADELPHIA,  925  Chestnut  St.  BOSTON,  31  Bedford  St. 


June,  1917 
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BE  PREPARED 

To  Meet  the  Enormous  Demand  for 

TRENCH  MIRRORS,  MILITARY  CASES 
AND  HANDY  KITS 

TRENCH  MIRRORS  of  a  highly  polished  metal.  Guaranteed 
unbreakable.  Absolutely  necessary  in  every  soldier's  kit.  Retail 
from  25c.  to  $1.25. 

MILITARY  ROLL  UP  CASES  and  soldiers'  handy  kits  in 
great  assortment.     Up-to-the-minute,  rapid-selling  items. 

HOLIDAY  LINES  NOW  READY 

Society  Bags,  Pot  Pourri  Bags,  Powder  Puff  Novelties  in  Leather  and  Silk, 
Sachets  and  other  Novelties. 

Full  lines  of  SWEET  GRASS  BASKETS  trimmed  and  untrimmed. 

E.  A.  GUTHMAN  CO. 

MANUFACTURERS   OF   TOILET   SPECIALTIES  AND  ART  NOVELTIES 

137  FIFTH  AVENUE,  NEW  YORK 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 

ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 

NEW  YORK 


315-321  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


De  Graff  &  Palmer 

SolLAtgheents  World  Renowned  Stag  Combs      881  toN88w7Y^koadway 


Made  in  BINGHAMTON,  N.  Y.,  U.  S.  A.,  byNOYES  COMB  CO.,  Established  179 


8  Notions  and  Fancy  Goods 


LARGE  ASSORTMENT  OF 

W.  W.  J.  H.  E.  hast  black 

SHOE  LACES 

Round  and  Tubular 

In  all  the  different  packings,  including  Cabinet  assortments 

ALSO  A  LARGE  ASSORTMENT  AND  STOCK  OF 

DOMESTIC  NOTIONS  of  all  kinds 


DIECKERHOFF,  RAFFLOER  &  CO. 

560-566  BROADWAY,  NEW  YORK 
Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 


June,  1917 


Jobbers!  Attention! 
Bias  Seam  Tape 

Is  in  Big  Demand 


We  solicit  your  business 
on  Bias  Seam  Tape,  and 
are  quite  sure  of  giving 
you  satisfaction — in  fact 
your  dealings  with  us  will 
be  a  delight. 

Our  prices  are  exceedingly 
reasonable,  so  much  so 
that  we  are  justified  in 
saying  that  our  prices  are 
lower  than  those  for 
which  the  same  goods 
can  be  purchased  for  else- 
where. 

The  workmanship  on  our 


goods  is  par  excellence — 
made  by  experts,  and 
every  yard  is  just  as  it 
should  be. 

The  tape  is  packed  in  at- 
tractive transparent  en- 
velopes, and  it  is  import- 
ant to  know  that  we  will 
be  glad  to  print  your  own 
brand  and  name  on  the 
packages. 

Deliveries  are  prompt.  We 
are  at  your  service.  Let 
us  hear  from  you. 


ECONOMY  BINDING  CO. 

120  East  27th  St.,  New  York 

"We  Strive  to  Please" 


Summer-time  Sells  Hair  Nets 

Hair  Nets  are  the  most  profitable  item  in  your  notion  de- 
partment. Prepare  tor  big  Hair  Net  sales  this  summer— more 
women  will  adopt  the  outdoor  life  than  ever. 

To  aid  the  dealer  who  handles  "UNICUM"  Hair  Nets  to 
educate  women  to  wear  "UNICUM"  Hair  Nets,  we  have  pre- 
pared some  splendid  selling  helps: 

1  Mahogany  Finished  Display  Case,  with  rlate  glass 

top,  front  and  sides.    Free  with  two  gross  order. 

2  Supply    dummy    envelopes    and    Cap   Hair  Nets 

mounted  on  cards,  shown  in  displays. 

3  Lithographed  Cut-Out.    Nine  colors.    Size  30x13% 

inches. 

4  Newspaper  Electros  for  local  advertising. 

5  Folder  for  counter  or  mail  distribution.  Quantity 

desired.      (Send   exact   wording  for   insertion  of 
your  store's  name  and  department.) 

g  Hanger  for  Notion  or  Hair  Goods  Department. 

All  these  are  FREE  to  "UNICUM"  dealers.  Have  you  seen 
the  line?  Send  for  samples,  and  quotations  of  best  sellers. 
Comparison  is  our  best  salesman. 

Theo.  H.  Gary  Co. 

67=69  Irving  Place  -  New  York 


:   ■     i :  ■  ■  i  ■  .  i .  . :    ■   :  - 1  . ! . . .  . ;    . : .  .  i  ■   : . .  in.  1 1 :  .  1 1 1 : . . .  1 1 1  u .  ■  :  I  ■ .  ,  i , i . .  1 1 1 1 .  1 1 , . .  -  , ,  :  1 1  . ,  i , .  . - :  i :  . : i I ; . . ,  i :  i  . , :  


Toilet 
Brushes 

SAKABE  &  CO. 

Jiro  Sakabe,  Prop, 

osaka;  -  -  japan 


Largest  Manufacturers 

and 

Exporters  of  the  Kind. 


DIRECT  TRANSACTIONS 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


BOSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  38  Sansome  Stree 


Notions  and  Fancy  Goods 


Joseph  L  Porter  Company,  inc 

Yankee  Notion  House 


READY  SELLING  SPECIALS 

For  The  Jobbing  Trade  Only 


FOR 

THE 
JOBBING 
TRADE 

ONLY 


Snap  Fasteners  0-00-000  Black  and  White  at  attractive  prices; 
Daisy  Flat  Centered  Crochet  Hooks,  solid  and  assorted  sizes; 
Stickerei  Trimming — Featherstitch  Braid — Ric  Rac  Braid; 
Shoe  Laces,  all  kinds,  at  lowest  prices; 
Lisles  and  Loom  Elastic  Webbing, 
Toilet  Pins  and  Safety  Pins, 
Middy  Laces  in  great  variety, 
Inside  Skirt  Banding, 
All  Kinds  of  Mirrors, 
Pearl  Buttons, 
Corset  Laces, 
Eagle  Pencils, 
Hair  Nets, 
Hat  Pins. 


FOR 

THE 
JOBBING 
TRADE 

ONLY 


Sole  Selling  Agents  for  Thomas  Harper  &  Sons'  Celebrated  Needles. 


Joseph  L.  Porter  Company,  inc. 

61-63  Leonard  Street  NEW  YORK 


June,  1917 
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THE  NAME  of  WRIGHT 
COMES  to  the  LIPS 

whenever 

BIAS  FOLD  TAPES 
COME  into  the  MIND 

WHY? 


BECAUSE 
BECAUSE 
BECAUSE 
BECAUSE 


Wm.  E.  Wright  was  the  Pioneer  manufacturer  in 
America. 

WRIGHT'S  BIAS  FOLD  TAPES  are  everywhere 
acknowledged  to  be  the  standard. 

The  Wright  trade  mark  is  a  guarantee  of  excellence 
and  a  safeguard  to  the  dealer. 

By  reason  of  the  thousands  of  dollars  spent  in  adver- 
tising them,  they  are  easy  to  sell. 


MORAL—BUY 


TOiGHrs  m  mm 


The  quickest  and  prettiest  finish  for  summer  dresses  and  chil- 
dren's clothing.   Unequaled  for  bindings,  pipings  and  trimmings. 

Each  piece  put  up  in  a  transparent  dust-proof  envelope.    If  you 
haven't  these  goods  in  stock  you  are  missing  a  good  profit  maker. 

WM.  E.  WRIGHT  &  SONS  CO. 

Manufacturers  315-317  Church  Street,  New  York 

PHILADELPHIA— Jas.  F.  McCarriar,  1011  Chestnut  Street 
CHICAGO— E.  S.  Ransom,  325  W.  Adams  St.        ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Av. 
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Notions  and  Fancy  Goods 


Some  Reasons  Why  I  Advertise 

By  a  Manufacturer 
Q  I  know  I  have  a  good  product. 

Q  I  believe  in  coming  out  into  the  sunlight  and  telling  why  1  have  a 
good  product. 

Q  I  believe  in  telling  my  competitors  what  I  have  and  why.  It 
spurs  me  on  to  added  endeavor  and  forces  me  to  do  the  better 
thing  first. 

Q  I  believe  in  the  intelligence  of  the  buying  public.  1  will  get  fur^ 
ther  by  giving  them  facts  and  written  promises  than  by  giving  them 
cigars  and  hot  air. 

Q  1  know  that  consistent  advertising  automatically  stamps  me  and 
my  product  as  reliable  —  no  other  kind  of  a  product  can  be  steadily 
advertised;  no  other  kind  of  a  manufacturer  can  continue  to  pay  his 
advertising  bills  —  and  the  papers  don't  run  ads  for  nothing. 

Q  1  know  that  just  as  it  is  the  progressive  manufacturers  who  ad- 
tise,  so  it  is  the  progressive  merchant  and  buyer  who  read  the  ads. 

Q  And  finally  —  to  repeat  —  1  know  I  have  a  good  product  and 
am  ready  to  back  my  belief  with  black  and  white,  and  promises 
and  real  cash  money. 


June,  1917 
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TRADE  MARK 
Registered 

TRADE  MARK 
Registered 


TRAUfc.  MARK 
Registered 


SPECIALTIES  IN  NOTIONS  @ 

Poirier  &  Lindeman  Co. 


IMPORTERS 

373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRADE  MARK 
Registered 


HOYTS  FAST  SELLERS 


HOYT'S 

GENUINE  GERMAN  COLOGNE 

HOYTS 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

F.  HOYT  &  CO.,  Ltd.,  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER  CO.,  Inc.,  Selling  Agents 


Climax  Safety  Hair  Pin  Cards 
Stop  the  Loss 

caused  by  hairpins  falling  off  the  cards  on  the  counter. 

If  you  will  insist  that  all  hair  pins  you  buy  are  put  up  on 
Climax  Safety  Hair  Pin  Cards,  you  will  avoid  this  waste. 

Because  the  pins  cannot  work  loose  nor  the  slots  tear 
out  like  the  ordinary  card. 

The  Climax  card  is  patented,  there  is  none  other  similar 
unless    it    is   an  infringement. 

May  we  send  you  a  sample  card  ? 

WHITNEY  &  COMPANY,  Leominster,  Mass. 


SOLE  MANUFACTURERS 


.Card  Patented  January  23,  1917. 


July  is  the  Month  of  New  Merchandise 

We  have  the  audience  —  what  have  you  to  offer  them? 

Merchandise  your  goods  economically,  but  efficiently. 

We  know  the  market.   No  charge  for  consultations. 


Department  of  Trade  Development 


ADVERTISING  COPY  WRITING 
COMMERCIAL  ART  and  PHOTOGRAPHY 
BUSINESS  PLANNING  IN  DETAIL 


118  East  28th  Street,  New  York 
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Notions  and  Fancy  Goods 


Button  and  Trimming  Manufacturers  Can  Turn  Waste 
Products  Into  Money  By  Means  Of 


Industrial 
Chemistry 


thomas  h.  norton,  Ph.D.,  Sc.d.  The  CHEMICAL  ENGINEER  is  a  modern,  ag- 
gressive monthly  periodical  devoted  to  industrial 
chemistry.  In  its  editorial  policy  it  aims  to  interest  the  layman  as  well  as  the 
expert,  publishing  clear,  concise  and  non-technical  accounts  of  new  methods, 
developments  and  other  happenings  in  the  industrial  world  as  well  as  compre- 
hensive articles  by  leading  chemists. 

In  the  history  of  American  manufacturing  industries  there  is  nothing  com- 
parable with  the  wonderful  growth,  during  the  past  two  years,  of  the 
branches  based  upon  the  use  of  coal-tar  as  a  raw  material. 

When  normal  conditions  return,  our  American  coal-tar  chemical  industry 
will  be  strongly  rooted,  ready  to  meet  the  strain  and  stress  of  foreign  com- 
petition, using  domestic  materials,  covering  largely  the  home  demand  and 
ready  to  strike  out  into  the  world's  markets. 

The  CHEMICAL  ENGINEER  will  devote  a  large  share  of  its  space  to  a  de- 
partment dealing  with  coal-tar  chemistry,  and  has  secured  as  editor  of  this 
department  THOMAS  H.  NORTON,  Ph.D.,  Sc.D.,  who  has  labored  so  ac- 
tively during  the  past  two 
years  under  the  auspices  of 
the    Department    of  Com- 
merce,  Washington  D.  C, 
to  stimulate,  aid  and  further 
the  expansion  of  our  new 
national  industry. 


CHEMICAL 
ENGINEER 

Monthly  $2.00  a  Year 


McCREADY  PUBLISHING  CO. 

118  East  28th  Street,  New  York 


June,  1917 
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COMPLETE  ASSORTMENT  OF 

KNITTING  NEEDLES 


AND 


CROCHET  HOOKS 


AMBER 

WOOD 


BONE 

IVORY  WHITE 


STEEL 


Wristlet"  Wool  and  Ball  Holders 

SIMPLIFY  KNITTING  AND  CROCHETING 


INSTRUCTION  BOOKS 
PROGRESS  TRANSFER  INITIAL  BOOKS 
EMBROIDERY  HOOPS 
EMBROIDERY  MATERIALS 


PILLOW  CORDS  AND  FRINGES 
CARPET  WARP 
SHUTTLES 
SLIPPER  SOLES 


"STAR"  STEEL  CROCHET  HOOKS  (flat  centre  with  shield) 
"INDIAN"  STEEL  CROCHET  HOOKS  (flat  centre  without  shield) 

"PERI-LUST A"  Mercerized  Embroidery  and  Crochet  Cottons 

CAMPBELL,  METZGER  &  JACOBSON 

932-938  Broadway  NEW  YORK  Corner  22nd  Street 


"OUR  VALUES  ARE 
UNSURPASSED" 

We  specialize  on  ladies'  white  kid 
and  patent  leather  belts  in  all  desir- 
able widths,  to  be  retailed  from  50c. 
to  $1.00. 

You  will  quickly  appreciate  the  su- 
perior quality  and  finish  of  "Cam- 
bridge" made  leather  belts,  and  our 
prices  are  lower  than  those  which  you 
pay  for  the  "ordinary"  kind. 

Send  us  a  sample  order  and  allow 
us  to  prove  to  you  that  we  are  justly 
entitled  to  your  ladies'  leather  belt 
business.  We  guarantee  prompt  de- 
liveries. 

CAMBRIDGE  LEATHER  GOODS  CO. 

12  W.  17th  St.,  New  York 


£.IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIL 

I  Do 
I  You 
|  Handle 

1  5, 10  and  25c.  Goods? 

Do  You  Want  To  Know 

E  where  these  goods  can  be  purchased  from  first 

E  hands,  the  same  as  the  large  5,  10  and  25c.  syn- 

E  dicate  stores  do? 

1      Do  You  Want  To  Learn 

=  of  the  selling  methods  employed  by  these 

E  stores,  which  have  built  up  such  tremendous 

E  businesses? 

=  Send  for  Sample  Copy 

1  5  and  10c.  Store  Magazine 
|  and  Variety  Review 

E  A  consolidation  of  two  trade  journals  devoted  to  5, 

=  10  and  25c.  stores,  variety,  department  stores,  etc. 


301-308  Gerke  Building, 


Cincinnati,  Ohio 


rillllllllllMIIIIIIIIIIIIMIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIItlllllllllllllllllllllllllT 
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Notions  and  Fancy  Goods 


The  SO-E-Z  Cabinet- 
Holds  100  cards  in  assorted  sizes  in  black  and  white 


As  It  Stands  on  Your  Counter 


ANOTHER 

SO-E-Z 

FEATURE 

"Goods  Well  Displayed 
Are  Half  Sold"— 

The  best  American  Snap  Fastener  must  necessarily 
be  displayed  in  the  most  attractive  possible  way. 

That  is  why  we  have  devised  a  cabinet  which  is 
unique,  practical,  pleasing  to  the  eye,  and  inexpen- 
sive enough  to  make  it  possible  for  us  to  furnish  it 
free  with  an  assortment  of  So-E-Z  Snap  Fasteners. 

It  is  a  compact,  sturdy  cardboard  container  which 
keeps  your  entire  stock  of  So-E-Z  Snap  Fasteners 
intact,  makes  selling  easier  and  connects  your  own 
notion  counter  with  our  national  advertising. 

It  will  help  you  sell  more  So-E-Z  Snap  Fasteners. 

This  special  cabinet  contains  our  special  So-E-Z  as- 
sortment. It  nets  a  liberal  profit  to  both  jobber  and 
retailer. 

Remember  the 

SO-E-Z 

Spring  Snap  Fastener  with  the  turtle  back  lies  per- 
fectly flat.  The  Snap  Fastener  with  the  many  ex- 
clusive features  which  mean  perfection.  A  na- 
tionally advertised  article  which  retains  its  price 
on  its  merits. 

Made  in  five  sizes — nickel  and  fast  black. 


From  the  rear  it's  SO-E-Z  to  take  the  Fasteners 
out  of  the  Cabinet 


0000  000 

Send  for  samples  and  prices 


The   Autoyre   Company  —  Manufacturers 

A.  L.  CLARK  &  CO.,  inc., 


Sole 
Distributors 


652  BROADWAY 


NEW  YORK 
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The  Government  Wants  Shopping  Waste  Stopped 

By  Alfred  Fantl. 

[Editor's  Note:  Mr.  Fantl  lias  taken  an  active  part  in  representing  the  retail  business  interests,  which  it  is 
the  aim  of  the  Government  to  aid  in  practical  ways  through  the  researches  and 
recommendations  made  by  the  Commercial  Economy  Board.] 


HE  abuse  of  the  return-goods  privilege 
has  made  retailers  everywhere  hope 
ardently  for  a  better  day  when  this 
costly  item  of  expense  can  be  elim- 
inated once  and  for  all.  The  day  is 
here.  That  big  leak  can  be  stopped  now  and  the 
recommendation  that  it  be  done  quickly  and  thor- 
oughly has  just  been  made  by  the  Commercial 
Economy  Board  of  the  Council  of 
National  Defense,  which  has  com- 
pleted its  investigation  into  the  re- 
turn-goods privilege  and  finds  that 
millions  of  dollars  annually  can  be 
saved  by  eliminating  this  tremend- 
ous item  of  expense  to  the  retail 
merchants  of  the  entire  country. 
With  the  fluctuating  cost  of  merch- 
andise on  one  hand,  it  is  well  that 
there  is  a  direction  in  which  the  re- 
tailer can  turn  to  counteract  the 
high  market  by  lopping  off  an  un- 
necessary and  costly  service  to 
patrons,  the  return-goods  evil,  for 
it  has  become  nothing  less  than  a 
marked  evil. 

A  vital  side  of  the  damaging 
effect  of  permitting  the  return  of 
goods  is  to  be  found  in  the  great 
number  of  fictitious  sales  created 
and  fostered  by  the  system  under 
which  the  salesgirls  receive  extra 
compensation  for  record  sales.  It 
is  only  to  be  expected  that  the 
salespeople  will  encourage  would- 
be  patrons  to  "decide  at  home," 
and  once  the  saleslip  is  made  out  the  transaction 
becomes  a  sale  to  the  credit  of  the  salesgirl.  But 
the  goods  may,  often  do,  come  back.  So  the  dis- 
continuing of  return  privileges  establishes  a  basis 
of  legitimate  selling.  It  removes  a  corrupting  in- 
fluence from  the  girl  behind  the  counter. 

Again,  it  averts  the  unexpected  losses  which  seem 
to  loom  up  out  of  nowhere  just  when  everything 
looks  roseate,  losses  due  to  the  illusion  of  having 
made  a  complete  turnover  when  the  fact  is  that 
goods,  once  sold,  are  still  in  stock.  The  saleslip  is 
unreliable  as  an  indicator  by  which  to  estimate  con- 
dition of  stock  or  the  value  of  sales.  But  the  saleslip 
can  be  made  a  safe  indicator  of  these  things  when 
the  return-goods  privilege  disappears. 

In  a  few  cases  all  the  stores  of  a  city  have  taken 
the  initiative  and  stopped  the  return  of  delivered 
goods.  They  have  obtained  good  results  locally  but 
now  the  movement  must  be  made  a  national  one.  In 
fact,  A.  W.  Shaw,  Chairman  of  the  Commercial 
Economy  Board,  has  said  that  united  action  in  this 
matter  provides  "one  of  the  most  obvious  ways  in 
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which  the  stores  can  release  men  and  equipment  for 
government  service  or  for  more  essential  work  else- 
where." 

Among  the  findings  of  the  Commercial  Economy 
Board  were  such  instances  as  where  the  average  cost 
of  delivery  was  25  cents  a  package  and  of  the  total 
deliveries  25  per  cent,  were  returned.  Then  it  is 
stated  that  in  most  larger  stores  the  returns  are  from 
12  to  20  per  cent,  of  the  total  de- 
livered sales.  In  other  words,  the 
average  dead  loss  on  deliverd  sales 
amounts  to  16  per  cent,  of  the 
total.  This  percentage  is  out  of 
proportion — much  too  great  for 
efficient  business.  It  is  discourag- 
ing to  have  to  keep  additionable 
help  to  take  care  of  the  "lost 
motion"  created  by  return-goods, 
which  eat  up  time  in  every  depart- 
ment of  a  well  regulated  institu- 
tion. Merchandise  that  has  been 
returned  is  not  ready  for  resale  un- 
til it  has  been  freshened  up  in  some 
way  and  then  it  may  not  bring  the 
price  it  originally  deserved.  And 
so,  in  addition  to  the  "lost  motion," 
there  is  apt  to  be  a  price  deprecia- 
tion. 

There  are  further  enlightening 
statistics  showing  that  the  retailer 
today  is  burdened  with  a  great  un- 
necessary expense  which  must  be 
made  up  in  the  pricing  of  all  goods. 
The  important  thing  about  the 
situation  as  regards  the  return- 
goods  evil  is  that  we  now  have  the  full  support  of 
an  arm  of  the  Government,  in  the  interests  of 
sensible  economy,  to  do  away  with  this  wasteful 
feature  of  store  service. 

Let  us  see  what  Mr.  Shaw  has  to  say  in  his  recent 
comments : 

"In  a  typical  store  an  investigation  showed  that 
the  returns  of  merchandise  amounting  to  20  per  cent, 
of  the  sales  involved  an  extra  expense  of  $1'4,000  in 
the  office,  $20,000  in  packing  and  $16,000  in  delivery, 
a  total  of  $50,000  a  year.  In  addition  to  this  there  is 
extra  cost  because  of  the  necessarily  large  invest- 
ment in  goods  on  hand,  and  especially  because  of  the 
heavier  expense  for  sales  people.  It  costs  just  as 
much  to  sell  merchandise  that  is  returned  as  mer- 
chandise that  is  not  returned." 

Now,  the  main  study  for  the  retailer  is  the  ques- 
tion of  how  to  bring  the  public  to  a  favorable  agree- 
ment of  mind  regarding  the  prompt  ending  of  the 
return-goods  privilege.  The  fact  that  the  Govern- 
ment is  opposed  to  permitting  the  waste  involved  in 
{Continued  on  page  22) 
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Its  Value  to  the  Upbuilding  of  the  St 

HE  reputation  of  a  store  can  be  more 
quickly  secured  and  more  easily  re- 
tained by  the  building  up  of  a  first  class 
notion  department  than  by  any  other 
means.  When  a  store  has  attained  a 
leadership  in  this  line,  the  fame  attained  can  be  used 
to  advertise  with  at  a  less  cost  than  it  can  be  adver- 
tised with  by  leadership  in  any  of  the  departments 
carrying  the  more  expensive  lines. 

Practically  every  large  store  is  attempting  to 
build  up  a  big  trade  through  the  drawing  power  of 
some  one  department  or  of  a  special  line  sold  in  that 
department.  It  may  be  suits,  millinery,  shoes,  Orien- 
tal rugs,  housefurnishings,  silks,  dress  goods,  linens, 
wash  goods  and  white  goods  or  furniture ;  it  may  be 
something  else.  But  whatever  line  it  is,  ten  chances 
to  one  it  isn't  notions. 

Why  this  should  be  so  is  hard  to  determine.  It 
is  evident  that  the  majority  of  merchants  have  not 
studied  the  psychology  of  merchandising.  The 
woman  who  is  a  steady  customer  at  a  store  because 
as  she  says  she  "will  not  go  anywhere  else  for  her 
notions  and  sewing  supplies,"  is  possibly  just  as  able 
to  buy  Oriental  rugs  and  expensive  draperies  as  the 
woman  who  visits  the  same  store  because  of  the 
store's  reputation  for  this  particular  class  of  goods. 

It  costs  but  very  little  to  secure  the  trade  of  the 
woman  who  has  acquired  her  confidence  in  the  store 
by  her  purchases  of  notions.  Besides  that  the  steady 
customer  for  notions  goes  to  the  store  perhaps  ten 
times  as  often  as  the  woman  who  always  buys  her 
rugs  at  the  same  establishment.  In  these  frequent 
visits  there  are  countless  opportunities  to  sell  her 
other  and  more  expensive  merchandise.  There  is 
something  here  for  the  advertising  man  and  the  mer- 
chandise man  to  think  about. 

How  many  stores  are  there  in  your  town  who  are 
advertising  notions  to  any  extent?  Possibly  very 
few,  if  any.  Here  is  your  opportunity  to  blaze  a  way 
to  business  pre-eminence.  Do  it  in  your  own  way, 
but  do  it.  There  are  hundreds  of  ways  besides  ad- 
vertising, in  which  you  can  bring  your  notion  de- 
partment to  the  attention  of  your  shopping  public. 
Not  all  of  them  can  be  enumerated  here,  and  not  all 
of  them  would  suit  every  individual  store.  Local 
conditions  must  be  met,  along  with  other  considera- 
tions. 


ore  Frequently  Underestimated. 

The  keynote  of  success  in  the  department  devoted 
to  small  wares  and  notions  is  to  have  on  hand  what 
your  customers  want  and  zuhen  they  want  it.  The 
most  successful  notion  departments,  the  ones  which 
are  growing  most  rapidly  are  the  ones  whose  buyers 
pay  most  attention  to  keeping  their  assortments 
full  and  complete. 

Keep  Up  Your  Assortment  of  Staples. 

When  a  shopper  intent  upon  purchasing  some  par- 
ticular article  steps  up  to  the  notion  counter  and  in- 
quires for  it,  and  is  told  by  the  saleswoman  that 
these  particular  goods  are  just  out  of  stock,  with  per- 
haps the  added  information  that  "they  are  on  order 
and  will  be  in  tomorrow,"  she  is  naturally  annoyed, 
stalks  out  of  the  store  disgusted  and  purchases  what 
she  wants  in  a  rival  establishment. 

The  store  where  she  is  successful  in  procuring  the 
needed  articles  is  the  one  she  will  go  to  when  next 
she  needs  a  similar  article.  She  keeps  in  her  mind  a 
mental  image  of  this  establishment  and  it  will  nat- 
urally be  the  gainer  by  her  future  patronage.  By 
being  out  of  the  one  particular  article  this  customer's 
trade  was  lost.  But  that  is  not  the  only  bad  feature. 
She,  as  a  rule,  does  not  hesitate  to  tell  her  friends 
her  experience  and  advises  them  to  shop  where  they 
can  be  sure  to  find  what  they  want.  It  iS  easy  to  see 
how  a  few  such  dissatisfied  customers  are  likely  to 
drive  much  trade  from  one  store  to  another,  simply 
by  criticising  the  concern  who  were  unable  to  sell 
them  staple  articles  desired. 

Keep  Full  Stock  of  Advertised  Brands. 

Many  buyers  in  the  laudable  ambition  to  make 
good  profits  on  the  merchandise  sold  in  the  notion 
department,  pay  too  much  attention  to  merchandise 
with  which  the  public  is  not  familiar,  and  fail  to  keep 
a  full  assortment  of  standard  and  well  advertised 
brands  which  have  a  reputation. 

While  many  non-advertised  brands  may  be  of  ex- 
ceptional value  and  pay  a  good  percentage  of  profit, 
the  fact  must  not  be  lost  sight  of  that  it  is  not  with- 
out good  cause  that  these  well-advertised  and  popu- 
lar brands  have  gained  the  reputation  they  hold. 
One  very  important  reason  for  keeping  up  a  good 
stock  of  this  class  of  merchandise  is  that,  not  only 
are  they,  as  a  rule,  of  better  quality  than  unknown 
brands,  but  owing  to  the  large  amount  of  money 
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spent  in  advertising  their  merits  to  the  public,  the 
extra  demand  created  and  the  larger  business  that 
can  be  secured,  more  than  makes  up  for  the  slight 
difference  in  profit  between  them  and  cheaper  goods. 

The  notion  department  that  has  achieved  a  repu- 
tation for  always  keeping  a  full  and  well-assorted 
stock  of  standard  advertised  goods  is  a  strong  attrac- 
tion to  the  store  generally,  and  in  addition,  is  a  source 
of  gratification  to  the  buyer  and  the  strongest  kind 
of  a  business  bringing  lever  for  the  department. 

Eternal  Vigilance  Absolutely  Necessary. 

Only  by  close  and  unceasing  vigilance  to  the  up- 
keep of  the  stock  can  this  evil  of  being  out  of  staples 
be  avoided.  This  will  call  for  energy  and  intelli- 
gence on  the  part  of  both  the  buyer  and  the  sales- 
force.  Many  systems  have  been  invented  for  the 
prevention  of  running  short  on  the  different  lines  in 
stock,  but  the  well  known  "Want  Book"  is  both 
practical  and  efficient  if  used  systematically.  Any 
stock  system  is  worthless,  unless  the  store  staff  co- 
operate with  the  intention  of  keeping  it  as  it  is  in- 
tended to  be  kept.  The  real  purpose  of  the  want 
book  is  not  to  tell  when  a  staple  line  is  out  of  stock, 
but  to  prevent  such  a  calamity  from  happening.  It 
is  also  the  means  of  giving  the  buyer  of  the  depart- 
ment a  fair  estimate  of  the  quick  sellers  that  are 
carried  in  stock. 

If  the  clerks  are  asked  for  a  certain  article  a  dozen 
times  a  day  (even  though  it  has  never  been  carried 
in  the  store),  they  should  make  a  dozen  entries  for 
same,  in  the  want  book.  It  is  a  hint  for  the  buyer 
to  investigate  as  to  the  advisability  of  stocking  it 
in  the  future.  Sometimes  a  customer  will  inquire 
for  something,  which  while  it  may  seem  ridiculous 
to  the  clerk,  is  proving  to  be  a  seller  elsewhere.  Re- 
member that  now-a-days  it  is  the  unique  and  original 
that  the  public  requires. 

Careful,  painstaking  salespersons  can  judge  to  a 
nicety  the  length  of  time  it  requires  to  sell  100  dozen 
of  a  certain  article.  By  estimating  the  quantity  they 
sell,  per  day  or  week,  and  the  time  required  to  re- 
plenish the  stock,  it  should  always  be  an  easy  mat- 
ter to  have  a  liberal  quantity  on  hand.  For  example : 
If  the  department  sells  50  dozen  of  a  certain  dress 
shield  in  two  weeks,  and  it  takes  one  week  to  pro- 
cure a  new  consignment,  it  is  easily  observed  that  a 
re-order  will  be  necessary  when  the  stock  reaches 
the  25  dozen  mark.  Of  course  the  demand  might 
vary  a  little  one  way  or  the  other,  but  this  is  a  good 
system  to  follow. 

Early  Buyers  Already  in  the  Market. 

It  is  a  trifle  early  to  expect  much  advance  buying 
in  the  line  of  notions  and  small  wares.  The  condi- 
tions which  prevail,  however,  are  such  as  to  excite 
considerable  apprehension  in  the  minds  of  some  of 
the  largest  buyers  as  to  their  chances  of  securing 
needed  merchandise  for  fall. 


A  few  western  buyers  are  already  in  the  market 
and  are  placing  advance  orders  to  a  limited  extent. 
While  no  complaint  can  be  reasonably  made  regard- 
ing the  size  of  the  orders  which  are  being  placed,  it 
is  evident  that  some  few  of  the  early  buyers  have 
not  divested  themselves  entirely  of  the  spirit  of 
conservatism  which  has  marked  the  recent  trade 
movements  in  this  particular  line. 

To  these  people  we  would  sound  a  note  of  warn- 
ing :  this  spirit  of  conservatism  is  entirely  out  of  place 
at  the  present  time,  and  a  too  conservative  policy, 
if  applied  to  the  buying  of  merchandise  for  fall  needs, 
will  surely  result  in  disappointment  later  on,  as  there 
is  every  reason  to  believe  that  the  shortage  which 
now  prevails  in  so  many  notion  items  will  become 
infinitely  more  acute  as  the  fall  season  advances. 

It  will  be  welcome  news  to  the  trade  that  all 
signs  point  to  lively  business  to  come  in  collar 
foundations  and  collar  supports.  In  fact  already  a 
good  business  is  being  done  by  some  of  the  up-to- 
date  stores  who  quickly  realize  existing  conditions. 

The  present  demand  is  the  natural  effect  of  the 
increasing  popularity  of  high  neckwear,  jabots  of 
all  kinds  being  extremely  fashionable. 

Splendid  Business  Being  Done  in  Hairnets. 

From  all  accounts  a  most  phenomenal  business  is 
being  done  in  ladies'  hairnets.  This  gratifying  state 
of  affairs  has  been  largely  brought  about  by  the  ad- 
vertising campaigns  which  have  been  launched  and 
are  still  carried  on  by  some  of  our  leading  manufac- 
turers. Women  now  realize  the  advantage  to  their 
personal  appearance  which  comes  from  the  wearing 
of  nets  of  good  quality,  style  and  shape.  They  are 
being  educated  to  the  knowledge  of  the  advantages 
secured  by  this  most  essential  toilet  requisite,  which 
acts  as  the  finishing  touch  and  charm  to  a  woman's 
"crowning  glory,"  her  hair. 

In  addition  to  this,  the  prevailing  styles  of  hair 
dressing  are  largely  responsible  for  the  large  amount 
of  business  being  done.  The  demand  for  hairnets, 
large  as  it  is  at  present,  will  be  far  greater  as  the 
summer  season  advances.  To  the  summer  tourist 
they  are  almost  indispensable  and  to  the  motorist 
they  are  a  positive  necessity.  Already  there  is  a  de- 
cided shortage  of  real  hairnets  in  the  most  desirable 
styles,  with  an  almost  absolute  certainty  that  the 
shortage  will  become  more  acute  later  on. 

All  sorts,  sizes  and  styles  of  nets  are  being  used, 
the  assortment  being  practically  limitless,  and  the 
prices  varying  from  the  smallest  sizes  retailing  at 
five  cents  to  the  extra  large,  fine,  imported  ones  which 
sell  for  twenty-five  cents  each. 


The  best  way  to  kill  a  complaint  is  to  attend  to  it. 

The  cumulative  value  of  advertising  is  like  com- 
pound interest  at  the  savings  bank ;  it  is  one  of  the 
by-products  of  persistency. 
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Springer  Makes  a  Discovery — And  the 

PRINGER  says  the  whole  thing  can  be 
laid  to  his  reading  one  of  these  stories 
about  the  bigness  of  little  things.  The 
girls  behind  the  counters  of  his  busy 
notion  section  which  lately  took  an  en- 
viable place  among  the  departments  of  the  House- 
hold Store,  say  it  all  began  with  Springer.  The  girls 
are  right.  So  is  Springer.  And  as  for  the  firm,  com- 
posed of  three  men  who  appreciate  good  results,  they 
say  that  everything  is  as  right  as  anybody  could  wish. 
This  last  source  of  high  opinion  absolutely  clinches 
the  proposition  in  favor  of  Springer,  because  it  stands 
to  reason  that  the  thing  could  not  have  been  done 
without  an  advance  conference  between  Springer 
and  the  firm.  They  agreed  to  it  and  Springer  did  it. 

Springer  used  to  have  the  idea  that  so  many 
have.   He  thought  that  every  LITTLE  thing  was 
SMALL,  until  that  day  when  the  germ  of  the 
right  idea  got  hold  of  him.    He  had,  always  be- 
fore, been  going  around  using  a  microscope  on  * 
the  little  items  of  merchandise,  trying 
to  magnify  them  into  the  same  bulki- 
ness  that  large  articles  have.    But  it 
never  worked. 

For  instance,  the  microscope  exag- 
gerated the  top  of  a  spool  of  thread  until 
it  looked  as  sizable  as  a  din- 
ing table.  Nevertheless  it  is 
impossible  to  eat  a  meal  off 
the  top  of  the  spool.  On  the 
other  hand,  a  bed  can  be 

made  to  look  like  a  lounge  in  daytime  and  its  dual 
personality  exploited,  but  what  chance  is  there  of 
advertising  spools  of  thread  to  be  converted  into 
dining  tables  when  the  thread  is  used  up?  Accord- 
ingly he  gave  up  the  microscope. 

Then  what?  He  caught  the  idea  about  the  bigness 
of  little  things.  He  began  to  see  them  in  their  own 
individual  and  important  relation  to  other  things. 
Springer  is  the  notion  buyer.  You  couldn't  fool  him 
on  values  when  he  bought,  and  yet  he,  like  many 
another  buyer,  fooled  himself  regarding  values  when 
he  sold.  Having  paid  a  price  for  his  stock,  he  used 
to  count  it  a  good  turnover  that  showed  the  percent- 
age of  profit  the  firm  expected. 

With  that  foundation  of  thorough  knowledge  as 
to  the  market  value  of  his  goods,  it  is  only  natural 
that  his  department  made  a  good  average  showing 
year  by  year.  Another  man  might  have  been  satis- 
fied to  let  well  enough  alone,  but  not  Springer.  He 
remembered  when  the  first  automobile  was  seen  in 
his  home  town  and  the  memory  of  the  day  and  the 
progress  it  ushered  in  was  enough  to  spur  him  on 
when  the  right  time  came.  And  the  time  did  come, 
unexpectedly,  and,  as  the  result  of  exceptional  mar- 
ket conditions  created  by  the  European  war. 
Springer  saw  that  a  new  era  of  merchandising  was 
being  ushered  in  by  new  conditions.  He  kept  on  the 
lookout  for  ways  and  means  to  make  his  own  special 
charge,  notions,  come  abreast  of  the  times. 


Household  Store  Makes  More  Money. 

The  day  that  brought  that  first  automobile  re- 
entered his  thoughts.  He  made  up  his  mind  that 
somewhere  in  the  line  of  progress  represented  by  the 
automobile  there  must  be  a  parallel  for  speeding-up 
notions. 

Personally  he  was  not  interested  in  automobiles 
as  merchandise.  They  would  hardly  fit  into  the  run 
of  stock  he  handled.  His  interest  was  purely  aca- 
demic. 

"Now,"  said  Springer,  "what  does  an  automobile 
do?"  Well,  it  does  a  lot  of  things,  and  he  took  a  lot 
of  time  to  tell  himself  the  right  answer.  One  day 
he  hit  it.  "By  ginger,"  he  exclaimed,  "an  automo- 
bile goes  everywhere  there's  a  road." 

Talk  about  work — that  Household  Store  became 
the  busiest  place  on  record  within  a  week  after 
Springer  had  put  his  proposition  up  to  the 
firm.   The  first  that  the  public  knew,  and  there 
was  a  touch  of  mystery  about  the 
announcement,    the    local  news- 
papers  carried   an  advertisement 
which  said :  "Get  a  Notion  to  Be 
Happy."     .Tust  that — no  explana- 
tion and  no  hint  of  who  put  the 
words  there. 

But  in  the  regular  advertising  of 
the  store  a  good  variety  of  special 
sales  were  listed.    As  the  shopping 
public   began  to  respond   to  the 
special  sale  invitations  they  found 
a    placard    that    was    new  and 
different  in  every  department  of  the  Household  Store. 
Even  the  furniture  department  played  its  part  in 
boosting  the  sale  of  notions.    It  had  a  special  sale 
of  rocking  chairs  over  which  hung  the  cheery  printed 
words:  "When  You  Have  a  Notion  for  Sewing  Be 
Comfortable  in  One  of  These  Chairs.    Our  Notion 
Department  Has  Everything."    Every  department 
had  its  special  offering  which  in  some  way  referred 
to  notions.    The  notion  counters  had  various  signs. 
One  said :  "The  Happiest  Notions  in  the  World  Are 
the  Useful  Ones,  Found  Here." 

Springer  had  discovered  the  bigness  of  little  things. 
He  thought  of  the  automobile  that  goes  everywhere 
there's  a  road  and  that  gave  him  the  idea  to  put 
notions  on  every  road  to  usefulness  that  could  be 
found  throughout  the  store.  There  was  good  cheer 
and  sunshine  in  every  corner  of  the  store  as  one 
result.  You  couldn't  read  his  notion  sign-talks 
without  being  warmed  by  the  glowing  good-nature 
they  radiated.  Springer  had,  as  a  by-product  of  his 
idea,  given  the  Household  Store  an  atmosphere  of 
inestimable  value. 


A    HAPPY  MEDIUM. 

THE  salesman  who  never  opens  his  head  except 
in  reply  to  a  question  is  no  better  than  the  one 
who  talks  an  arm  off  from  every  customer.  Make 
for  the  happy  medium. 
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Notions  and  Fancy  Goods 


GOVERNMENT  WANTS  SHOPPING  WASTE 
STOPPED. 

{Continued  from  page  18) 
the  return-goods  system  as  it  is  now  conducted  is 
being  given  the  necessary  amount  of  publicity 
through  news  despatches  from  Washington  to  news- 
papers everywhere.  Statements  to  charge  account 
customers  should  specifically  state  that  goods  pur- 
chased cannot  be  returned.  Purchase  slips  should 
carry  the  same  announcement.  Courteously  ex- 
pressed, the  new  order  of  things  will  be  endorsed  by 
the  public,  especially  since  it  it  known  that  the  dis- 
continued service,  if  it  ever  deserved  to  be  called  a 
real  service,  is  the  result  of  Government  instructions 
to  eliminate  wasteful  methods. 

Whether  it  is  decided  to  act  through  the  local 
chamber  of  commerce  or  through  the  State  or  Na- 
tional drygoods  associations,  the  important  thing  is 
to  take  speedy  action  in  the  matter.  In  the  days 
before  the  Government  itself  took  up  this  question 
of  commercial  economy  there  might  have  been  some 
difficulty  in  launching  a  campaign  against  the  re- 
turn-goods evil,  due  to  the  feature  of  the  Clayton 
law  which  might  have  put  any  widespread  move- 
ment of  this  sort  in  the  light  of  a  conspiracy  ag:  ce- 
ment. Today  the  need  for  sensible  economies  has 
shown  the  Government  that  a  great  waste  is  harbored 
by  permitting  patrons  of  stores  to  return  their  pur- 
chases at  will. 

In  the  interests  of  sensible  economy  I  should  say 
that  if  this  is  moulded  into  the  local  conditions  of 
any  store,  it  will  inspire  more  confidence  in  the  trade 
and  will  bring  more  satisfactory  results  in  the  long 
run.  Prompter  deliveries  will  be  facilitated.  Elim- 
inate return-goods  and  you  do  away  with  long  waits 
by  delivery  boys  at  homes  to  which  the  goods  are 
sent  on  "approval."  But  it  does  not  follow  that  the 
sending  of  merchandise  on  approval  to  a  sick-bed 
should  be  eliminated.  Such  cases  are  legitimate 
reasons  for  extending  a  return-goods  privilege,  but 
they  are  comparatively  rare. 

We  are  all  interested  in  the  elimination  of  busi- 
ness waste  and  there  is  no  better  place  to  begin 
than  where  the  Commercial  Economy  Board  has 
pointed  the  way  to  one  great  saving  so  readily  to  be 
accomplished. 

 *  

HANDBAGS  AND  OVERDONE  PATRIOTISM. 

AS  this  is  written,  it  being  the  middle  of  the 
month,  a  remarkable  and  extreme  display  of 
patriotic  spirit  is  beginning  to  attract  attention.  A 
handbag  embroidered  in  the  national  colors  would  be 
a  delicate  and  commendable  expression  of  patriot- 
ism, but  surely  it  is  vulgarizing  our  flag  to  repro- 
duce it  as  the  design  of  a  handbag.  There  are  plenty 
of  ways  of  being  patriotic  and  there  are  just  as 
many  ways  to  design  handbags,  but  for  the  sake 
of  preserving  the  fineness  of  feeling  for  which  the 
women  of  the  United  States  are  deserving  of  praise, 
let  us  keep  our  sense  of  proportions  and  not  send 
them  down  the  street  dangling  a  handbag  that  bears 
a  representation  of  the  Stars  and  Stripes. 

Who  knows  but  that  the  women  who  are  to  buy 
and  carry  these  bag  have  the  impression  that  our 
Government  in  some  way  encourages  such  displays? 


Such  a  thought  alone  would  be  sufficient  to  spread 
the  carrying  of  these  handbags  nation-wide  and  no 
one  could  have  anything  but  admiration  for  loyalty 
that  was  ready  to  sacrifice  all  native  sense  of  fitness 
in  response  to  what  seemed  a  duty. 

It  is  more  than  likely  that  merchandising  schemes 
which  use  the  flag  will  shortly  be  prohibited  by  law, 
a  bill  having  already  been  introduced  in  the  Legis- 
lature to  that  effect.  Meanwhile,  let  us  hope  that 
the  retail  stores  will  not  encourage  misplaced  ex- 
pressions of  patriotism  which  are  likely  to  react 
against  the  merchants  who  sponsor  goods  of  this 
nature.  As  must  be  obvious  to  everyone,  this  maga- 
zine is  greatly  interested  in  the  success  of  hand- 
bags, among  other  departments  for  which  it  is  pub- 
lished. But  when  movements  such  as  the  one  using 
the  Stars  and  Stripes  appear  to  be  ill  advised  we 
count  it  an  obligation  which  we  owe  our  readers  to 
discuss  the  probable  outcome. 


WHAT  IS  THE  BUSINESS  OUTLOOK  FOR  THE 
FALL  SEASON? 

By  William  H .  Farmer, 

President  of  Pratt  &  Farmer  Company,  Nc:v  York. 

THE  United  States  is  at  war — a  real  w?r — a  big 
war — which  will  require  all  our  efforts  to  win. 
Conditions  such  as  few  of  us  know  anything  about 
and  have  had  no  previous  experience  with,  are  con- 
fronting us,  and  our  only  guide  will  be  from  examin- 
ing the  experience  of  England  during  the  past  three 
years. 

When  the  European  war  began,  business  in  Eng- 
land in  the  ordinary  class  of  merchandise,  became 
stagnant  and  wholesale  and  retail  merchants  re- 
duced prices  and  closed  out  their  stocks  at  any 
price.  Large  numbers  of  work  peoples  of  both 
sexes  were  taken  out  of  their  usual  fields  of  employ- 
ment for  work  in  munition  plants  and  various  war 
duties,  and  industrial  manufacturers  found  them- 
selves very  short  of  help.  Within  six  months  the 
reduced  output  of  merchandise  which  followed  as  a 
consequence  sent  prices  higher  than  they  had  been 
before  the  war. 

The  assembling  of  an  army  of  half  a  million  men, 
the  making  of  vast  quantities  of  war  supplies  of  all 
kinds,  will  undoubtedly  bring  about  a  very  serious 
shortage  of  merchandise  used  in  ordinary  domestic 
consumption  and  a  hardening  of  prices  is  sure  to 
follow. 

It  is  incumbent  upon  us  all  to  economize,  but  there 
will  be  plenty  of  work  for  everyone,  though  it  may 
be  of  a  different  kind  than  formerly. 

In  England  it  was  thought  at  first  that  the  con- 
suming public  would  not  pay  the  high  prices,  but 
this  impression  has  been  greatly  reduced,  the 
amount  in  money  value  has  more  than  made  up  for 
the  deficiency  and  the  advance  in  wages  and  salaries 
generally  has  enabled  the  people  to  buy  whatever 
was  necessary.  The  demand  for  luxuries,  however, 
greatly  declined. 

If  history  repeats  itself  in  this  country,  this  will 
no  doubt  be  our  experience  though  somewhat  modi- 
fied by  reason  of  the  fact  that  we  are  further  from 
the  seat  of  the  war, 
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BUSINESS  WORLD  ENCOURAGES  LOYALTY. 

MANUFACTURERS  and  business  men  gener- 
ally throughout  the  country  are  lending 
whole-hearted  support  to  the  movement  for  the  de- 
velopment and  encouragement  of  patriotism,  loyalty 
and  faithful  service,  which  has  been  well  advanced 
by  the  National  Americanization  Committee,  and 
this  work  is  now  being  supplemented  by  the  national 

Commi  1 1  e  e 
on  Patriotic 
Litera  t  u  r  e, 
with  head- 
quarters at 
461  Eighth 
avenue,  New 
York  City. 

Evide  nee 
of  the  wide- 
spread inter- 
est in  the  Pa- 
triotic Com- 
m  i  1 1  e  e  '  s 
work  is 
shown  by  the 
great  de- 
mand among 
employers  for  the  first  of  the  Committee's  pamph- 
lets, "Songs  of  Our  Country"  and  "Your  Flag  and 
Mine,"  one  million  copies  of  each  of  which  are  now 
ready  for  distribution.  The  demand,  while  confined 
to  no  particular  class,  is  especially  noticeable  among 
those  employers  who  realize  fully  the  industrial 
problems  involved  in  the  presence  in  the  United 
States  of  so  large  a  population  of  foreign-born  citi- 
zens. 

These  two  booklets,  one  giving  the  story  of  the 
flag,  and  the  other  the  songs  of  our  country,  are  the 
initial  step  in  the  campaign  of  the  Committee  to  en- 
courage patriotism.  The  booklets  fit  in  a  man's 
pocket,  yet  they  contain  information  of  value  to  mil- 
lions of  Americans  as  yet  unfamiliar  with  the  words 
and  music  of  our  National  Songs  and  the  glorious 
historv  and  symbolism  of  the  Stars  and  Stripes. 

"Your  Flag 
and  Mine"  tells 
simply  and  con- 
cisely the  story 
of  the  American 
Flag,  its  origin, 
its  history  and 
its  message  to 
Americans  t  o- 
day.  It  is  artis- 
tically covered  in 
colors  and  handsomely  illustrated  throughout. 

"Songs  of  Our  Country"  contains  the  words, 
music  and  history  of  the  leading  National  songs. 
It  is  beautifully  covered  in  colors  and  is  well  suited 
for  use  in  the  home  as  well  as  in  public  gatherings 
where  the  country's  songs  are  sung. 

These  handsome  booklets  are  sold  at  remarkably 
low  prices  by  the  hundred  or  thousand.  They  should 
be  in  the  hands  of  every  patriotic  American  citizen, 


EDUCATION  AND  BUSINESS. 

EDUCATION  is  to  the  fore.  Belligerent  coun- 
tries do  not  abate  their  devotion  to  education ; 
on  the  contrary,  they  seek  all  possible  means  of 
improvement,  for  they  realize  that  in  the  years  that 
follow  a  peace  of  arms  there  will  be  a  commercial  and 
industrial  revival  in  which  education  and  knowledge 
will  determine  success. 

The  United  States  is  founded  on  education.  The 
first  settlers  upon  the  Atlantic  coast  had  scarcely 
provided  for  their  immediate  wants  when  they 
looked  to  their  facilities  for  education.  The  school 
house  was  well  in  the  van  as  settlement  proceeded 
westward  and  today  continues  to  be  our  most  char- 
acteristic institution. 

Twenty-five  million  children  are  in  our  schools 
and  each  year  we  pay  for  the  salaries  of  teachers  in 
public  schools  more  than  three  hundred  million  dol- 
lars. Our  colleges  and  technical  schools  have  more 
than  a  hundred  million  to  spend  annually. 

American  civilization  is  the  result.  In  the  world 
of  business  American  education  has  had  very  con- 
crete effects. 

During  the  last  fifty  years  Americans  have  made 
two-thirds  of  the  great  inventions  of  the  world. 
Each  important  invention  has  founded  an  industry. 
A  mere  enumeration  of  a  few  is  significant  of  the 
achievement, — the  telephone,  the  incandescent 
lamp,  the  trolley  car,  high-speed  steel. 

American  education  has  been  adaptable.  It  has 
changed  to  meet  the  peculiar  needs  of  a  nation's 
development.  It  has  become  an  integral  part  of 
agriculture.  It  now  bids  fair  to  become  as  much  a 
part  of  American  industry  as  raw  materials. 

In  the  past  when  American  training  and  skill  had 
produced  the  carbon-filament  incandescent  lamp,  and 
foreign  skill  obtained  the  ascendant  by  devising  a 
tungsten  lamp,  American  resource  won  back  its 
prestige  by  making  a  wire-drawn  filament  and  a 
nitrogen-filled  lamp. 

The  future  will  be  no  less  replete  with  achieve- 
ment. The  only  question  is  how  far  American  edu- 
cation can  extend  its  adaptability. 


IMPORTANCE  OF  SMALL  THINGS. 

A FAULT  common  to  some  merchants  is  that 
they  do  not  realize  the  importance  of  little 
things.  They  think  they  have  done  about  all  that 
can  be  done  when  they  have  considered  the  main 
issues  of  their  business,  and  have  planned  to  carry 
out  certain  ideas  and  policies.  To  do  this  is  cer- 
tainly very  important  and  proper,  but  it  is  also  im- 
portant to  remember  that  the  big  things  are  made  up 
of  a  multitude  of  small  ones. 


OVERCOMING  OBSTACLES. 

DON'T  try  to  get  away  from  the  obstacles  that 
confront  you;  meet  them,  fight  them,  over- 
come them.  The  success  of  the  last  conquest  will 
help  you  with  the  next,  will  develop  you,  and 
strengthen  you. 

That's  the  short  route  and  that's  the  history  of 
every  successful  man  of  to-day.  They  did  not  lie 
down  and  try  to  crawl  by;  they  stood  up,  faced 
the  enemy,  and  downed  it 
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Some  Pertinent  Thoughts  on  Success 

A  Few  Business  Stimulants  for  the  Heated  Season. 


ilFE  isn't  a  spurt,  but  a  long,  steady 
climb.  If  intention  was  determination 
there  would  be  no  failure.  The  fellow 
who  thinks  he's  smart  is  always  won- 
dering why  the  other  fellow  is  at  the 
doesn't  understand  the  process  that 
caused  this  rather  dull  person  to  be  the  captain  of 
industry.  The  brilliant  fellow  worked  one  day  and 
took  six  days  to  admire  his  handiwork.  The  plug- 
ger  just  kept  on  with  a  determined  spirit  and  got 
there.  The  spurter  was  rich  in  intentions,  but  his 
mind  was  not  trained  to  stick  to  it ;  the  plugger  had 
but  one  intention  and  he  had  the  determination  to 
go  to  it.  The  spurter  was  so  self-conscious  that  he 
was  filled  with  foolish  self-pride.  He  wouldn't  do 
anything  that  had  the  appearance  of  things  not  done 
by  "his  set."  The  plugger  was  so  set  on  accom- 
plishing his  purpose  that  he  didn't  give  a  thought 
to  anybody  and  just  found  out  the  way  to  do  it. 
The  spurter  eventually  lost  everything  he  had  to 
be  proud  of  and  the  plugger  picked  it  up.  Life's 
roadway  is  neither  uphill  or  downgrade.  You  can't 
spurt  uphill.  If  the  grade  is  real  steep  you  can't 
even  stop.  Find  the  thing  you  want  to  do.  Let 
your  intention  and  determination  work  together. 
Nature  is  very  just.  A  man  is  rewarded  for  the 
things  he  does.  He  is  penalized  for  all  errors,  in- 
cluding good  intentions. 

We  all  talk  about  saving  money — but  most  of 
us  let  it  go  at  that. 

About  all  that  any  town  needs  is  men  who  will 
get  what  the  town  needs. 

Some  men  get  the  reputation  for  being  hard 
workers  because  all  they  do  seems  hard. 

It  is  no  longer  a  problem  to  find  work  for  the 
unemployed  but  to  get  work  out  of  the  employed. 

The  best  time  to  practice  economy  is  before  you 
have  to. 

The  main  objection  to  a  lot  of  temperance  people 
is  not  that  they  are  teetotalers,  but  that  they  lack 
temperance  in  most  all  other  things. 

When  a  man  is  "too  busy"  to  see  an  out  of  town 
man  it  is  a  pretty  good  sign  that  slipshod  methods 
and  not  business  detain  him. 

You  have  natural  ability  and  your  market  natural 
advantages,  but  in  some  instances  nature  has  done 
so  much  that  folks  wait  to  let  her  do  the  rest  of  it. 

A  creed  for  the  money  grabber :  Money  is  what 
I  sigh  for,  sometimes  cry  for,  often  lie  for  and  nearly 
die  for.    What  should  I  let  it  slide  for? 

A  mother  spends  twenty-one  years  in  trying  to 
make  a  man  of  her  son  only  to  have  another  woman 
make  a  fool  of  him  in  five  minutes. 

If  a  fellow  carries  $25,000  insurance  on  a  $25,000 
stock  he  is  suspected  of  fraud,  but  if  he  carries  a 
like  amount  on  a  thirty  cent  life  the  company  does 
not  question  his  attitude. 

Overeating  is  one  of  the  greatest  aids  to  in- 
efficient salesmanship,  and  dyspepsia  has  ruined 
more  men's  chances  than  hard  luck  ever  did. 


Mistakes  are  largely  the  result  of  ignorance,  and 
it  is  a  man's  own  fault  usually  that  he  is  igorant. 
The  man  who  wants  to  know  is  the  man  who  finds 
out. 

Don't  get  careless  in  doing  the  routine  work  of 
the  store  with  the  idea  that  because  you  do  a 
thing  every  day  it  doesn't  matter  much  how  you 
do  it.    It  does  matter. 

If  you  write  your  advertisement  in  language  that 
is  over  the  heads  of  the  average  person,  you  make 
certain  of  losing  three-fourths  of  its  value. 

While  you  are  doomed  to  wear  out  eventually, 
that  is  no  reason  for  neglecting  every  means  of 
making  the  human  machine  wear  as  long  as  pos- 
sible. 

The  way  you  act  when  a  customer  goes  out  this 
time  will  have  a  good  deal  to  do  with  the  way  the 
customer  acts  when  he  comes  in  next  time. 

Don't  worry  all  you  acquaintances  with  your 
trials  and  tribulations  in  your  present  job.  If  you 
don't  like  the  place  get  out,  but  don't  talk. 

When  you  meet  an  "I  don't  know"  kind  of  a 
salesman  you  may  be  sure  he  is  one  who  never 
looks  into  a  trade  paper  Trade  paper  readers 
usually  do  know. 

There  is  not  likely  to  be  any  overpay  for  the 
man  who  is  afraid  to  work  overtime. 

The  customer  who  buys  nothing  today  may  be 
the  one  who  will  buy  the  most  tomorrow. 

The  world  is  full  of  men  who  are  total  failures 
because  they  did  not  half  way  try. 

The  merchant  who  is  not  patriotic  in  regard  to 
his  home  town  is  not  entitled  to  any  great  share 
of  the  home  town  trade. 


CHECK  UP  YOUR  EFFICIENCY. 

64/^^ NE  day,"  said  the  sales  manager  of  a  New 
York  store,  "I  picked  up  an  efficiency  chart, 
and  after  checking  and  crossing  out  and  answering 
all  questions  I  found,  to  my  dismay  and  disgust,  that 
I  registered  just  54  per  cent,  efficient. 

"The  experiment  taught  me  a  lesson.  It  con- 
vinced me  that  the  chart  about  told  the  truth.  I  had 
been  for  several  years  checking  up  the  many  sales- 
men under  me,  without  ever  once  thinking  of  my 
own  lack  of  efficiency,  but  you  may  be  sure  that  from 
that  time  on  I  have  been  watching  myself  closely. 
I  had  been  brought  to  the  realization  of  my  low 
standard  of  efficiency,  and  it  was  up  to  me  to  build 
up  and  mend  the  broken  down  places  before  others 
recognized  my  low  average. 

"It  would  be  a  good  idea,"  he  continued,  "for  us 
all  to  check  up  on  ourselves  now  and  then.  No 
doubt  the  majority  of  us  would  find  plenty  of  repair 
work  to  attend  to  for  some  time.  We  have  to  have 
our  hand  on  the  pulse  of  things  constantly  in  order 
to  give  the  best  possible  service ;  in  other  words,  we 
must  keep  up  to  date  every  minute,  and  every  week 
that  we  slip  back  it  takes  two  weeks  for  us  to  catch 
up." 
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Hand  Bags  and  Fancy  Leather  Goods 


BUYERS  of  fancy  leather  goods  are 
coming  into  the  market  in  larger  num- 
bers than  is  customary  at  this  time  of 
the  year.  It  appears  to  be  quite  evi- 
dent that  they  appreciate  the  condi- 
tions which  prevail  and  prospect  of  higher  prices. 

It  is  perhaps  fortunate  that  fashion  should  decree 
the  supremacy  of  the  fabric  handbag  just  at  a  time 
when  suitable  leathers  are  so  scarce  and  the  prices 
so  high.  The  wide  range  of  fabrics,  patterns  and 
colors  allows  the  imagination  of  designers  the  wid- 
est scope,  and  the  handsome 
bags  now  being  shown  is  evi- 
dence of  their  skill. 

The  beauty  of  the  finished 
bags,  their  handsome  shapes, 
novel  designs  and  gorgeous 
decorations  make  the  hand- 
bags of  today  particularly 
suitable  for  window  display, 
and  most  of  the  large  depart- 
ment stores  are  taking  full 
advantage  of  their  opportuni- 
ties in  this  direction.  Some 
wonderful  window  displays 
of  hand  bag  novelties  have 
recently  been  made. 

Hand  bags  are  today  con- 
sidered to  be  closely  associ- 
ated with  outer  apparel  and 
millinery,  and  are  really  a 
part  of  the  costume  as  much 
as  the  hat  or  the  coat.  What 
more  proper  then,  than  for 
merchants  to  push  their  sales 
of  handbags  just  at  the  time 
when  women's  thoughts  are 
on  the  new  costumes. 

In  order  to  sell  your  pro- 
portion of  hand  bags  you 
must  make  the  best  display 
possible.  Don't  hide  your 
most  novel  styles  away  in 
boxes  or  the  back  of  the 
show-case ;  put  them  out 
where  people  can  see  them. 
They  sell  best  when  a  large 
assortment  is  offered. 

If  possible  get  some  show 
in  the  windows.  If  you  can't  secure  an  entire  window, 
get  the  window  trimmer  to  put  a  few  in  with  the  new 
suits  and  gowns.  Now  that  handbags  are  considered 
to  be  a  necessary  part  of  the  costume  of  even  the  or- 
dinary woman,  even  a  fair  showing  will  be  sure  to 
attract  attention  and  swell  the  sales  of  the  depart- 
ment. 

Handbags  are  no  longer  mere  receptacles  for 
carrying  loose  change,  visiting  cards  and  odds  and 
ends.  They  have  become  necessities  of  fashion  as 
well  as  things  of  beauty,  and  frequently  a  foil  for 
the  costume  that  the  smart  woman  wears. 

It  would  appear  desirable  for  buyers  to  at  least 


A  fine  example  of  the 
bags  featured  by  the 


sample  some  of  the  best  of  the  new  designs  early  in 
the  season,  in  order  to  ascertain  their  merits  and  sell- 
ing qualities,  so  that  if  they  are  found  to  be  quick 
sellers  and  superior  to  the  old  styles,  assortments 
could  be  put  in  stock  and  the  old  styles  closed  out  as 
soon  as  possible. 

Beaded  Bags  Still  Hold  Premier  Position. 
Beaded  bags  still  seem  to  be  favored  over  all  other 
kinds.   While  extremely  popular  for  street  and  after- 
noon wear,  they  are  still  more  popular  for  evening 
and  theatre  use.   They  are  being  shown  in  a  host  of 
beautiful    and  bewildering 
designs  and  patterns.  They 
vary    in    size    from  the 
smallest,  barely  large  enough 
to  contain  a  pair  of  opera 
glasses,    to    the  liberal- 
sized  affairs  which  are  large 
enough  to  contain  a  dozen 
different  articles. 

One  of  the  handsomest  of 
these  large  opera  bags  is  en- 
tirely covered  with  vari- 
colored beads  in  an  exquisite 
pattern.  The  coloring  is  in 
antique  shades  of  autumnal 
browns  and  greens  with  a 
touch  of  rose  color  against 
a  background  of  delicate 
cream.  The  pattern  is  a 
bouquet  of  marguerites,  the 
centre  of  each  flower  forming 
a  baby  face.  The  frame  of 
this  bag  is  of  sterling  silver 
with  a  rose  gold  finish  decor- 
ated with  an  effective  design, 
and  the  lining  is  of  white 
moire  silk.  The  bag  is  ten 
inches  deep  and  the  frame 
measures  seven  inches 
across. 

Another  handsome  evening 
bag  is  made  of  small  crystal 
beads    with    a   gold  effect 
which  is  particularly  charm- 
ing.   The  frame  is  of  silver 
gilt  beautifully  etched  in  an 
indefinite  design  of  which  no 
duplicates  are  made,  but  all 
the  tops  have  a  similar  effect.   The  lining  is  of  white 
moire  and  the  bag  is  five  by  five  and  one-half  inches 
in  size. 

Some  beautiful  specimens  are  being  shown.  Some 
of  the  new  designs  show  Hawaiian  and  Japanese 
scenes,  others  in  marvelous  Oriental  designs.  In 
many  of  the  newest  productions  iridescent  beads 
are  used  to  bring  out  certain  features  of  the  design. 
Seed  beads  are  largely  used  with  just  a  touch  of 
either  the  iridescent  or  the  crystal  luster  bead.  Beige 
and  orange  have  been  the  most  successful  new  colors, 
it  is  said,  and  specially  smart  is  the  beige  in  the 
seed  bead  used  solidly  for  the  background  with  per- 


Genuinc  Indian  made  bead 
American  Bead  Company. 
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haps  a  conventional  or  flower  design  worked  out  in 
dull  blue  and  terracotta.  There  are  sports  bags 
made  solidly  of  white  seed  beads  with  a  bright  con- 
ventional or  flower  pattern  over  all  the  surface. 

Draw-string  bags  still  retain  their  popularity,  but 
quite  a  number  of  the  newest  designs  have  frames 
of  metal,  while  others  have  bead  covered  frames  to 
match  the  bag.  One  handsome  model  recently 
shown  is  of  black  silk  with  a  solidly  beaded  frame 
of  Burgundy  crystal  luster  beads,  with  a  flower  cen- 
ter of  the  same  kind  of  beads  combined  with  other 
rich  and  deep  colors. 

The  Japanese  lantern  bottom  effect  is  used  in 
many  handsome  bead  bags,  most  of  them  orna- 
mented with  a  very  thick  tassel.  One  exceedingly  at- 
tractive long  bag  of  blue  silk, 
is  richly  embroidered  in  silver 
and  an  unusually  heavy  tassel 
of  silver  threads. 

The  linings  of  these  bags 
are  usually  up  to  the  standard 
of  the  handsome  exteriors  and 
show  many  unusual  conven- 
tional designs  that  display 
various  attractive  combina- 
tions of  colors.  Very  few 
beaded  bags  are  provided  with 
fittings,  they  being  classed  as 
being  decidedly  ornamental, 
rather  than  practical. 

In  looking  over  the  new 
sample  lines  of  beaded  hand 
bags,  many  buyers,  while  ad- 
miring their  beauty  and 
attractiveness,  are  of  the 
opinion  that  the  prices  asked 
are  abnormally  high ;  as  a 
rule,  however,  that  is 
far  from  being  the  case. 
Cost  of  manufacturing 
being  considered,  they  should  take  into  considera- 
tion, first,  the  cost  today  of  fine  beads,  and  second, 
that  all  bags  of  this  description  are  hand  beaded  and 
that  many  of  them  takes  an  expert  from  two  to  three 
days  to  do  the  work. 

Among  the  most  recent  novelties  placed  on  the 
market  are  a  line  of  fabric  handbags  of  peculiar 
shape.  Small  at  the  top,  getting  wider  in  the  middle 
and  smaller  at  the  bottom,  somewhat  the  shape  of 
a  Japanese  paper  lantern.  They  are  hand  em- 
broidered in  wool  in  a  variety  of  colors,  forming 
bands  running  widthwise,  and  further  decorated 
with  wooden  beads  of  many  hues  harmoniously 
combined. 

Plain  color  Khaki-Kool  makes  some  bright  little 
sports  bags  of  the  draw-string  variety  with  large 
oval  beads  in  many  colors  covering  the  entire  sur- 
face and  stitched  around  with  two  rows  of  two 
color  silk.  Finishing  this  is  a  ball  tassel  also  of 
the  silk. 

Immense  Demand  For  Military  Supplies. 

Now  that  the  war  is  really  on  and  being  brought 
home  to  us  with  startling  distinctness,  there  is  a  tre- 
mendous business  being  done  in  articles  suitable  for 
the  use  of  the  boys  who  are  going  to  the  front. 


New  Metal 

Shown  by  E.  A 


Among  those  most  in  demand  are  soldiers'  kits  and 
military  roll-ups,  many  of  which  are  on  the  order  of 
the  old  famfliar  "housewife"  which  in  times  gone 
past  was  supposed  to  be  part  of  the  equipment  of 
every  traveler. 

The  latest  development  in  this  particular  class  of 
merchandise,  however,  is  in  the  line  of  pocket  mir- 
rors, not  the  old  style  of  glass  mirror  which  was  al- 
ways found  to  be  broken  when  most  needed,  but 
what  are  known  as  trench  mirrors  of  metal,  which 
are  not  only  unbreakable,  but  rust  proof  and  un- 
tarnishable. 

These  mirrors,  which  have  stood  the  test  in  the 
trenches  of  France  and  Belgium,  are  now  made  in 
this  country  and  put  up  in  attractive  form  for  retail 
selling.     They  are  made  in 
m^HBHl    two  quahties  and  in  varying 
V  sizes,    costing    at  wholesale 

from  $2.25  to  $9.25  per  dozen, 
according  to  size  and  quality. 
The  cheaper  grade,  which 
retails  at  twenty-five  cents, 
is  oblong  in  shape  and 
measures  4^4  by  23^  inches, 
a  very  handy  size  which  can 
be  carried  in  the  vest  pocket 
if  necessary.  They  are  put 
up  in  khaki  cases. 

Trench  mirrors  of  the  fin- 
est quality  of  metal  and  re- 
tailing for  fifty  cents  upwards 
are  made  of  an  unbreakable 
and  untarnishable  metal, 
highly  polished  on  both 
sides,  which  is  guaranteed 
to  be  absolutely  rust  proof. 
They  can  be  secured  in 
both  oblong  and  oval  shapes 
as  illustrated  and  each  one 
encased  in  a  khaki  case  lined 
The  50c.  mirrors  measure  4% 


Trench  Mirrors. 

.  Outhman  Company. 


with  cotton  flannel, 
by  3  inches. 

These  trench  mirrors  and  soldiers'  kits  can  be  sold 
at  a  department  expressly  organized  for  the  purpose, 
at  the  toilet  goods  or  sporting  goods  section,  or  the 
fancy  leather  goods  department,  but  no  matter 
where  they  are  sold,  if  properly  displayed  and 
brought  to  the  attention  of  the  public  a  satisfactory 
and  profitable  business  will  surely  result. 

 ♦  

A  BUSY  MAN'S  BUSINESS. 

THE  man  who  thinks  he  knows  it  all  often  finds 
that  he  not  only  has  much  to  learn,  but  also 
much  to  unlearn. 

The  man  who  is  willing  and  prepared  to  take 
some  of  the  responsibility  off  from  the  shoulders 
of  the  men  above  him  will  the  sooner  be  moved 
up  higher  himself. 

If  you  think  there  are  no  opportunities  for  you 
where  you  are  now,  you  probably  could  not  dis- 
cover opportunities  anywhere. 

Every  time  you  use  your  brains  to  take  advan- 
tage of  an  opportunity  and  develop  it  into  some- 
thing that  will  produce  business,  you  increase  your 
business  ability. 
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The  Toilet  Goods  Buyer  should  be  a  Specialist 


HERE  can  be  no  question  but  that  this 
is  an  era  of  specialization,  and  in  no 
branch  of  general  business  is  that  more 
evidenced  than  in  the  modern  depart- 
ment store.  Each  department  is  today 
a  store  in  itself,  and  to  be  a  success  must  be  presided 
over  by  a  specialist  in  his  particular  line. 

No  section  of  a  modern  department  store  needs  a 
trained  specialist  more  than  the  one  devoted  to  the 
sale  of  toilet  accessories.  Not  so  many  years  ago  it 
was  the  common  practice  of  retail  merchants  to  ap- 
point as  heads  of  this  department  men  without  any 
practical  knowledge  of  the  merchandise,  with  the 
result  that  the  results  were  oftentimes  more  dis- 
astrous than  successful.  Today  things  are  changed. 
Modern  merchants  now  realize  that  if  a  toilet  goods 
department  is  to  be  successful  a  trained  specialist 
must  be  put  in  charge. 

The  title,  specialist,  covers  a  wide  area  in  the  field 
of  the  retailing  of  toilet  accessories.  The  competent 
buyer  must  not  only  be  a  good  judge  of  this  par- 
ticular line  of  merchandise  and  know  the  market 
thoroughly,  but  he  must  be  a  specialist  in  knowing 
the  needs  of  the  customers  who  patronize  the  estab- 
lishment with  which  he  is  connected. 

Good  Taste  and  Sound  Judgment  Needed. 

He  must  possess  good  taste  and  sound  buying 
judgment,  but  should  not  buy  merely  the  goods 
which  suit  his  individual  tastes,  but  should  endeavor 
to  find  out  the  wishes  of  his  customers ;  locate  the 
best  values  of  the  kinds  desired  and  then  purchase 
them  in  such  quantities  and  qualities  as  seem  to  him 
most  advisable. 

A  knowledge  of  the  preferences  of  the  trade  he  is 
catering  to  is  one  of  the  first  essentials  to  success. 
The  buyer  should,  to  a  liberal  extent,  banish  his  per- 
sonal preferences,  and  by  closely  intermingling  with 
his  customers  inform  himself  as  to  their  needs  and 
desires.  If  he  will  do  this  conscientiously,  he  is 
bound  to  be  successful,  taking  it  for  granted,  of 
course,  that  he  thoroughly  understands  the  value  of 
the  merchandise.  When  a  buyer  is  so  self-important 
that  he  disdains  the  wishes  of  his  customers  and  the 
suggestions  of  his  sales-force,  the  department  is 
bound  to  suffer. 

The  most  important  part  of  a  buyer's  duty  is  to 
secure  the  proper  merchandise,  the  next  important 
is  to  see  that  they  are  properly  sold.  In  this  con- 
nection, it  goes  without  saying  that  competent  sales 


people  should  be  employed.  But  the  employing  of 
good  salespeople  is  not  all  that  is  necessary.  The 
buyer  must  know  how  to  handle  them,  and  be  able 
to  get  from  them  their  best  efforts  and  increase  their 
selling  efficiency. 

When  a  new  shipment  of  goods  arrives  he  should 
post  them  on  the  new  features,  if  any,  and  explain 
the  quality  and  dependability  of  the  merchandise. 
He  should  do  all  in  his  power  to  instill  into  his  sales- 
force  the  absolute  superiority  of  the  merchandise 
they  have  to  sell. 

The  seeds  of  confidence  thus  implanted  in  them 
will  in  turn  be  instilled  into  their  customers  and  the 
buyer  will  soon  discover  that  his  sales  will  materially 
increase  in  consequence. 

The  Importance  of  Manicure  Supplies. 

Whereas  a  few  years  ago  a  public  manicurist  was 
a  rarity,  there  is  scarcely  a  hotel  or  barber  shop  of 
any  standing  or  size  whatever  that  has  not  one  or 
more  operators  employed;  besides  which,  the  num- 
ber of  private  establishments  devoted  to  manicur- 
ing is  constantly  increasing. 

In  order  to  secure  the  very  profitable  business 
that  can  be  done  in  manicure  goods,  it  is  very  neces- 
sary that  a  thoroughly  well  assorted  stock  should 
be  kept,  not  necessarily  large,  but  containing  a  good 
variety  of  all  the  needed  instruments.  Care  should 
be  taken  to  see  that  they  are  of  good  quality,  as  the 
public  has  been  educated  to  demand  good  tools, 
knowing,  as  it  does,  that  first-class  tools  are  neces- 
sary to  satisfactory  work,  and  is  able  to  recognize 
first-class  implements  when  it  sees  them.  It  is  also 
familiar  with  most  of  the  preparations  used,  partic- 
ularly those  which  have  made  a  reputation  for  pur- 
ity and  excellence. 

A  well-kept  stock  should  contain  a  full  assort- 
ment of  the  many  accessories  which  are  absolutely 
necessary  to  professional  manicurists,  as  well  as  to 
those  people  who  do  their  own  manicuring.  Among 
the  articles  used  largely  by  professionals  are  the 
various  enamels,  salves,  tints,  bleaches,  cuticle  soft- 
eners and  ices,  as  well  as  the  larger  buffers  and 
files. 

Wide  Variety  of  Tools  Now  Being1  Used. 

It  is  not  so  long  since  that  the  ordinary  combina- 
tion nail  file  and  cleaner  was  considered  all  that  was 
necessary  for  keeping  the  nails  in  good  condition. 
However,  as  the  fashion  of  manicuring  grew,  new 
and  more  practical  instruments  were  demanded,  un- 


28 


Notions  and  Fancy  Goods 


til  there  are  today  dozens  of  different  kinds  and 
countless  shapes  and  designs  in  use. 

In  the  line  of  files  there  is  a  tremendous  assort- 
ment of  shapes  and  styles,  both  rigid  and  flexible. 
These  are  of  varying  lengths,  and  are  sold  with  and 
without  handles.  The  small  item  of  nail  cleaners, 
alone,  contains  many  shapes  of  different  materials, 
including  steel,  wood,  bone,  pearl  and  ivory. 

Manicure  sticks  can  be  secured  in  a  large  number 
of  shapes  and  materials,  from  the  inexpensive  orange 
wood  to  the  higher  grades  of  boxwood,  bone,  pearl 
and  ivory. 

Of  scissors,  there  are  perhaps  one  hundred  differ- 
ent designs.  Of  course,  it  is  not  necessary  to  carry 
that  many  in  stock,  but  at  least  a  dozen  styles  should 
be  found  in  a  properly  assorted  stock. 

The  line  of  nippers,  tweezers  and  buffers  should 
be  kept  complete,  the  first-mentioned  particularly 
so.  These  can  be  procured  in  sizes  from  two  to  ten 
inches  in  length,  and  in  all  kinds  of  shapes  and  of 
different  materials. 

Toilet  Articles  for  Warm  Weather. 

There  are  a  number  of  articles  sold  at  the  toilet 
goods  counter  which  sell  best  during  the  summer, 
and  now  is  the  time  for  the  buyer  to  prepare  for  the 
coming  business. 

Among  lines  that  will  soon  be  increasingly  active 
are  shaving  necessities.  All  kinds  of  shaving  out- 
fits and  preparations  sell  better  during  the  summer 
season  than  at  any  other  time,  owing  to  the  fact 
that  men  shave  more  frequently,  besides  which, 
many  men  who  seldom  shave  themselves  while  in 
the  city,  do  so  while  in  the  country. 

The  lines  for  women  that  sell  in  the  heaviest  pro- 
portion during  the  heated  term  are  the  various 
toilet  waters,  bath  preparations,  face  creams  and 
lotions,  talcum  rice  and  sachet  powders.  Also 
shampoo  powders,  preparations  for  sunburn,  freckles 
and  the  various  deodorizing  agents. 

New  preparations  of  this  character  are  constantly 
appearing  on  the  market,  getting  wide  publicity  in 
the  magazines  and  it  behooves  the  buyer  of  these 
lines  to  keep  posted  on  these  and  be  prepared  for 
the  demand  when  it  comes. 

American  Perfumes  Coming  to  the  Front. 

Now  that  the  supply  of  foreign  perfumes  is  some- 
what limited,  domestic  manufacturers  have  not  only 
made  strenuous  efforts  to  improve  their  products 
with  marked  success,  it  might  be  said,  but  have  made 
praiseworthy  progress  in  the  production  of  artistic 
containers.  These  include  dainty  bottles 
in  novel  and  artistic  shapes  and  of  ex- 
cellent quality. 

Many  manufacturers  of  perfumes 
and  other  toilet  accessories  are  spend- 
ing lots  of  money  in  the  decoration  of 
their  packages,  putting  on  handsomely 
lithographed  labels,  etc.  Some  of  these 
labels  are  designed  by  artists  of  national 
reputation.  Packages  of  this  character 
should  be  kept  in  the  extra  wrappers 
in  which  they  are  delivered  until  needed, 
so  that  that  may  retain  their  original 
beauty  and  freshness. 


Many  retailers  make  the  mistake  of  allowing  their 
clerks  to  tear  off  the  outer  wrappers  when  they  are 
put  into  reserve.  Worse  than  that,  they  frequently 
disfigure  the  handsomest  labels  by  pasting  price 
tickets  over  them. 


AFTER  THE  SALE  IS  MADE. 

Clerks  who  wish  to  make  themselves  more  valuable  to  their  em- 
ployers will  do  well  to  read  the  following  by  the  advertising  man- 
ager of  a  dry  goods  firm.  It  contains  many  points  which  clerks  can 
make  use  of. 

IT  is  possible  during  the  interval  after  the  sale  is 
made  to  establish  in  the  minds  of  our  patrons 
a  strong  feeling  of  good  will  for  the  store. 

By  the  term  "interval  after  the  sale"  we  mean  the 
time  between  when  the  customer  has  assented  to 
the  purchase  of  the  goods  and  when  she  receives  her 
change  or  package. 

This  is  the  opportunity  for  the  introduction  of  new 
merchandise  and  it  is  important  that  this  opportunity 
be  taken  advantage  of. 

The  introduction  of  new  merchandise  should  be 
done  with  the  idea  that  you  are  taking  advantage 
of  a  moment  or  two  of  a  waiting  period  to  show 
your  customer  something  with  which  perhaps  she 
is  not  familiar.  Never  be  insistent  about  it;  use 
your  best  manner,  your  politest  and  most  gracious 
tones. 

Your  customer  will  listen  to  you  and  you  will  look 
at  your  goods  if  you  bring  them  before  her  in  the 
right  way,  and  it  is  your  duty  to  study  out  the  right 
way  for  you  to  present  the  merchandise  in  your 
section. 

After  completing  a  sale  never  go  away  and  leave 
a  customer,  unless  it  is  to  wait  upon  another  who 
is  there  and  needing  attention,  and  then  excuse  your- 
self politely  and  tell  your  customer  why  you  are 
leaving  her. 


COURTESY. 

COURTESY'  is  the  outside  evidence  of  inside 
individual  appreciation.  Courtesy  is  worth 
more  to  us  than  any  other  one  thing  in  trade,  and 
still  we  probably  give  more  away  than  any  other 
store  in  town.  We  can  better  afford  to  give  it  away 
than  to  keep  it  away. 

See  what  courtesy  has  done  for  the  railroads. 
Years  ago  a  good  woman  was  treated  discourteously 
by  a  railroad  employe.  Eventually  her  sons  grew 
to  be  men,  and  eventually  they  were  land  appraisers, 
legislators,  jurors,  and  so  on.  Eventually  the  rail- 
road paid  the  penalty  for  the  lack  of  an  employe's 
civility. 

Today  railroads  are  the  greatest  advocates  of  cour- 
tesy. Railroad  employes  are  almost  always  cour- 
teous and  considerate.  They  are  thrifty,  steady  peo- 
ple in  any  town. 

And  so  it  is  with  our  employes  in  this  store.  You 
will  always  find  them  courteous.  They  have  this 
ingrained  individual  idea  of  treating  others  as  they 
would  have  others  treat  them.  They  have  been 
selected  for  this  dependable  quality — courtesy. 

We  are  building  a  business  on  the  lines  that  will 
hold  the  coming  generation. — Joslin  Dry  Goods.  Co. 
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Vital  Points  of  Fancy  Goods 

A  Few  Suggestions  to  Buyers  of  This  Interesting  Department. 


ipilHIIIIHIillBI!^  ATURALLY  during  the  spring  and 
1  1^  T  |  summer  seasons  fancy  articles  do  not 
I  |  meet  with  the  attention  from  the  buy- 

!  *■  J  ing  public  they  do  during  the  fall  and 

?  B  S  ■  »n  holiday  season,  but  while  the  business 
done  is,  as  a  rule,  rather  limited  at  these  times,  a 
much  larger  business  can  be  done  by  the  buyer  who 
takes  an  interest  in  his  department  and  finds  new 
avenues  of  business  expansion,  and  is  not  satisfied 
simply  with  the  business  that  can  be  done  with  the 
remnants  of  the  holiday  stock. 

The  stock  should  be  freshened  up  with  a  few  of  the 
novelties  which  are  constantly  being  brought  out. 
Now  is  the  time  to  do  this.  No  advantage  can  be 
secured  by  delay,  as  by  holding  off  buyers  will  find 
that  they  are  liable  to  miss  many  good  things;  the 
rule  that  the  best  goods  are  the  ones  usually  sold 
first  holds  good  every  month  in  the  year. 

It  will  pay  buyers  to  look  through  the  market  and 
pick  up  a  few  novelties  to  brighten  up  their  stocks, 
and  not  wait  until  they  see  the  new  things  displayed 
in  their  competitors'  windows.  Purchases  need  not 
be  heavy ;  even  a  small  assortment  will  work  won- 
ders in  helping  the  sale  of  the  older  goods. 

Already  many  manufacturers  are  showing  limited 
lines  of  goods  intended  for  fall  selling.  It  will  pay 
the  fancy  goods  buyer  to  get  into  the  market  early 
and  pick  up  a  few  of  these  advance  novelties.  While 
we  are  decidedly  adverse  to  speculation  and  con- 
tinually warn  our  readers  against  overpurchasing, 
we  are  strongly  of  the  opinion  that  the  buyer  who 
neglects  to  go  into  the  market  sufficiently  early  to  get 
a  line  on  the  new  samples  misses  an  opportunity  to 
acquaint  himself  with  conditions  that  will  work  to 
his  advantage  later  in  the  season. 

The  policy  of  the  most  successful  buyers,  particu- 
larly those  that  can  conveniently  come  to  the  market, 
is  1o  get  into  the  market  early ;  get  fully  posted  as  to 
what  is  new  and  likely  to  be  in  demand,  and  purchase 
a  few  of  the  most  promising  items. 

Later  in  the  season,  when  it  really  becomes  neces- 
sary to  buy  needed  merchandise,  they  are  in  a  posi- 
tion to  know  what  to  order,  knowing  what  is  in  the 
market  and  where  it  may  be  obtained  to  the  best  ad- 
vantage, an  experience  which  the  tardy  buyer  has 
missed,  much  to  his  disadvantage. 

How  often  it  happens  that  when  a  buyer  is  shown 
an  entirely  new  article  and  one  which  possesses  fea- 
tures that  should  warrant  its  popularity,  he  hesitates 


to  even  sample  it  and  prefers  to  wait  until  some  more 
progressive  and  far-seeing  buyer  proves  its  worth  by 
selling  it  in  liberal  quantities. 

Now  Is  the  Time  to  Show  Initiative. 

At  a  time  like  this,  when  the  thoughts  of  the 
people  generally  are  turned  toward  the  idea  of  re- 
trenchment and  economy,  it  is  natural  that  the  fancy 
goods  department  should  suffer,  and  the  task  of 
keeping  up  the  sales  of  this  interesting  department 
is  one  that  will  bring  out  the  versatility  and  resource- 
fulness of  the  head  of  the  department  to  the  fullest 
extent. 

Now  is  the  time  for  the  buyer  to  show  his  em- 
ployer all  that  is  in  him,  and  by  his  earnestness  and 
originality  in  methods  of  securing  business  prove 
his  capability.  There  is  no  department  in  the  modern 
store  in  which  a  buyer  can  show  his  originality  than 
the  one  devoted  to  the  sale  of  fancy  goods.  The 
aim  of  every  buyer  should  be  to  be  as  original  as 
possible  in  his  methods  of  placing  his  merchandise 
before  his  customers. 

Having  the  right  goods  at  the  right  prices  is  not 
all  that  is  required.  Many  a  buyer  with  indifferent 
goods  marked  at  regular  prices,  but  which  were 
shown  and  featured  in  a  novel  and  attractive  man- 
ner, has  done  a  larger  and  more  profitable  business 
than  his  competitor  who  had  better  goods,  but  which 
were  shown  in  the  ordinary  stereotyped  way. 

It  is  the  new  and  different  things  that  a  buyer 
does  that  builds  up  his  department,  and  one  of  the 
most  important  things  he  should  keep  in  mind  is 
to  make  his  department  different  from  every  other 
department,  so  that  it  will  be  distinctive  and  as  far 
as  possible  classy. 

The  Value  of  Display. 

The  value  of  display  is  in  many  cases  not  em- 
phasized to  the  extent  that  it  should  be.  By  a  store's 
appearance  the  merchandise  is  frequently  judged. 
The  store  with  an  old  fashioned  dingy  looking  front, 
with  old  counters  and  fixtures,  badly  arranged  and 
unattractively  displayed  stocks,  labors  under  a  heavy 
handicap,  which  will  take  more  than  wanted  mer- 
chandise at  fair  prices  and  good  advertising  to  over- 
come. 

Proper  and  attractive  display  of  merchandise  at 
the  fancy  goods  department  is  the  cornerstone  of  its 
success.   This  department  should  be  the  show  place 
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Notions  and  Fancy  Goods 


of  the  store,  and  its  importance  in  this  respect  can 
scarcely  be  overestimated.  No  matter  how  well  the 
department  is  stocked  with  new  desirable  and  attrac- 
tive merchandise,  unless  they  are  displayed'  in  an 
attractive  manner  to  the  best  advantage,  it  will  never 
be  the  success  that  is  possible. 

The  time  has  gone  by  when  the  store  or  the  de- 
partment can  place  its  entire  dependence  upon  the 
kinds  of  goods  it  carries  or  the  prices  put  upon  the 
merchandise.  Almost  every  store  of  any  size  or 
standing  in  the  community  in  which  they  do  business 
sells  good  goods  and  gives  fair  values.  But  that  is 
no  longer  a  passport  to  public  favor. 

Attractiveness  of  the  department  is  more  than 
essential ;  it  is  the  most  important  factor  in  trade 
winning.  No  other  thing  has  so  much  to  do  with 
the  success  of  the  department  as  the  impression  it 
produces  on  the  minds  of  visitors,  not  even  the  cour- 
tesy and  attentiveness  of  the  salespeople ;  which,  it 
must  be  acknowledged,  is  an  important  feature. 

The  shopping  public  as  a  rule  are  not  discriminat- 
ing judges  of  merchandise,  however  much  they  may 
cherish  the  delusion  that  they  are.  But  everyone, 
however  little  fitted  he  or  she  may  be  accurately  to 
analyze  the  general  character  of  a  store's  merchan- 
dise, is  certainly  fully  able  to  judge  of  the  appear- 
ance of  a  department. 

Quality  of  merchandise  and  prices  being  fairly 
equal,  the  store  in  which  the  various  departments 
are  attractive  in  fittings  and  general  arrangements 
will  outdraw  two  to  one  the  store  whose  depart- 
ments are  old-fashioned,  and  in  which  the  stock  is 
indifferently  displayed. 

The  most  successful  business  man  is  the  one  who 
knows  how  to  buy  his  merchandise,  display  them 
properly  and  make  a  satisfactory  profit.  Unless  he 
can  do  all  these  things  he  can  hardly  be  called  suc- 
cessful ;  and  if  he  falls  very  short  of  the  mark  he 
has  no  place  in  the  business  world. 

Profit  the  Backbone  of  Business. 

Profit  is  the  backbone  of  every  business.  Unless 
there  is  profit  it  will  not  be  long  before  there  is  no 
business.  It  can  be  put  down  as  a  general  rule  that 
the  success  of  any  business  is  largely  proportioned 
to  the  profit  which  is  realized  from  the 
merchandise  sold.  True  it  is  that  in  the 
past  many  great  businesses  have  been 
built  up  mainly  by  reason  of  the  repu- 
tation gained  by  selling  at  low  prices, 
but  the  day  has  gone  by  in  which  a 
great  and  profitable  business  can  be 
built  up  solely  by  reason  of  the  small 
\  margin  of  profit  put  on  the  merchandise. 
Things  have  changed — the  public  de- 
mands more  than  it  did  when  these 
things  were  possible.  They  want  serv- 
ice with  a  capital  S,  and  every  business 
man  knows  that  good  service  costs 
money  and  that  unless  a  liberal  profit 
is  realized  on  the  merchandise  it  cannot 
be  given. 

There  is  no  question  but  that  the  pric- 
ing of  goods  so  that  a  good  profit  can 


be  realized  for  the  department  and  at  the  same  time 
meet  legitimate  competition  is  a  science,  the  secret 
of  which  can  only  be  obtained  by  experience,  supple- 
mented by  brains  and  good  business  acumen. 


JOYS  OF  A  MERCHANT. 

66T"  IFE  is  one  d — n  thing  after  another,"  was 
I  J  written  for  me,  said  a  good  merchant  friend 
of  the  Editor.  "I  certainly  have  a  snap.  My  jobber 
sends  duns  every  month  and  draws  on  me  at  sight, 
but  if  I  send  a  bill  to  my  customers  with  a  modest 
request  that  I  need  the  money  they  come  in  swear- 
ing and  quit  trading.  Those  that  owe  me  and 
promise  to  pay  tomorrow,  spend  their  cash  with  my 
competitor  or  send  it  off  elsewhere.  If  I  contribute 
to  any  cause  people  say  I'm  bidding  for  trade;  if  I 
don't,  they  say  I'm  a  pine-rooting  hog  and  ought  to 
be  boycotted.  Each  day  I'm  expected  to  dig  up 
most  of  the  cash  I  get  in  the  till  for  everything 
from  a  raffle  ticket  to  a  chicken  show  or  a  lawn 
party  for  a  church  fund,  by  people  who  claim  I 
ought  to  do  this  because  they  give  me  the  smallest 
part  of  their  trade ;  but  my  friend  Sawbones  &  Co., 
located  in  the  West,  don't  do  any  of  these  things,  and 
if  I  were  to  circulate  a  subscription  paper  among  the 
jobbers  from  whom  I  buy  they  would  give  me  the 
horse  laugh  proper.  If  I  sell  my  customer  a  pair  of 
B.  V.  D.'s  I  must  treat  the  family  to  candy  and 
cigars,  notwithstanding  I  felt  that  I  was  doing  a 
real  service  by  showing  him  how  to  keep  cool ;  if  I 
buy  a  load  of  potatoes  from  my  farmer  friend  I  am 
expected  to  treat  his  family.  Customers  who  are 
able  to  pay  hang  on  to  their  money  while  I  pay  8 
per  cent,  at  the  bank  to  get  ready  cash.  I  have  a 
big  business  during  hard  times  and  poor  crops  from 
people  who  are  willing  to  trade  with  me  providing 
I  can  duplicate  mail  order  prices  (which  I  can  do) 
and  wait  for  my  money  until  after  harvest  or  pay  day. 
My  scales  are  too  heavy  when  I  sell  sugar  and  too 
light  when  I  buy  butter.  I  am  a  liar,  a  thief,  a 
grafter  and  a  skinner.  If  I  smile  I  am  a  soft  soap 
hypocrite ;  if  I  don't  I'm  a  dyspeptic  grump.  Yes, 
there  is  always  something  to  take  the  joy  out  o'  life. 
Here  are  $6,000  worth  of  book  accounts,  all  good, 
and  only  the  Good  Lord  knows  how  I'm  going  to 
pay  a  $400  sight  draft  due  tomorrow.  Say,  it's  good 
to  talk  to  you,  old  boy.  I'm  going  home  and  do 
unto  my  customers  as  the  fellow  from  whom  I  buy 
does  unto  me.  Strange,  I  never  thought  of  that." 
— Merchants'  Journal. 


MIND  YOUR  OWN  BUSINESS. 

TELL  me  why  the  socialists  make  so  much  fuss 
over  some  rich  man  spending  a  hundred  thou- 
sand dollars  for  a  picture.  Does  it  hurt  the  artist? 
Does  this  putting  a  hundred  thousand  dollars  cash 
into  circulation  harm  the  poor?  Mind  your  own 
business  and  some  day  you  may  have  a  business  of 
your  own  worth  while,  and  then  you  won't  want  to 
be  a  socialist. — The  Silent  Partner. 


Service  to  the  advertiser  is  often  visualizing  for 
him  the  possibilities  of  his  own  business. 
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The  Art  of  Making  the 
Art  Embroidery  Dept.  Pay 

Enthusiasm  the  Buyer's  Best  Asset. 


HERE  is  no  reason  whatever  why  any 
art  embroidery  department,  no  matter 
how  small,  should  not  prove  to  be  a 
profitable  institution.  The  reason  for 
the  success  or  non-success  of  such  a  de- 
partment can  nearly  always  be  traced  to  the  attitude 
taken  by  the  buyer.  Many  of  them  conduct  their 
business  in  a  half  hearted  way  as  though  they  had 
an  idea  that  the  department  was  only  a  small  cog  in 
the  business  wheel  and  could  never  be  made  to  be 
of  any  importance. 

When  a  buyer  assumes  such  an  attitude,  failure 
is  the  natural  result.  To  succeed,  a  buyer  should 
have  confidence  in  the  future  of  his  department  and 
should  not  only  have  courage  and  enthusiasm  but 
should  do  all  in  his  power  to  communicate  the  same 
spirit  in  the  minds  of  his  subordinates. 

A  man  who  believes  with  his  whole  heart  and  soul 
that  his  particular  branch  of  business  is  the  best 
on  earth,  and  proves  his  belief  by  every  action  and 
every  word,  is  sure  to  make  good,  even  though  he 
lacks  brilliancy  and  is  only  a  plodder.  Enthusiasm  is 
his  best  asset.  In  these  days  of  keen  competition 
and  wonderful  activity  it  is  absolutely  necessary  for 
him  to  have  this  faculty  to  the  highest  degree.  En- 
thusiasm fuses  all  a  man's  business  qualities — initi- 
ative, knowledge,  tact,  industry,  etc.,  into  one  effec- 
tive whole. 

But  no  one  can  be  truly  enthusiastic  who  does  not 
believe  in  his  business.  There  are  doubtless  hun- 
dreds of  buyers,  with  real  business  ability  and  a 
good  knowledge  of  the  merchandise  they  handle, 
who  do  not  make  good.  Their  excuses  are  that  fate 
is  against  them,  their  surroundings  poor  or  their 
business  is  at  fault.  They  are  fooling  both  them- 
selves and  their  friends.  They  lack  the  spark  of  real, 
vital  enthusiasm,  and  will  always  remain  indifferent 
merchants.  Without  enthusiasm  a  man  is  only  a 
statue.  But  it  must  be  real.  Real  enthusiasm  is  not 
to  be  counterfeited.  The  imitation  article  is  easily 
detected.  It  fails  to  strike  an  answering 
chord  and  get  the  responsive  throb  that 
real  enthusiasm  commands. 

In  many  department  stores  it  would  be 
an  injury  to  general  business  to  exert  any 
influence  in  favor  of  extensive  home  dress- 
making, for  instance,  because  the  trade  of 
the  ready-to-wear-departments  would 
thereby  suffer.  But  in  the  case  of  the  art 
embroideries  department  there  is  no  danger 
in  this  direction.  It  is  not  countenancing 
the  personal  economies  fallacy,  which  at- 
tempted to  curtail  home  expenditures, 
when  you  boost  art  embroideries. 


As  a  matter  of  general  policy  it  is  needless  to  put 
any  great  stress  upon  fads  at  present.  Today's 
fashions  are  a  sufficient  guaranty  of  the  revival  of 
interest  in  things  with  which  to  "pretty"  home  and 
dress.  This  fact  would  indicate  that  the  art  em- 
broideries department  should  be  stocked  with  a 
great  variety  of  goods  to  suit  every  woman's  taste. 
And  there  is  no  dearth  of  attractive  goods  in  the 
market.  The  popularity  of  rich  effects  employing 
many  colors  is  as  strong  as  ever  and  of  course  there 
is  no  difficulty  in  getting  the  simpler,  less  ornate, 
class  of  goods  for  which  there  is  always  a  fair  retail 
demand. 

Advancing  Cost  of  Crochet  Cottons 

While  crocheting  and  tatting  continue  to  be  fea- 
tures of  paramount  importance  in  art  embroidery 
circles,  the  continual  scarcity  and  high  prices  of 
crochet  cottons  is  causing  considerable  uneasiness. 
The  former  five  cent  ball,  as  regards  quality  and 
number  of  yards  is  a  thing  of  the  past,  and  manu- 
facturers are  uncertain  whether  to  advance  their 
prices  and  thereby  compel  retailers  to  advance  their 
selling  prices,  or  whether  to  put  a  lesser  number 
of  yards  on  the  ball  in  order  that  it  can  be  sold  at  the 
old  price.  If  this  latter  plan  is  adopted  and  the  price 
of  the  raw  material  advances  in  the  future  at  the  rate 
of  which  it  has  advanced  in  the  past  it  would  not  be 
long  before  a  five  cent  ball  would  contain  ten  yards 
or  less. 

There  would  appear  to  be  no  valid  reason  why 
retailers  should  not  advance  the  selling  price  of 
crochet  cottons,  as  they  have  on  practically  all  other 
lines.  The  public  is  fully  aware  of  conditions  and 
would  no  doubt  cheerfully  pay  the  advanced  price. 
However,  the  matter  is  in  the  buyer's  hands.  Manu- 
facturers will  doubtless  adopt  the  method  which  is 
approved  by  the  majority  of  buyers. 

Fall  sample  lines  are  now  being  made  up  and  many 
novelties  are  expected  to  be  introduced,  it  will  be 
perhaps  a  month  or  more  before  they  will  be  ready 
to  be  put  on  the  market.  Of  one  thing  we 
are  assured,  however,  and  that  is,  that 
package  goods  will  be  shown  in  greater 
variety  than  ever. 

Increasing  Popularity  of  Sweet  Grass 
Baskets. 

No  art  goods  department  is  considered 
complete  now-a-days  without  a  fair  assort- 
ment of  Indian  sweet  grass  baskets.  They 
are  splendid  sellers  and  pay  an  exception- 
ally good  profit. 

They  are  popular  not  only  on  account 
of  the  fragrant  sweet  grass  odor,  which 
they  retain  for  a  number  of  years,  but  also 
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for  the  many  shapes  that  they  can  be  secured  in. 
Every  year  more  difficulty  is  experienced  in  pro- 
curing an  adequate  supply  of  these  baskets,  as  the 
art  of  weaving  them  is  fast  dying  out  in  the  younger 
generations  of  Indians,  who  alone  manufacture  them. 
They  are  being  shown  in  a  large  assortment  of  sizes 
from  two  to  sixteen  inches  in  diameter  and  in  a 
great  variety  of  shapes,  with  and  without  covers. 

Manicure  Scissors  for  Embroidery  Work. 

The  best  scissors  to  use  in  many  kinds  of  embroid- 
ery work  are  not  the  ordinary  embroidery  scissors, 
but  the  long,  slender  ones  with  curving  ends,  which 
are  sold  for  manicuring  purposes.  Just  a  word  of 
warning  regarding  the  quality  will  not  be  out  of 
place ;  the  cheap  ones  will  not  do  satisfactory  work, 
but  a  really  good  pair  with  sharp  tips  that  meet  to 
perfection  will  be  found  to  be  exceptionally  good, 
particularly  in  the  fine  needlework. 

The  shrewd  buyer  will  not  only  put  in  a  small  but 
complete  line  of  these  manicure  scissors,  but  will  post 
his  salespeople  as  to  their  advantage  over  the  ordin- 
ary embroidery  scissors.  For  instance,  he  can  ex- 
plain to  them  that  this  kind  of  scissors  is  particularly 
useful  in  doing  fine  drawn  work,  as  with  them  one 
can  cut  the  fine  thread  smoothly  and  yet  run  no  risk 
of  going  beyond  certain  line  of  threads  and  ruining 
a  piece  of  work  on  which  perhaps  hours  of  labor  have 
been  expended.  They  are  particularly  suitable  for 
cutting  the  linen  away  from  worked  scallops  ;  in  fact, 
in  this  respect  they  are  unequaled. 

It  should  also  be  explained  to  them  that  the  proper 
way  to  use  these  scissors  is  with  the  outer  curve 
toward  the  embroidery,  not  with  the  curve  following 
that  of  the  scallop,  the  latter  being  too  much  of  a 
risk,  as  the  keen  little  tips  cut  much  further  than 
might  be  expected. 

Customers  should  be  told  that  to  use  scissors  in 
this  way  requires  a  little  practice ;  but  it  soon  be- 
comes the  natural  way,  as  when  held  in  the  manner 
described  they  are  under  control  and  will  cut  only  the 
threads  desired.  This  applies  to  drawn  work  as  well, 
as  it  it  imperative  not  to  cut  even  the  tiniest  thread 
beyond  the  ones  measured  or  counted. 

FAILURE  AND  SUCCESS. 

THE  line  between  failure  and  success  is  so  fine 
that  we  scarcely  know  when  we  pass  it ;  so 
fine  that  we  are  often  on  the  line,  and  don't  know  it. 
How  many  a  man  has  thrown  up  his  hands  at  a  time 
when  a  little  more  effort,  a  little  more  patience  would 
have  achieved  success. 

As  the  tide  goes  clear  out,  so  it  comes  clear  in. 
In  business  sometimes  prospects  may  seem  darkest 
when  really  they  are  on  the  turn.  A  little  more  per- 
sistence, a  little  more  effort,  and  what  seemed  hope- 
less failure  may  turn  to  glorious  success. 

There  is  no  failure,  except  in  no  longer  trying. 
There  is  no  defeat,  except  from  within;  no  really 
insurmountable  barrier  save  our  own  inherent  weak- 
ness of  purpose. 

MERCHANTS  who  spend  much  time  worrying 
about  what  their  competitors  are  doing  will 
not  give  competitors  much  occasion  to  worry  about 
them. 


THE  RISE  IN  THE  PRICE  OF  COTTON. 

THE  continual  advance  in  the  price  of  cotton 
which  has  been  continually  brought  to  the  at- 
tention of  buyers  of  this  magazine  is  now  causing 
considerable  anxiety  not  only  to  manufacturers,  but 
to  wholesalers  and  large  retailers  who  from  the 
nature  of  their  business  have  to  look  some  distance 
ahead.  While  these  conditions  are  generally  con- 
sidered to  be  most  vital  to  the  large  manufacturers  of 
cotton  goods,  such  as  sheetings,  cotton  dress  goods, 
underwear,  etc.,  they  are  none  the  less  important  to 
manufacturers  and  buyers  of  notion  specialties,  in 
many  of  which  cotton  is  the  most  important  factor.  It 
has  already  affected  production  of  bias  fold  tapes  to  a 
marked  extent,  so  much  so  that  a  decided  advance  in 
prices  is  bound  to  materialize  at  an  early  date.  Man- 
ufacturers will  be  fully  justified  in  making  this  ad- 
vance, as  there  seems  to  be  no  possibility  of  their 
securing  sufficient  gray  goods  to  meet  their  require- 
ments for  the  coming  season.  It  would  therefore  ap- 
pear to  be  wisdom  on  the  part  of  notion  buyers  to 
place  their  orders  for  ail  kinds  of  goods  of  which  cot- 
ton is  a  part  at  the  earliest  possible  moment. 

Not  only  is  the  world  importing  from  America 
more  cotton  this  year  despite  the  great  advance  in 
prices  than  it  took  last  year  at  the  lower  prices. 
Not  only  that,  but  the  government  is  using  vast 
quantities  to  make  uniforms,  tents,  etc. 

Buyers  of  notions  are  far  more  interested  in  this 
continued  increase  in  the  cost  of  cotton  than  is  gen- 
erally realized.  It  means  decided  advances  in  many 
of  the  best  selling  and  most  popular  notions  items. 
These  include  bindings,  tapes,  beltings,  braids,  bias 
fold  tapes,  elastic  and  non-elastic  webs,  garter  and 
hat  elastic,  cords,  stickerei  and  other  fancy  trim- 
mings, Rick-Rack,  shoe  laces,  corset  laces,  novelty 
edgings  and  dozens  of  other  articles  sold  at  the  no- 
tion counter  in  which  cotton  is  the  most  important 
factor. 


A  VALUABLE  SUGGESTION. 

HOW  is  it  possible  for  you  to  keep  up  with  the 
times  and  keep  posted  as  to  the  latest  develop- 
ments of  the  notions  and  fancy  goods  trade  unless 
you  read  Notions  and  Fancy  Goods  regularly? 

You  read  other  trade  papers?  Very  good,  but  not 
one  of  them  covers  this  particular  field  as  a  specialty. 
We're  the  official  organ  of  the  craft. 

We  furnish  you  not  only  with  news  and  illustra- 
tions of  the  newest  things  in  the  line,  but  all  the  prof- 
itable ideas  obtainable  are  given  to  help  you  make 
your  departments  profitable. 

Isn't  this  worth  a  dollar  a  year  to  you?  We  be- 
lieve it  is.  Think  it  over  a  minute  and  then  pin  a 
dollar  bill  to  your  card  and  send  it  to-day.  You'll 
net  regret  it. 

The  way  of  the  transgressor  may  be  hard,  but 
with  some  people  it  seems  to  come  mighty  easy. 


BUSINESS  BUILDERS. 

CUSTOMERS  are  not  very  likely  to  buy  from 
the  man  who  acts  as  if  he  did  not  care  whether 
they  buy  or  not.  The  independent  acting  clerk  will 
have  independent  acting  customers. 
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TRADE  PAPERS  HIT  THE  MARK. 

DIFFERENT  individuals  and  different  interests 
have  various  ideas  as  to  advertising.  Some  of 
these  ideas  are  based  upon  well  worked  out  theories, 
some  upon  actual  practice,  while  others  are  based 
upon  ideas  founded  upon  false  economy.  It  is  the 
latter  of  which  we  wish  particularly  to  deal. 

There  are  some  manufacturers  anxious  to  get  their 
goods  upon  the  market  and  before  the  consumers, 
who  think  to  kill  two  birds  with  one  stone ;  to  reach 
both  dealer  and  consumer  through  the  medium  of  the 
daily  newspapers.   This  is  erroneous  reasoning. 

The  daily  newspaper,  is  par  excellence,  the  vehicle 
by  which  the  consuming  public  is  to  be  reached.  The 
merchant  may  read  the  daily  papers,  undoubtedly  he 
does,  but  he  does  it  with  an  entirely  different  view 
from  that  of  the  average  consumer.  He  reads  it  for 
the  news  ;  other  people  read  the  daily  papers  for  both 
the  news  and  for  what  they  find  in  the  advertise- 
ments, so  that  an  attempt  to  reach  both  consumers 
and  dealers  through  the  daily  papers  is  widely  scat- 
tering the  shot. 

The  class  journal  is  a  "choke  bore."  The  shot  all 
goes  to  the  mark,  the  dealer;  for  in  order  to  reach 
him  the  ammunition,  if  scattered,  at  a  wide  range,  is 
much  of  it  wasted.  There  is  reason  in  creating  the 
demand  with  the  consumer,  but  without  the  co-opera- 
tion of  the  natural  distributor,  the  retailer,  it  is  almost 
as  bad  as  useless. 

The  trade  journal  goes  directly  to  the  merchant ;  it 
is  a  medium  of  information  and  is  for  him  only,  and 
well  written  and  well  handled  advertising  in  a  trade 
journal  is,  we  consider,  of  greater  value  than  the  same 
talent  and  effort  devoted  to  advertisements  in  daily 
newspapers. 

A  demand  may  be  created  with  the  consumer,  but 
if  the  retailer  is  not  interested,  or  if  he  is  interested 
in  something  else  just  as  good,  the  missionary  work 
with  the  consumer  is  very  largely  or  entirely  nullified. 


THE  BRIGHT  SIDE  OF  SELLING. 

44T  KNOW  a  buyer  who  is  always  busy,  but  he 
X  always  sees  me,"  says  a  writer  in  "Hide  and 
Leather."  "Generally  it  is  only  for  a  moment,  but  he 
does  more  than  most  salesmen  expect  as  a  rule.  He 
comes  out,  shakes  hands,  may  ask  me  a  few  ques- 
tions about  how  I  find  conditions  in  the  trade  and  I 
am  often  able  to  give  him  information  which  he 
seems  to  consider  valuable.  Occasionally  I  get  an 
order,  many  times  not,  but  I  never  regret  calling.  I 
asked  him  if  he  sees  every  salesman  who  called  and 
he  said : 

"  'I  see  them  all  and  none  of  them  impose  upon 
me.  I  have  been  a  salesman  myself,  and  I  believe 
that  even  a  pleasant  turndown  is  better  than  a  rough 
order.  I  have  had  some  experiences  myself  and  know 
that  salesmen  must  keep  calling  if  they  have  anything 
the  buyer  can  use.  I  called  on  one  man  for  three 
years  before  getting  a  single  order.  He  always  saw 
me  and  I  tried  to  show  my  appreciation  by  taking 
as  little  of  his  time  as  possible,  and  doing  any  favors 
for  him  that  I  could.  I  am  often  sorry  that  I  cannot 
do  more  business  with  many  of  the  young  men  who 
call  here,  but  business  is  business  and  I  must  be 
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guided  accordingly.  However,  just  because  I  cannot 
give  you  an  order  today  is  no  reason  why  I  should 
discourage  your  coming,  for  no  one  can  tel"  when  I 
may  need  you  or  your  line,  and  so  long  as  you  are  in 
this  trade  you  are  welcome  to  come  after  my 
orders.' 

"Now,  this  buyer  enjoys  the  respect  and  esteem 
of  all  who  call  on  him,  no  matter  whether  they  get 
business  or  not." 

 «  

"GOOD  MORNING." 

IT  doesn't  cost  much  when  you  come  down  to  the 
store  to  say,  "Good  morning"  to  the  store  folks. 
And  it  is  a  splendid  investment.  It  will  even  pay 
you  to  throw  in  a  smile  or  two. 

It  is  a  token  of  good  fellowship  between  boss  and 
bossed,  and  is  a  link  in  the  line  of  loyalty  and  good 
business  cheer. 

We  have  been  in  stores  where  employer  and  em- 
ployes had  the  appearance  of  frozen  clams. 
They  felt  congealed. 

The  boss  was  cheerless,  unfriendly,  unsociable,  and 
his  attitude  was  reflected  in  the  salespeople. 

Some  merchants  go  to  market  and  stay  a  month 
and  upon  their  return  never  even  say  "Howd'ydo"  to 
the  clerks. 

It  is  worth  your  while  to  encourage  cheerful  greet- 
ings between  all  the  store  folks  every  day. 

The  spirit  manifested  by  the  head  of  a  business 
permeates  the  entire  establishment,  as  surely  as  sugar 
sweetens  tea. 


COMPETITION  STIMULATES  TRADE. 

ONE  of  the  subjects  always  compelling  attention 
in  practically  every  branch  of  industry  has  to 
do  with  the  advantages  and  disadvantages  that  come 
from  competition — especially  from  keen  competition. 

There  are  few  merchants  who  relish  the  news  that 
the  number  of  their  competitors  is  about  to  be  in- 
creased. Each  retailer  seems  to  feel  that  he  already 
has  sufficient — if  not  too  much — to  contend  with. 
That  there  are,  however,  some  advantages  presented 
by  competition  is  undeniable ;  and  it  is  also  true  that 
it  lies  with  the  merchant  himself  as  to  how  far  his 
competitors  shall  become  a  benefit  to  him  rather  than 
a  handicap. 

It  would  not  be  difficult  to  cite  a  number  of  stores 
which,  because  of  the  keenness  of  the  competition 
by  which  they  were  confronted,  have  progressed  far 
more  than  they  would  have  done  had  they  had  theii 
field  entirely  to  themselves. 

SOME  RANDOM  SHOTS. 

SOME  men's  religion    consists  chiefly  of  pray- 
ing that  the  Lord  will  provide. 
It  is  the  part  of  wisdom  to  forgive  an  enemy,  espe- 
cially if  he  has  you  down. 

Safety  first.  Take  a  fellow  of  your  size,  but  don't 
overestimate  your  size. 

Don't  crowd.  There  is  plenty  of  room  at  the  top 
without  pushing  any  one  off. 

While  a  rolling  stone  may  gather  no  moss,  it  takes 
a  lot  of  power  to  push  a  man  uphill. 

The  Temple  of  Debt  is  a  mystic  maze,  in  which  it 
is  mighty  difficult  to  find  the  exits. 
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Illustration  by  courtesy  of  the  American  Hairdresser. 


Coiffures,  as  they  arc  being  arranged  by  the  dictates  of  Dame  Fashion,  arc 
thoughtful  of  dainty  hair  ornaments  which  the  designers  and  makers  of  these  aids 
to  hadrdressing  have  created  for  the  fashionable  woman  of  the  day.  And,  we 
may  add,  what  zvoman  is  not  fashionable  in  our  broad  land? 
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Fashion  Summons  Jewelry 
to  High  Favor 


American  Manufacturers  Are  Ready  With  Correct 
Jewelry  for  the  Coming  Season. 


i  '  > 


■  i  W  % 


ASHION  authorities,  who  formerly 
confined  their  activities  to  the  realm  of 
articles  of  dress,  are  now  paying  con- 
siderable attention  to  the  question  as  to 
what  shall  be  worn  for  personal  adorn- 
ment, and  are  dictating  what  shall  be  considered  de 
mode  in  jewelry.  In  consequence  of  this,  women 
who  aim  to  keep  up  with  fashion's  mandates  pay  al- 
most as  much  attention  to  fashions  in  jewelry  as  they 
do  to  that  of  dress. 

This  has  had  the  natural 
result.  Manufacturers  are  M 
endeavoring  to  follow  the 
lead  of  the  leaders  of  society 
and  are  producing  articles  of 
jewelry  in  a  c  c  o  i  d  with 
fashion's  latest  dictates.  A 
careful  review  of  the  trend  in 
jewelry  styles  shows  that 
more  variety  has  been  pro- 
duced during  the  past  year 
than  has  ever  been  the  case 
before.  Not  only  have 
many  entirely  new  ideas  been 
brought  out,  but  many  new 
applications  of  tried  and  true 
designs  have  been  artistically 
changed  so  that  they  were 
practically  new. 

As  in  many  other  branches 
of  American  industry,  the 
jewelry  business  has  been  de- 
veloping along  decidedly  ar- 
tistic lines,  so  much  so,  that 
some  of  the  most  original 
and  novel  designs  ever  pro- 
duced have  been  brought  out  in  this  country 
during  the  past  twelve  months. 

The  manufacturing  of  jewelry  in  this  country  has 
attained  an  enviable  position,  the  result  of  the  com- 
bination of  American  brains,  initiative  and  good 
workmanship.  The  designing  of  exclusive  and  ar- 
tistic designs  in  jewelry  is  no  longer  left  to  a  factory 
workman,  with  very  little  specialized  training  in 
art,  the  class  of  artisan  who  formerly  was  content  to 
move  along  the  lines  of  least  resistance  and  followed 
the  lead  of  others  who  perhaps  were  as  little  skilled 
as  himself. 

Jewelry  business  during  the  past  month  showed 
a  decided  improvement  over  that  of  the  month  pre- 


Some  of  the  newest 
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vious.  The  war  purchasing  influence  which  has  been 
felt  in  many  lines  has  reached  the  jewelry  depart- 
ment, and  the  result  has  been  very  satisfactory  from 
a  business  standpoint. 

Splendid  Demand  for  Patriotic  Jewelry. 

From  all  quarters  comes  the  report  of  an  enormous 
demand  for  patriotic  emblems  of  all  kinds.  This  de- 
mand comes  from  both  men  and  women,  buttons  and 
scarf  pins  from  the  former,  and  pins,  brooches  and 

rings  from  the  latter.  Those 
departments  catering  to  this 
demand  by  showing  attrac- 
tive assortments,  find  it 
helps  the  department  sales 
wonderfully. 

There  is  also  a  growing 
demand  for  wrist  watches, 
particularly  those  that  are 
suitable  for  soldiers'  wear. 
Many  of  the  newly  enlisted 
men  preparing  to  go  to  the 
front  are  purchasing  watches 
of  this  character — those  with 
radium  dials  being  in  the 
greatest  demand. 

In  general  lines  not  much 
business  is  expected  at  this 
time  of  the  year,  and  many 
merchants     are  featuring 
sport    necklaces  and  beads 
in  order  to  help  out.  Quite 
a  satisfactory  business  is  be- 
ing done  on  this  class  of 
goods.    Some  of  the  larger 
retailers  report  quite  a  re- 
vival in  the  demand  for  rhinestone  jewelry  especially 
on  bar  pins,  which  are  selling  better  than  for  many 
years  past. 

Metal  girdles  of  the  better  grades  are  still  selling 
well.  The  demand  for  the  cheaper  qualities  has 
fallen  off  considerably — in  fact  the  business  being 
done  in  the  cheap  imitations  is  negligible.  The  gen- 
eral opinion  seems  to  be  that  the  more  expensive 
sorts  will  be  in  demand  during  the  coming  fall  to 
wear  with  coats. 


patriotic  brooches  shown  by 
ewenthal  Company. 


The  methods  of  any  man  who  has  succeeded  in 
any  line  of  business  ought  to  be  of  interest  to  you 
and  worthy  of  your  attention. 
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Don't  Get  Hysterical 


O 


THERE  seems  to  be  a  grave  danger  on  the  part  of 
some  of  our  people  to  mistake  hysteria  for 
patriotism.  We  have  all  sorts  of  appeals  for  all  sorts 
of  purposes ;  many  of  them  are  foolish,  but  the  worst 
of  all  is  that  which  would  have  people  hoard  their 
money  and  stop  buying  the  necessities  of  life  on  the 
ground  of  patriotism.  Nothing  could  be  more  un- 
patriotic or  more  damaging  to  the  country  and  the 
individual. 

To  become  a  nation  of  misers  would  be  infinitely 
worse  than  being  a  nation  of  wasters. 

There  is  no  logical  reason  in  the  world  for  taking 
a  gloomy  view  of  the  outlook,  and  while  no  one  can 
make  predictions  as  to  what  the  future  contains  for 
our  country,  the  outlook  in  a  great  many  ways  is 
certainly  bright,  and 
what  we  need  to  do 
is  to  "sit  tight  and 
not  rock  the  boat." 

In  this  great 
country  of  ours 
business  must  go 
on,  and  a  continua- 
tion of  business 
leads  to  continued 
prosperity ;  hoard- 
ing only  causes 
contraction  and 
hurts  most  those  it 
is  intended  to  help. 

It  is  a  grave  mis- 
take to  suppose 
that  the  economic 
process  that  is  com- 
ing into  sight  is  due 
to  a  growing  desire 
for  thrift.  On  the 
contrary,  it  is 
prompted  by  the  al- 
ready high  cost  of 
living  ;  hence  it  will 
be  necessarily  fol- 
lowed by  the  abandonment  of  semi-necessities  or 
luxuries. 

People  are  adapting  themselves  to  new  conditions 
because  they  want  to  be  honest  as  well  as  physically 
comfortable.  Is  it  too  much  to  think  that  our  women 
will  not  endeavor  to  get  along  with  fewer  dresses, 
shirt  waists,  and  a  less  varied  lingerie,  to  say  nothing 
of  darned  hosiery,  gloves,  and  a  less  number  of 
sheets,  pillow  cases,  carpets  and  rugs. 

Looking  Facts  in  the  Face. 

Any  man  or  woman  who  will  go  through  any  of 
our  large  dry  goods  stores  will  see  displayed  a  great 
number  of  lines  of  merchandise  that  are  not  essential 
to  the  comfort  or  sustenance  of  our  people  in  war 
times.  However  it  does  not  follow  that  because 
these  goods  are  being  sold  readily,  as  in  the  past, 
that  they  are  wasted,  or  that  the  inherent  value  may 
be  lost  at  once. 

Should  the  war  be  protracted,  their  salability  will 
decrease.  If  purchasing  cost  should  continue  to  soar, 
and  supplies  of  goods  continue  to  run  short,  values 


WHY  WORRY? 

F  two  things  one  is  certain :  either  you  are  mo- 
bilized or  you  are  not.  If  not,  there  is  no  need 
to  worry.  If  mobilized,  one  of  two  things  is  certain: 
either  you  are  behind  the  lines  or  on  the  front.  If 
behind,  there  is  no  need  to  worry.  If  on  the  front, 
one  of  two  things  is  certain :  either  you  are  in  a  safe 
place  or  exposed  to  danger.  If  in  a  safe  place,  there 
is  no  need  to  worry.  If  exposed  to  danger,  one  of 
two  things  is  certain :  either  you  are  wounded  or  not 
wounded.  If  not  wounded,  there  is  no  need  to 
worry.  If  wounded,  one  of  two  things  is  certain: 
either  you  are  wounded  seriously  or  slightly.  If 
slightly,  there  is  no  need  to  worry.  If  seriously,  one 
of  two  things  is  certain :  either  you  recover  or  you 
die.  If  you  recover  there  is  no  need  to  worry.  If 
you  die,  you  can't  worry — CHEER  UP. 


will  be  maintained  even  though  transfers  or  sales 
become  more  difficult.  Should  the  values  of  these 
goods  be  turned  into  cash  by  sales,  the  money  may 
be  used  in  restocking  with  other  lines  of  goods  of 
quicker  demand. 

Readjustment  of  merchandise  is  a  process  with 
which  every  good  merchant  is  familiar,  and  always 
recognizes  as  a  part  of  his  duty  to  his  business.  To 
hold  such  goods  for  greater  profits,  when  every  profit 
of  a  surplus  character  is  being  searched  out  to  be 
taxed,  is  something  more  than  unbusiness-like.  It 
may  be  disastrous  to  continue  to  give  orders  for  such 
classes  of  merchandise. 

Extravagance  vs.  Hard  Times. 
There  is  a  middle  ground  between  extravagance 

and  hard  times,  and 
the  sound  American 
people  may  be 
trusted  in  the  long 
run  to  find  it  and 
stand  on  it. 

There  are  just  as 
many  extravagences 
in  dry  goods  as  in 
other  lines  of  mer- 
chandise, no  more, 
no  less.  The  coun- 
try as  a  whole  has 
not  really  known 
hard  times  but 
twice  in  the  past 
fifty  years,  and  such 
times  are  very  re- 
mote until  great 
crop  failures  occur. 

It  does  not  follow 
that   because  sen- 
sible economy  and 
strong  effort  to 
readjust  industrial 
and  merchandising 
conditions   to  war 
conditions  are  imperative,  that  "Wailing  Jonahs" 
need  erect  soapbox  stands  at  every  corner  in  our 
cities. 

Financially  the  trade  is  in  good  shape  to  under- 
take readjustments  without  fear  of  shock — earnings 
have  been  large,  profits  good,  and  surplus  accounts 
should  be  full.  What  is  needed  is  a  more  general 
recognition  of  the  cold  fact  that  some  sorts  of  mer- 
chandise are  going  to  be  eliminated  from  stocks,  be- 
cause people  will  not  or  cannot  buy  them  steadily. 
The  character  of  merchandise  people  will  buy  must  be 
sought  out.  It  is  very  probable  that  many  merchants 
who  have  built  their  business  on  the  convenience 
of  others,  and  have  left  their  merchandising  thoughts 
to  be  arranged  for  them,  will  find  some  of  the  most 
difficult  problems  to  work  out  they  have  ever  ex- 
perienced.— From  an  address  made  before  the  Southern 
IVhoJcsale  Dry  Goods  Association  by  J.  W.  Quid. 


Most  folks  who  have  become  too  rich  in  experi- 
ence are  quite  likely  to  have  no  cash. 
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GLOVES  ENTER  FASHION'S  INNER  CIRCLE 
The  Popularity  of  Fabrics  Opens  Up  New  Style 
Opportunities     Which     Should  Sell  Three 
Pairs  of  Fabric  Gloves  Where  One 
Pair  of  Leather  Was  Sold  Before. 

AT  the  rate  that  fabric  gloves  are  sweeping  ahead 
in  favor  with  the  public  it  is  more  than  likely 
that  the  manufacturing  industry  in  fabric  gloves  will 
grow  in  this  country  to  unexpected  proportions. 
Of  course  it  is  a  natural  result  of  the  scarcity  of 
leather  gloves  that  makes  fabric  so  universally  pop- 
ular, but  now  that  the  public  is  altogether  accustomed 
to  wearing  fabric  instead  of  leather  an  advantage 
possessed  by  fabric  and  heretofore  overlooked  has 
come  into  the  light. 

To  approach  the  advantage  in  question  from  the 
proper  angle  we  must  first  observe  that  all  sorts  of 
dress  accessories  are  as  much  ruled  by  the  fashions 
of  the  hour  as  are  the  garments,  which  form  the 
foundation  of  the  styles.  Certain  shoes  go  with  cer- 
tain dresses.  Special  handbags  are  carried  for  special 
occasions. 

Different  gloves  are  becoming  necessary  with  each 
different  dress.  Gloves  have  truly  entered  the  inner 
circle  ruled  by  fashion  in  every  detail,  and  their 
adaptability  to  every  style  need  is  undoubtedly  the 
result  of  the  wide  acceptance  of  the  fabric  kind. 

So  if  the  glove  trade  has  felt  itself  unlucky  through 
having  to  abandon  the  beaten  path  of  former  days 
there  is  now  a  substantial  reason  for  rejoicing  in  the 
greater  sales  possibilities  which  exist  in  selling  gloves 
for  every  dress  as  well  as  for  every  occasion.  That 
seems  to  be  the  great  future  of  this  department.  It 
is  not  to  be  expected  that  leather  will  pass  into 
disuse,  but  it  certainly  must  be  reckoned  for  the 
present,  at  least,  that  leather  gloves  of  good  grade 
are  beyond  the  purse  of  the  average  person. 

There  is  strong  reason  for  thinking  that  fabric 
will  hold  the  center  of  attention  all  through  the  com- 
ing winter,  unless  it  becomes  possible  at  an  early 
date  to  secure  large  quantities  of  skins  suitable  for 
moderate  priced  gloves.  At  any  rate,  it  is  just  as 
well  to  consider  the  high  probability  that  fabric, 
having  won  the  complete  favor  of  the  public,  will 
reign  supreme  all  winter. 

Of  the  several  reasons  which  favor  the  fabric 
variety,  one  that  always  attracts  general  interest  in 
any  article,  and  which  applies  fully  to  fabric  gloves, 
is  that  they  are  particularly  suited  to  carrying  out 
every  desired  and  popular  color  scheme  and  every 
fashionable  form  of  ornamental  embellishment. 
They  can  be  embroidered  and  woven  to  correspond 
to  the  changing  fashion  features  of  every  season,  and 
with  an  infinite  variety  of  novelty  ideas  which  fabric 
easily  lends  itself  to  producing  quickly  and  artistic- 
ally. 

It  remains  for  the  retailer  to  take  advantage  of  the 
changed  conditions  under  which  it  is  not  overstating 
to  say  that  soon  three  pairs  of  gloves  will  be  sold 
where  only  one  was  sold  before. 

THE  HAPPY  MEDIUM. 

LOTS  of  salesmen  talk  too  much,  but  the  sales- 
man who  says  too  little  never  sells  many  goods 
that  aren't  asked  for.  If  you  know  what  the  happy 
medium  is,  try  to  educate  your  clerks  to  it. 
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KID   AND  FABRIC 

GLOVES 


M\NUFACTURERS ! !  READ  THIS— We  are  an 
old-established  house,  of  the  highest  standing,  and 
want  to  represent  reliable  manufacturers  on  com- 
mission. Manufacturers  may  ship  and  bill  direct  to  our 
customers  and  we  will  guarantee  the  accounts  and  ad- 
vance money  on  them.  If  desired,  stock  can  be  kept  in 
New  York.  Correspondence  strictly  confidential.  Ad- 
dress Commission,  care  NOTIONS  AND  FANCY  GOODS, 
118  East  28th  St.,  New  York. 


SALESMAN;  with  large  following  amongst  trimming, 
button,  notion  jobbers  in  New  York  City,  desires  line 
with  merit;  or  would  handle  side  line.  Strictly  com- 
mission basis.  Office  accommodations  if  desired.  High- 
est references.  Box  123,  NOTIONS  AND  FANCY 
GOODS,  118  East  28th  St.,  New  York. 
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Notions  and  Fancy  Goods 


"PERSONALS"  TO  ADVERTISE  STORES. 

THE  advertising  manager  for  a  department  store 
in  a  city  of  some  30,000  population  has  acci- 
dentally hit  upon  a  good  advertising  lead  which  may 
help  to  increase  the  prestige  of  his  house  among  the 
dwellers  in  the  smaller  towns  that  dot  the  rich  agri- 
cultural territory  from  which  his  house  is  trying  to 
draw  increased  trade. 

A  few  weeks  ago  the  store  held  its  spring  fashion 
show,  and  a  few  days  later,  the  ad  man,  in  reading 
some  of  the  country  newspapers,  ran  across  several 
items  among  the  Personals,  somewhat  of  this  nature : 

Mrs.  Bertson  Brown  has  returned  home  from 
visiting  her  daughter,  Mrs.  Francis  Pugh,  in 
Blankville.  While  in  Blankville,  Mrs.  Brown 
was  a  visitor  at  the  Dash-Jones  Fashion  Show. 

It  gratified  the  ad  man  to  find  his  store's  fashion 
show  had  come  to  be  of  such  importance  that  country 
people  returning  home  from  a  visit  to  town,  would 
mention  it  and  it  would  thus  get  into  the  news- 
papers, but  he  had  no  thought  of  turning  this  grow- 
ing prestige  to  account  in  an  advertising  way  in  this 
particular  field. 

While  talking  the  matter  over  with  a  friend,  how- 
ever, the  possibilities  suddenly  appeared  to  him  and 
now  he  is  working  out  a  scheme  which  will  be  in- 
expensive and  will  be  the  best  sort  of  advertising. 

In  place  of  trusting  to  Mrs.  Bertson  Brown  to 
mention  her  visit  to  the  Dash-Jones  store,  he  is 
going  to  send  the  personal  mention  direct  from  the 
store  to  the  country  newspaper.  He  knows  that 
country  editors  like  to  have  the  different  sections, 
to  which  their  paper  goes,  represented  in  the  Per- 
sonals, and  it  often  happens  that  the  editor  will 
welcome  a  few  terse  items  that  are  news  and  which 
give  the  personal  mention  so  necessary  to  the  coun- 
try newspaper. 

He  also  knows  that  the  excitement  and  gratifica- 
tion incidental  to  seeing  her  "name  in  the  paper" 
is  still  something  to  which  the  average  woman 
dwelling  in  a  country  town  is  seldom  immune,  and 
that  therefore  his  plan  will  not  displease  the  numer- 
ous Mrs.  Bertson  Browns,  of  whom  he  wants  to 
make  friends  for  his  store. 

His  plan,  in  brief,  is  to  secure  the  names  of  out- 
of-town  patrons  who  make  substantial  purchases  in 
the  ready-to-wear  and  other  important  sections. 
These  may  be  reported  by  the  salespeople,  through 
their  department  heads,  directly  to  the  advertising 
department,  or  they  may  be  secured  by  a  clerk 
looking  over  the  salesslips  in  the  office  or  the  de- 
livery records  of  suburban  deliveries — whichever 
method  proves  simplest. 

If  the  information  is  reported  by  the  salespeople, 
it  may  be  easy  to  add  a  word  or  two  of  information 
about  the  customer.  Country  women  frequently 
tell  salespeople  why  they  are  in  town,  who  they 
are  staying  with,  and  how  long  it  has  been  since 
they  visited  town  before.  While  this  advertising 
manager  does  not  intend  to  burden  the  salespeople 
with  the  duties  of  a  reporter,  it  may  be  possible 
for  some  of  the  more  interested  salespeople  to  pass 
on  a  valuable  lead  from  time  to  time. 

The  information  thus  secured  will  be  used  for 
the  making  of  little  two  or  three  line  Personals, 


which  will  be  sent  to  the  editors  of  the  country 
papers  issued  in  the  community  from  which  the 
customer  comes.  Each  of  these  personals  will  name 
the  Dash-Jones  store,  but  not  in  such  a  way  as  to 
be  ostentatious  in  its  advertising. 

Many  editors  will  welcome  a  few  of  these  Per- 
sonals each  week,  if  the  scheme  is  not  overdone, 
and  will  print  them  for  their  news  value.  Some 
may  object,  because  they  advertise  the  store,  but 
as  many  of  these  country  papers  are  used  by  the 
store  as  regular  advertising  media,  it  seems  certain 
that  little  difficulty  will  be  experienced  in  getting 
them  printed. 

The  value  of  this  sort  of  advertising  can  hardly 
be  over-estimated.  These  Personals  will  reach  a 
class  of  women  who  are  especially  desirable  as 
customers  and  who  are  easily  susceptible  to  the 
suggestion  that  someone  whom  they  know  finds  a 
trip  to  Blankville  incomplete  without  a  visit  to  the 
Dash-Jones  store.  Every  such  short  item  published 
in  a  country  paper  is  in  effect,  a  message  which  says 
to  other  women :  "Mrs.  Bertson  Brown  has  been  up 
to  town  buying  new  things — isn't  it  time  you  had  a 
new  outfit?" — Women's  Wear. 


RETAIL  ADVERTISING  POINTERS. 

SPEAK  in  specific  terms  when  talking  to  cus- 
tomers  through   the   retail  advertisement — 
leave  the  flossy  stuff  to  the  other  fellow. 

Speak  of  good  merchandise,  good  store  service 
and  good,  square  prices ;  leave  the  fake  stuff  alone 
to  stand  out  sharp  and  clear  in  contrast  to  your 
convincing  copy  which  rings  true  in  every  line. 

Remember  that  a  continual  succession  of  special 
sales  brands  a  store  as  a  sensational  one,  a  store 
which  plays  too  hard  the  special  price  in  order  to 
more  than  make  up  on  unadvertised  articles  which 
give  padded  profits.  The  public  knows  full  well 
this  policy  and  has  gotten  into  the  most  annoying 
habit  of  purchasing  the  advertised  leaders  and  mak- 
ing for  their  homes  with  eyes  shut  to  everything 
else.  This  fact  is  true  to  an  extent  making  sensa- 
tional marking  down  practices  absolutely  danger- 
ous to  immediate  profits  as  well  as  detrimental  to 
store  reputation.  A  price  reduction  of  modest  pro- 
portions is  believed.  One  of  great  proportions  cre- 
ates one  of  two  results :  the  statement  "fake,"  or 
an  investigation,  which,  if  it  proves  the  price  quot- 
ed verifying  the  reduction  claimed  and  the  quality 
up  to  stated  grade,  a  purchase  and  as  told  above  an 
exit  from  the  store  without  further  purchasing. 

Use  a  distinctive  font  of  type,  one  that  shall  be 
different  from  all  other  advertisers  and  immedi- 
ately associated  with  your  house.  If  possible,  have 
an  expert  prepare  the  copy.  Give  him  full  rein  up 
to  a  stated  sum  of  money  to  be  expended ;  give  him 
a  fair  trial  and  ask  only  that  he  make  good. 

Use  illustrations  freely  and  remember  that  in  the 
main  you  are  talking  to  women  readers. 

Maintain  something  of  an  educational  campaign 
upon  the  desirability  of  first  one  line  of  seasonable 
toys  and  then  another.  Tell  of  their  distinct  "civ- 
ilizing" effect  and  couch  in  strong  terms  the  needs 
of  civilizing  and  humanizing  the  child  by  means  of 
well  chosen  toys. 
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A  WORD  TO  CLERKS. 

ONE  of  the  most  important  cogs  in  the  modern 
theatrical  organizations  is  the  understudy.  This 
despite  the  fact  that  the  understudy's  name  doesn't 
flare  forth  in  electric  lights,  or  cause  bearings  on  the 
critic's  typewriter  to  get  overheated. 

Nevertheless,  the  understudy  is  the  producer's 
insurance  that  the  play  will  go  on,  no  matter  what 
happens  to  the  star.  Sometimes  it  is  months,  or 
even  years,  before  the  understudy  gets  a  chance  in 
a  big  role.  But  if  the  understudy  is  worth  the  name, 
all  the  weary  days  of  waiting  have  been  improved 
to  the  fullest  extent,  and  the  star's  part  as  inter- 
preted by  the  understudy  loses  not  even  the  slight- 
est gesture  or  inflection.  It  frequently  happens  that 
long  study  and  observation  enable  the  understudy 
to  become,  in  a  single  night,  a  star  of  the  first  mag- 
nitude. 

Then,  again,  a  lot  of  people  are  just  members  of 
the  company,  content  always  to  hold  minor  parts. 
The  only  difference  between  the  understudy  and 
the  chorus  is  ambition  and  a  capacity  for  hard  work. 

Almost  the  same  conditions  prevail  in  the  ordinary 
dry  goods  or  department  store — the  buyer  is  the  star 
and  the  salespeople  are  the  ordinary  actors. 

Now,  Mr.  Clerk,  are  you  alive  to  your  opportunity? 
Are  you  understudying  the  man  ahead  of  you?  Get- 
ting ready  to  handle  the  role  in  any  emergency? 

The  man  ahead  cannot  always  remain  there.  Time 
constantly  works  changes  and  the  laws  of  progress 
are  as  immutable  as  Life.  We  must  go  forward  or 
backward. 

You  have  a  great  advantage  in  being  privileged 
to  see  the  faults  of  those  in  advance.  If  you  can  step 
aside  and  see  yourself  as  you  pass  by,  judging  by 
the  same  scale  that  applies  to  the  others,  you  must 
become  more  useful,  more  profitable,  and  hence  more 
necessary  to  the  organization. 

Are  you  getting  the  full  advantage  out  of  your 
present  position?  Can  you  place  your  "other  self" 
outside  the  parade  and,  with  fair,  unbiased  analysis, 
discover  the  little  things  which  may  have  an  un- 
toward effect  upon  your  success  in  a  new,  more 
important  role? 

Have  you  the  moral  stamina  to  endure  the  "lean 
years"  which  precede  recognition?  Can  you  forget 
the  depression  of  obscurity  in  the  contemplation  of 
work  and  its  reward? 

If  you  can  do  these  things,  then  you  have  the 
qualities  of  perseverance,  of  stability,  and  the  things 
which  make  for  success,  and  when  the  great  oppor- 
tunity comes,  you  will  be  able  to  draw  out  the  ap- 
plause which  you  have  been  earning  during  the  weary 
period  of  waiting. — Ford  Times. 

 «  

TRADE-MARKED   ADVERTISED  MERCHAN- 
DISE. 

THOSE  people  who  have  given  the  matter  little 
or  no  thought  will  probably  question  the  state- 
ment that  trade-marked  advertised  products  offer 
consumers  advantages  and  protection  not  afforded 
by  the  unadvertised  sort. 

They  invariably  ask  how  advertising  can  possibly 
make  any  piece  of  merchandise  better. 


"If  material  and  construction  are  right,  how  can 
publicity  affect  the  quality?"  This  is  a  most  natural 
question  for  anyone  to  ask,  and  on  first  thought 
there  is  apparently  no  logical  affirmative  answer. 

The  fact  remains,  however,  that  trade-marked 
advertised  products  do  afford  consumers  protection 
not  afforded  by  unadvertised  products.  Moreover 
it  is  a  further  fact  that  trade-marked  advertised  goods 
in  ninety-nine  cases  out  of  a  hundred  represent 
better  values  than  unadvertised  goods. 

While  it  is  true  that  advertising  does  not  affect 
any  piece  of  merchandise  after  it  is  in  a  finished  state ; 
it  is  equally  true  that  continuous  advertising  does 
compel  the  advertising-manufacturer  to  produce 
merchandise  "up  to  his  publicity  claims"  in  every 
respect. 

The  manufacturer  who  places  his  name  or  trade- 
mark on  his  products  and  then  spends  large  sums 
advertising  them  simply  must  keep  faith  with  buyers 
of  his  goods. 

Every  dollar  he  spends  in  advertising  represents 
one  hundred  cents  invested  in  public  good  will 
toward  the  products  bearing  his  name,  brand  or 
trademark.  To  allow  his  goods  to  fall  below  his 
published  ^aims  and  statements  would  imperil  every 
dollar  of  his  investment  in  publicity. 

While  looking  through  a  large  canning  plant  not 
long  ago,  I  noticed  several  workers  busily  sorting 
tomatoes.  The  firm,  ripe  ones  were  put  into  one 
pile.  Those  under  and  over  ripe,  and  some  that 
were  bruised  or  had  spoiled  places  in  them  went 
into  another  pile. 

Naturally  I  wanted  to  know  the  why  of  this 
process,  and  what  would  be  done  with  each  assort- 
ment. I  put  the  question  to  my  conductor  who  is 
one  of  the  owners  of  the  plant.  His  reply  gave  me 
a  deeper  appreciation  of  advertising  and  of  the  pro- 
tection afforded  the  consuming  public  by  advertised 
products.    Here  it  is : 

"Tomatoes,  and  other  fruits  and  vegetables,  are 
always  carefully  inspected  immediately  upon  coming 
into  our  house.  Those  that  are  found  to  be  perfect 
in  every  way  are  put  up  under  our  advertised  brands. 
The  balance  are  marketed  under  private,  unadver- 
tised labels  or  in  bulk." 

He  then  went  on  to  explain  to  me  that  his  con- 
cern has  too  much  money  invested  in  advertising 
of  their  standard  brands  to  permit  any  but  the  very 
best  ingredients  to  be  used  in  them. 

At  time  of  purchase  consumers  are  frequently 
unable  to  judge  quality  of  materials  or  ingredients 
used,  and  sanitary  conditions  of  manufacture,  of 
the  many  articles  they  buy  and  consume. 

Advertised  goods  can,  however,  be  depended  upon, 
as  the  manufacturers'  advertising  is  good  faith  pledge 
to  the  public,  backed  by  their  entire  advertising  ex- 
penditures.— R.  V.  Holland  in  Holland's  Magazine. 


SOME  USEFUL  PEOPLE. 

THE  people  who  wander  about  seeing  the 
beautiful  places  and  things  in  the  world,  per- 
form a  useful  service.  They  prove  to  even  the  most 
unthinking  person  that  even  goodness  and  beauty 
must  be  advertised  before  the  majority  of  people  ap- 
preciate them. 
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WHY  MEN  SUCCEED  IN  BUSINESS. 

THOUSANDS  of  men  who  have  succeeded  had 
no  better  chance,  perhaps  a  chance  not  half  so 
good,  as  thousands  of  others  who  have  failed.  This 
fact  is  gradually  becoming  clearly  and  definitely 
fixed  in  the  average  modern  mind. 

A  man  succeeds  because  he  thinks  success.  Be- 
cause he  has  prepared  himself  through  nights  and 
days  of  work  and  study  to  take  advantage  of  some- 
thing worth  while  on  the  day  it  arrives.  The  man 
who  frees  his  mind  from  rubbish,  from  self-com- 
placency, is  the  only  man  who  is  in  a  physical,  moral 
and  mental  state  to  accept  something  big  when  it 
comes  his  way. 

The  principle  that  the  man  who  doesn't  succeed 
is  the  man  who  deserves  to  fail,  is  dawning  in  the 
eastern  sky.  There  are  objections  to  this  universal 
fact,  just  as  there  were  objections  to  the  idea  that 
the  earth  turns  on  its  axis  a  century  or  so  ago. 

You  say  that  men  have  worked  hard,  have  strug- 
gled against  uneven  odds,  and  failed  because  success 
was  impossible,  because  the  thing  itself  was  against 
the  man,  but  the  answer  still  stands  unmoved  and 
undisturbed.  We  must  establish  a  principle  that  the 
man  who  has  succeeded  deserves  to  accomplish  what 
he  did,  and  we  will  always  have  a  few  apparent 
exceptions  to  this  law,  in  order  to  prove  its  un- 
changeable existence. 

We  know  that  the  great  percentage  of  all  men  in 
all  lines  are  failures  and  we  know  equally  well  that 
most  men  who  have  failed  financially  and  morally, 
are  those  who  first  failed  mentally  and  physically. 
A  man  knows  whether  he  is  making  progress  or 
whether  he  is  on  the  down  grade,  and  if  this  is  a 
fact,  to  whom,  to  what  place  are  we  to  look  for 
the  solution,  but  to  the  individual  himself. 

You  analyze  a  man  who  has  made  a  success  of 
anything  and  you  will  find  a  strong  fibre  running 
through  his  entire  makeup.  We  have  long  had  a 
tendency  to  sympathize  with  the  failure,  and  sym- 
pathy is  a  great  and  noble  thing,  but  we  cannot  run 
the  race  of  Life  with  cripples,  any  more  than  we 
can  run  the  Grand  Prix  or  the  Belmont  Sweepstakes 
with  crippled  and  untrained  horses. 

Life  and  business  are  a  question  of  survival.  We 
are  as  strong  as  our  opposition.  If  we  hesitate 
to  arise  in  the  morning,  if  we  stay  a  little  while  for 
a  few  minutes  more  sleep,  we  are  beating  a  retreat, 
hoisting  the  white  flag,  avoiding  the  thing  we  must 
overcome. 

Everything  is  as  strong  as  its  resistance.  The 
man  who  has  failed  is  the  man  who  has  evaded. 
This  is  the  modern  gospel  that  is  preached  in  busi- 
ness. The  earlier  this  fact  is  fixed  in  the  mind  of 
the  individual  the  greater  and  faster  will  be  his 
success,  and  the  greater  the  number  of  men  who 
discover  this  principle  of  life,  the  greater  and  nobler 
will  be  our  time. 

Some  day,  perhaps,  we  will  establish  a  university, 
a  school  to  educate  boys  and  girls  that  poverty 
and  failure  were  never  included  in  the  scheme  of  the 
world.  The  man  who  possesses  strength  of  character, 
the  man  who  is  reliable,  the  man  who  inspires  con- 
fidence, will  always  find  capital  to  back  him  in  his 
plan. 


Men  and  institutions  with  money  are  waiting  for 
men  with  individuality  and  personal  power  in  order 
that  they  may  use  an  individual  of  this  type  to  invest 
their  surplus  funds,  as  these  men  know  only  too 
well  that  money  unused  is  junk — and  money  can  be 
used  only  through  the  medium  of  the  individual. 

— Associated  Advertiser. 


A  WASTE  FOR  WHICH  WE  ALL  MUST  PAY. 

EVERY  five  minutes,  there  is  a  fire  in  a  retail 
store  in  the  United  States. 
There  is  no  country  in  the  world  where  people  are 
so  careless  and  where,  as  a  result,  fire  insurance 
rates  are  so  high  as  in  this  country. 

Through  their  own  carelessness,  business  men  of 
this  country  have  thus  fastened  upon  the  public  a 
needless  expense — for  every  business  man  who 
knows  what  he  is  about  charges  his  insurance  into 
his  cost  of  doing  business  and  it  becomes  a  part  of 
the  necessary  "mark-up"  on  all  the  goods  he  sells. 

The  people  pay  and  it  is  wrong  they  should  pay 
more  than  is  absolutely  necessary. 

It  has  justly  been  said,  in  answer  to  complaints 
concerning  the  "high  cost  of  living"  that  a  great 
many  of  the  services  and  near-services  and  frills 
and  furbelows  that  masquerade  under  the  name 
service  and  which  add  to  the  cost  of  merchandising, 
are  demanded  by  the  people  and,  therefore,  they 
should  not  object  to  paying.  In  some  degree,  that 
is  true,  but  it  is  not  true  of  fire  waste. 

And  the  remedy? — education.  Perhaps  advertis- 
ing men  are  prone  to  prescribe  publicity  for  all  the 
ills  of  the  age,  and  yet  here  is  one  case,  certainly, 
where  it  would  be  the  most  direct,  the  most  economi- 
cal and,  in  fact,  practically  the  only  remedy  available. 

If  the  great  fire  insurance  interests  of  the  country, 
either  as  individual  corporations  or  through  local 
or  national  organizations,  should  go  into  the  trade 
papers  of  the  country  with  adequate  spaces,  showing 
the  merchant  how  he  could  save  insurance  pre- 
miums by  taking  certain,  definite  precautions  against 
fire,  the  number  of  fires  would  be  gradually  reduced, 
and  that  would  help  all  of  us,  for  in  the  end  each 
of  us  must  pay  his  proportionate  share  of  all  waste. 


BUY  THEM  "SO  SUITABLE." 

INSTEAD  of  buying  goods  so  low  that  to  lose  on 
them  seems  impossible,  an  "old  favorite"  form- 
ula that  present-day  market  conditions  have  stricken 
out  of  the  buyer's  book  of  stategy,  the  new  way  is 
to  buy  goods  so  suitable  that  to  make  on  them  is 
certain..  While  goods  were  plentiful  and  cheap  we 
saw  the  buyer  more  and  more  restricted  in  power, 
the  full  exercise  of  power  being  invested  in  the  man 
higher  up.  The  times  have  reopened  the  opportunity 
of  the  buyer  of  real  ability  by  showing  the  vital  need 
of  expert  departmental  knowledge  of  markets  and 
merchandise. 

This  is  no  time  to  quibble  over  the  scope  of  buy- 
ing jurisdiction,  for  the  buyer  who  owns  such  a 
mental  equipment  is  like  a  mule  hitched  to  a  wagon 
and  refusing  to  pull  ahead.  Be  a  star  of  light  on 
the  subject  of  what  to  buy,  and  how,  and  when, 
and  why,  and  the  store  will  be  glad  to  see  the  wagon 
hitched  to  the  star. 
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No.  24379. — A  man  in  France  wishes  to  purchase 
all  kinds  of  watches  with  steel,  silver,  and  gold  cases ; 
and  plated  jewelry,  such  as  5,  10  and  20  year  guar- 
anteed gold-plated  watch  chains,  medallions,  neck- 
laces, etc.  Catalogues,  prices,  etc.,  should  be  sub- 
mitted. Cash  will  be  paid  in  advance,  but  prefer- 
ably upon  delivery  of  goods.  Quotations  should  be 
made  f.  o.  b.  factory.  Correspondence  may  be  Eng- 
lish. Reference. 


No.  24289. — A  manufacturer  in  Spain  desires  to 
secure  an  agency  for  the  sale  of  notions.  Quotations 
should  be  made  c.  i.  f.  destination.  Cash  will  be 
paid.  Correspondence  should  be  in  French  or  Span- 
ish. References. 


No.  24481. — A  commission  merchant  in  the  Brit- 
ish West  Indies  desires  to  represent  American 
manufacturers  and  exporters  of  cotton  goods  of  all 
kinds,  notions,  dolls,  etc.  Catalogues,  samples,  etc., 
should  be  submitted. 


No.  24273. — A  firm  in  Spain  desires  to  buy  jewelry, 
silverware,  clocks,  watches  and  optical  goods,  or 
represent  American  manufacturers  and  exporters  of 
these  goods.  Quotations  should  be  made  c.  i.  f. 
destination.  Correspondence  should  be  in  Spanish. 
References. 


No.  24284. — A  manufacturer  in  Spain  desires  to 
secure  an  agency  for  the  sale  of  jewelry.  Quotations 
should  be  made  c.  i.  f.  destination.  Cash  will  be 
paid.  Correspondence  should  be  in  French  or  Span- 
ish. References. 


No.  24502. — The  chancellor  to  a  foreign  consulate 
in  the  United  States  who  expects  to  leave  for  the 
West  Indies  and  South  America  the  latter  part  of 
July  desires  to  represent  American  manufacturers 
and  exporters,  on  an  agency  basis,  for  the  sale  of 
perfumes,  jewelry  and  leather  goods. 


No.  24404. — An  agency  is  desired  by  a  man  in  Peru 
for  the  sale  of  jewelry,  such  as  cuff  buttons,  watches 
and  chains,  lockets  and  chains,  especially  those  with 
holy  images,  bracelets,  rings  and  stones,  cheap  sil- 
ver-plated knives  and  forks ;  medium-priced  soap ; 
cotton  and  linen  dress  goods.  Quotations  should 
be  made  f.  o.  b.  New  York.  Payment  will  be  made 
by  cash  against  documents  in  Peru,  but  30  or  60 
days'  credit  is  preferred.  Correspondence  may  be 
in  English.  References. 


No.  24249. — A  firm  in  Switzerland  wishes  to  buy 
shell-colored  galalith  in  plates  .078,  .0975,  .117,  .136, 
and  .156  of  an  inch  thick,  to  be  used  in  making 
combs.  Quotations  should  be  made  c.  i.  f.  Cette, 
France.  Payment  will  be  made  by  cash  against 
documents.  Correspondence  should  be  in  French 
or  German.  References. 


No.  24040. — A  man  in  Spain  is  desirous  of  secur- 
ing an  agency  for  the  sale  of  ink  pads,  boxes  of  rub- 
ber type,  rubber  stamps  and  dating  stamps,  shoe 
polish,  shoe  buttons,  typewriters  and  accessories. 
Correspondence  should  be  in  Spanish.  References. 


No.  24019. — A  firm  in  Canada  desires  to  be  placed 
in  communication  with  American  manufacturers  and 
exporters  of  small  mail-order  goods,  such  as  puzzles, 
games,  attractive  novelties,  etc.  Catalogues  and 
samples  should  be  submitted. 

No.  23963. — A  man  in  the  Netherlands  is  in  the 
market  for  silk  hair  nets,  shaving  sticks,  and  per- 
fume. Quotations  should  be  made  c.  i.  f.  destination. 
Correspondence  may  be  in  English.  Reference. 


No.  24168. — A  man  in  Peru  desires  to  secure  an 
agency  for  the  sale  of  dry  goods,  notions,  vulcanized 
rubber  goods,  such  as  combs,  hair  ornaments,  etc. 
Quotations  should  be  made  f.  o.  b.  American  port. 
Correspondence  should  be  in  Spanish.  References. 


SHOP 

FIGHTING  competition  with  abuse  is  about  as 
effectual  a  means  of  reducing  it  as  fighting  fire 
with  kerosene. 

Customers  will  be  pretty  apt  to  treat  the  sales- 
man according  to  his  appearance.  The  worse  he 
looks  the  worse  he  will  be  treated. 

Waste  no  time  worrying  over  the  success  of 
other  men.  It  will  not  reduce  their  chances  and 
it  may  eliminate  your  own. 


SPARKS. 

THE  man  who  says  "I  will"  is  going  to  succeed 
when  the  man  who  says  "I  can't"  fails  with 
twice  the  opportunity. 

When  a  man  finds  he  lacks  strength  to  resist 
temptation  the  next  best  thing  is  to  develop  strength 
to  keep  away  from  it. 

Kick  and  kick  promptly,  when  you  are  being 
imposed  upon,  but  don't  go  grumbling  and  com- 
plaining around  to  no  purpose. 
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THE  SNAP  FASTENER  SITUATION 

IN  an  effort  to  gauge  the  effect  of  the  recent  intro- 
duction into  the  market  of  snap  fasteners  to  sell 
at  five  cents  a  card,  a  representative  of  this  journal 
called  upon  A.  L.  Clark  of  A.  L.  Clark  &  Co.,  who 
has  just  returned  from  an  extensive  western  trip. 
He  found  that  instead  of  being  discouraged  at  the 
prospect  for  ten  cent  fasteners,  Mr.  Clark  was  posi- 
tively jubilant. 

Mr.  Clark  said :  "During  my  trip  in  the  west  I 
found  the  snap  fastener  business  in  a  very  unsettled 
condition  owing  to  the  recent  introduction  of  fasten- 
ers retailing  at  five  cents  a  card.  The  present  unsat- 
isfactory conditions  of  the  snap  fastener  situation 
has  been  brought  about  from  the  fact  that  until  re- 
cently the  demand  for  snap  fasteners  was  far  greater 
than  the  supply,  in  fact  it  was  extremely  difficult  to 
secure  spring  snap  fasteners  of  any  kind  except  in 
one  or  two  sizes.  This  condition  naturally  had  the 
effect  of  inducing  new  manufacturers  to  go  into  the 
business  of  making  them. 

"With  the  constantly  increasing  output  of  the 
larger  concerns  who  had  already  established  their 
brands,  the  demand  for  these  unknown  goods  de- 
creased to  such  an  extent  that  the  manufacturers  of 
them,  making  but  one  or  two  sizes,  found  themselves 
unable  to  market  their  product,  so  were  obliged  to 
sell  at  whatever  price  they  could  secure.  Many  of 
the  larger  manufacturers  foreseeing  a  general  break 
in  prices,  followed  suit,  lower  prices  in  general  being 
the  result. 

"The  multiplicity  of  brands  thrown  upon  the 
market  at  all  kinds  of  prices,  instead  of  injuring  the 
well  established  ten  cent  brands,  had  the  contrary 
effect,  in  fact  it  made  their  position  more  secure  than 
ever.  Our  brand  was  particularly  benefited,  it  being 
a  brand  in  general  demand  on  which  the  price  is  be- 
ing maintained  to  the  jobber,  retailer  and  the  gen- 
eral public.  Jobbers  continue  to  sell  them  readily  at 
their  regular  price  of  75  cents  per  gross  and  making 
their  legitimate  profit.  Not  only  that  but  many  of 
the  largest  wholesale  houses  put  in  the  SO-E-Z  for 
the  first  time,  realizing  that  it  was  a  brand  the  price 
of  which  would  be  strictly  maintained  both  at  whole- 
sale and  retail." 


THE  POHLSON  CATALOG. 

THE  Pohlson  Galleries,  a  most  unique  institu- 
tion at  Pawtucket,  R.  I.,  with  sample  rooms 
at  225  Fifth  avenue,  New  York,  are  issuing  a  cata- 
logue illustrating  and  describing  over  a  thousand 
novelties  suitable  for  gift  and  fancy  goods  depart- 
ments. The  majority  of  them  are  decidedly  distinc- 
tive and  unusual,  from  the  simplest  to  the  more  pre- 
tentious. It  is  worthy  the  perusal  of  every  fancy 
goods  buyer. 

 ♦  

BACK  UP  YOUR  ADVERTISING. 

ADVERTISING  alone  does  not  pay.  It  will  do 
the  merchant  no  good  to  advertise  a  page  a 
day  and  do  nothing  else.  Back  of  all  advertising 
must  be  quality  of  product  and  the  ability  to  admin 
ister  to  a  human  want.  A  sales  organization  will 
not  be  advantageous  unless  backed  up  by  efficient 
service.    You  must  have  service  plus  publicity. 


HAIR  NET  "SELLING  HELPS." 

ONE  of  the  largest  importers  of  hairnets  in  the 
country — the  Theo.  H.  Gary  Co.,  is  cooperating 
directly  with  their  trade  and  supporting  their  general 
advertising  with  "Selling  Helps"  to  dealers  handling 
"Unicum"  hairnets.  It  would  be  to  the  advantage  of 
every  buyer  to  familiarize  himself  with  their  methods 
and  take  advantage  of  the  opportunity  thus  afforded 
of  increasing  to  a  considerable  extent  the  hairnet 
sales  of  his  department. 

No  expense  has  been  spared  to  make  this  selling 
plan  a  success  and  a  real  help  of  decided  advantage 
to  every  dealer  handling  these  goods.  The  plans 
have  been  carefully  worked  out  in  a  dignified  man- 
ner to  harmonize  with  the  recognized  quality  of 
Unicum  hairnets.  They  are  the  result  of  long  ex- 
perience in  the  line  and  contain  ideas  for  which  the 
trade  has  had  need  of  for  many  years  past. 

One  of  the  selling  helps  of  a  most  practical  nature 
is  a  handsome  mahogany  plate-glass  display  case 
which  is  given  free  to  every  dealer.  This  case  has 
a  white  enamel  interior  and  mahogany  finished  base. 
It  differs  from  any  other  display  case  being  used  for 
displaying  hairnets,  inasmuch  as  it  is  equipped  with 
an  appliance  which  sterilizes  the  hairnets  contained 
therein.  Unicum  hairnets  are  made  under  absolutely 
sanitary  conditions  and  the  counter  case  emphasizes 
that  fact  to  the  customer. 

The  case  mentioned  is  made  of  the  highest  quality 
material,  and  not  only  displays  the  hairnets  it  con- 
tains to  the  best  advantage,  but  makes  a  permanent 
counter  fixture  which  is  exceedingly  attractive  as 
well  as  useful.  A  space  is  provided  therein  to  ac- 
commodate a  reserve  stock  of  the  various  colors  car- 
ried. 


W.  S.  Nightingale,  who  covers  the  Eastern  States 
for  C.  H.  Crowley,  was  stricken  with  pneumonia  at 
the  Fort  Pitt  Hotel,  Pittsburgh,  on  May  15th.  He 
was  removed  to  the  Presbyterian  Hospital,  where  he 
is  slowly  convalescing,  and  unless  complications 
arise  he  will  soon  be  out  again. 


THE  PULLASTIC  CO.  OPENS  DEPARTMENT 
FOR  SUPPLYING  THE  NOTION  TRADE. 

AS  the  result  of  the  growing  call  for  Pullastic  hat 
linings  by  the  notion  trade  the  Pullastic  Com- 
pany of  America  has  found  it  necessary  to  open  a 
separate  department  for  supplying  this  trade.  Their 
specialty,  a  well  finished  hat  lining  which  has  dis- 
tinctive features,  was  formerly  sold  by  the  millinery 
trade  only.  Investigation  has  shown  that  the  large 
number  of  women  who  trim  their  own  hats  enquire 
at  the  notion  counter  of  the  retail  store  when  seek- 
ing hat  linings. 

As  the  Pullastic  Company  is  conducting  a  con- 
sumer advertising  campaign  which  reaches  over 
five  million  women,  it  was  found  advisable  to  cre- 
ate special  facilities  for  supplying  the  notion  de- 
partments through  the  jobbers,  especially  as  a  num- 
ber of  jobbing  houses  had  become  important  cus- 
tomers for  the  Pullastic  hat  lining.  This  has  been 
done  and  the  notion  trade  can  obtain  prompt  de- 
liveries. 


June,  1917 
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IT'S  GOT  THE  SNAP 


American  Lady 

SNAP  FASTENER 

MAKES  GARMENTS  BETTER 
RUST  PROOF 

Finest  quality,  all  sizes. 
Immediate  deliveries.    Extra  inducements  for  large  quantities. 

SNAP  FASTENER  SALES  CO.  CORP. 

47  West  34th  Street,  New  York 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


Geo.  S.  Colton  Elastic  Web  Co. 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


Unna's  Mending  Plaster 

Mends  Rain  Coats 
and  Mackintoshes 


PUT  UP  BY 


NEW  YORK  SPECIALTIES  CO. 

467  Broadway,  New  York 

Also  Manufacturers  of  UNNA'S  MENDING  TISSUE 

Always  the  Best  by  Test 


NECK  BANDS 


WE  MAKE  ALL  OUR  OWN  BANDS 

Buy  Direct  and  get  Perfect  Goods 

Gilman  B.  Smith  Co. ,  Inc. ,  121  West  17th  St.,  New  York 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

NARROW  FABRICS 

OF     ALL  KINDS 
Belting,  Featherstitch,  Elastic  Tapes,  Etc. 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  to  list  for  Fall 
PRICES  RIGHT         SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House" 


WHOEVER  YOU  ARE 

A  Subscription  to 

Notions  and  Fancy  Goods 

will  make  you  a  bigger — better 
business  man. 

Send  a  Dollar  for  a  Year's 
Subscription 


44 


Notions  and  Fancy  Goods 


ESTABLISHED  1840 


IMPORTERS  S.  JOBBERS  OF 


Broadway 

19th  and  20th  Sts. 

New  York 


Get  Pohlson's  Free  Book 

Our  new  book  "A  Gift  Shop  for  Golden  Profits"  tells  how  to 
buy,  display,  sell  and  wrap  up  gifts  so  that  customers  will  tell 
their  friends  about  your  store  and  come,  themselves,  to  pur- 
chase over  and  over  again.  This  is  an  elaborate  book  pre- 
pared in  the  light  of  our  long  and  successful  experience  as 
originators  and  merchandisers  of  the  fastest  selling  and  most 
generally  satisfactory  side  line  that  has  been  introduced  to  the 
trade  in  years.  This  book  will  be  sent  without  charge  along 
with  our  catalog  of  1000  novelties  to  any  merchant  who  is 
looking  for  new  ideas.  Address 

THE  POHLSON  GALLERIES 

2012  Bank  Building,  Pawtucket,  R.  I. 

New  York  Display  Rooms,  225  Fifth  Avenue 


if 


Jf  ttcpurg  ^orn  #oob£  Co, 

FITCHBURG,  MASS. 


Manufacturers  of 


CELLULOID  HAIR  PINS 
HORN  HAIR  PINS 

Barrettes 
Side  Combs  and  Back  Combs 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


.7". 

Something 
New 

Every  week  in 
Infants  Novelties 

Complete  lines  at 
our   show  rooms 
for  the  inspection 
of  buyers. 

JOSEPH  H.  JOSEPH 

Ma^u.^TRUTREERR       31-33  West  31st  St.,  New  York 

IMPORTERS  &  COMMISSION  MERCHANTS 
SMALL  WAIVES  A£JD  NOTIONS 


4-7  G  BROADWAY 
N&w  York; 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co. 


18  W.  33rd  St. 
N.  Y. 


SALESMAN  ON  COMMISSION 
BASIS  WANTED 

for  the  Notion  Jobbing  Trade  by  a  manu- 
facturer of  high  grade  mercerized  shoe 
laces.  Write,  stating  full  particulars, 
Fineco  Braids  &  Lace  Co.,  65  Nassau  St., 
New  York. 


BUTTON  *»  TRIMMING 
TRADE  TOPICS 


PICTORIAL 
REVIEW 


FASHIONS  FROM  THEIR 
LATEST  PATTERNS 


P  ASH  IONS  for  old  and  young  reflect  the  ult  ra-modishness  of  buttons.  The  little  frock  of  figured  muslin  shown  to  the  extreme  left  of  the 
upper  row  has  a  set  of  buttons  in  addition  to  the  smocking  and  plaits  ornamenting  either  side  of  the  front. 

Chic  simplicity  is  the  keynote  of  the  next  youthful  model,  carried  out  in  white  linen.  The  sides  of  the  front  are  scalloped  and  button- 
holed over  a  full-length  vest  of  linen.    Buttons  and  pockets  complete  the  details  of  the  dress. 

Striped  cotton  voile  is  very  effective  as  m  ade  up  in  the  first  of  the  ladies'  models  shown  in  the  upper  row,  reading  from  left  to  right. 
The  collar  is  of  embroidered  linen,  while  buttons  in  two  sizes  decorate  the  sleeves  and  pockets. 

The  adjustment  of  the  next  frock  is  emphasized  by  fancy  buttons  and  these  appear  at  the  sides  of  the  large  braid-stitched  pockets. 
Figured  silk  is  used  for  the  long-waisted  blouse  while  the  skirt  is  of  tub  satin. 

A  combination  of  checked  and  plain  linen  with  a  lavish  use  of  buttons  is  featured  in  the  last  frock  but  one  while  the  very  last  model 
in  gray  crepe  de  chine  owes  much  of  its  smartness  to  a  cleverly  draped  skirt.    Buttons  and  braid  trim  the  costume. 

A  quartette  of  dainty  shirt  waists  is  illustrated  and  buttons  appear  on  each,  the  variety  ranging  from  the  single  button  used  on  the 
candy  striped  organdy  to  the  crepe  Georgette     model  with  buttons  both  on   the  collar  and  front. 
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Extra,  Unlooked 
for  Profits 

Do  not  overlook  this  opportunity  to  make 
200  to  500%  extra  profits  with  less  invest- 
ment than  for  any  merchandise. 

Make 
Covered  Buttons 

for  your  customers,  and  for  the  customers  of 
your  competitors  who  cannot  meet  the  de- 
mand for  covered  buttons  to  match  materials 
of  waists,  dresses,  suits,  coats,  costumes,  etc. 

MENKIN  OUTFITS  -  $9.50  up -make  all 
popular  attractive  shapes  in  many  sizes. 

S.  MENKIN,  Inc. 


147  West  28th  Street 


NEW  YORK 


Over  Sixty  Years'  Experience  in  the  Manufacture  of 
Covered  Button  Supplies 

Write  for  particulars  Write  today 


June,  1917 
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Buttons 

Are 

Rolling  Up 
New 
Records 

Every  Variety  Shares  in  the 
Strong   Demand   for  Buttons 
Used  in  the  Ornamentation  of 
the  Latest  Fashions. 


'T  the  present  rate  of  growth  it  will  not 
be  surprising  if  the  close  of  this  year 
finds  the  domestic  button  industry  so 
roundly  developed  that  the  forward 
stride  made  in  nineteen-seventeen  will 
be  sufficient  to  place  this  country  far  ahead  of  any 
competitor.  The  various  branches  of  the  industry 
continue  to  show  marked  increases  in  the  factory 
output  of  established  concerns,  and  new  manufac- 
turers are  further  increasing  the  facilities  of  the 
market. 

The  current  reports  from  the  trade  indicate  that 
July  will  see  an  avalanche  of  buying  and  that  the 
rest  of  the  year  will  roll  up  a  volume  of  button 
demand  exceeding  all  records  of  past  seasons.  June 
buying  has  been  conservative  due  to  the  determina- 
tion of  the  retail  trade  to  make  a  thorough  store- 
cleaning  job  of  all  goods  on  hand.  This  will  create 
a  healthy  appetite  for  the  new  fall  buttons  which 
have  been  under  way  since  the  first  part  of  the 
month.  There  is  today  a  better  understanding  of 
the  true  possibilities  and  limitations  of  the  producing 
sources,  an  appreciation  of  market  conditions  which 
assures  the  practical  handling  of  all  factors  making 
for  a  highly  successful  fall  season. 

Another  phase  has  been  the  steady  grouping  of 
business  into  well  defined  channels  of  distribution. 
Houses  with  already  developed  relations  in  special- 
ized branches  of  the  buying  market  are  expending 
their  full  energies  upon  the  markets  which  their  in- 
dividual connections  best  suit  them  to  serve.  This 
is  seen  in  the  preference  many  jobbers  show  for 
specialized  business  which  does  not  take  them  out 
of  the  class  of  customers  whose  requirements  their 
facilities  have  been  developed  to  serve  best.  Certain 
jobbing  houses,  and  they  are  concerns  of  estab- 
lished position  as  suppliers  of  buttons  to  garment 
makers,  have  perfected  their  selling  arrangements 
to  the  point  of  efficiency  that  the  buttons  they  handle 
are  designed  for  a  fixed  class  of  garments. 

For  instance,  the  customers  of  one  such  jobber 
are  makers  of  $12  to  $20  coats  and  suits.  This  job- 
ber would  not  feel  disposed  to  acquire  a  trade  in 
buttons  for  higher  priced  garments.  The  tendency 
among  these  specialists,  and  they  are  becoming  an 
increasingly  numerous  class,  is  to  cater  to  a  fixed 
demand  which  does  not  make  it  needful  to  stock  but- 
tons of  too  long  a  price  range. 


Methods  similar  in  effect  to  the  one  in  the  in- 
stance quoted  are  beneficial  to  business  in  general. 
This  form  of  specialization  makes  it  reasonably  cer- 
tain that  goods  needed  elsewhere  will  not  be  lying 
idle  on  the  shelves  of  distributors  who  may  be  hold- 
ing them  for  a  rise,  or  who  may  not  have  immediate 
customers  for  the  goods  in  question. 

All  Kinds  Are  In  Demand. 

It  is  not  a  season  for  special  kinds  of  buttons.  All 
varieties,  pearl,  covered,  ivory,  glass,  celluloid,  com- 
position, and  so  on  through  the  list,  are  doing  their 
proportionate  share  of  business.  This  is  a  good 
sign  and  bears  out  the  evidence  in  the  styles  that 
the  importance  of  buttons  as  a  trimming  is  being 
fully  recognized.  The  question  is  no  longer — What 
kind  of  buttons?  Now  the  styles  call  for  all  well 
designed  buttons  of  whatever  material.  This  is  the 
one  pronounced  change  in  the  button  market.  Where 
formerly  the  market  would  lean  decidedly  toward 
special  kinds,  buttons  made  of  certain  materials, 
today  the  fashions  are  making  attractive  use  of  every 
kind. 

The  earnestness  of  the  industry,  in  its  determina- 
tion to  surpass  the  records  of  all  other  countries 
which  have  reached  any  prominence  in  button  pro- 
ducing, is  bringing  this  country  rapidly  to  the  front. 
Waste  products  that  have  been  disregarded  for  but- 
ton making  are  now  being  investigated  to  the  end 
that  every  factory  will  reach  the  full  measure  of  ef- 
ficiency in  production. 

One  manufacturer  has  produced  a  composition 
button  which  resembles  bone.  It  is  equally  light  and 
hard  and  should  become  a  standard  article  on  the 
list  of  popular  buttons  within  a  very  short  time, 
being  hastened  to  success  by  reason  of  the  need  of 
economical  buttons  for  pants.  To  relate  all  of  the 
accomplishments  of  the  year  in  a  single  article  would 
require  a  volume  of  extraordinary  size.  What 
counts  most  is  that  progress  in  the  industry  is  being 
accelerated  by  the  knowledge  which  manufacturers 
have  that  the  opportunity  of  a  generation  has  pre- 
sented itself. 

Numerous  fine  designs  will  be  found  for  the  fall 
season.  Just  as  important,  there  has  been  a  great 
awakening  in  the  trade  as  to  the  value  of  carding 
and  packaging  buttons  in  a  way  that  catches  the 
attention  of  the  consumer  and  makes  the  goods  re- 
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membered.  Some  excellent  publicity  campaigns 
have  been  launched  within  the  past  twelve  months 
and  the  business  of  merchandising  buttons  is  receiv- 
ing more  attention  from  all  who  are  a  part  of  the 
handling  and  selling  branch  of  button  business  ac- 
tivities. 

Buttons  at  the  Notion  Department. 

In  those  stores  in  which  there  is  no  regular  button 
department,  the  notion  buyer  can  add  materially  to 
his  sales  and  consequent  profits  by  putting  in  a  fair 
assortment  of  buttons.  It  has  been  found  by  experi- 
ence that  no  part  of  a  notion  stock  will  pay  a  better 
profit  on  the  investment  than  the  section  devoted  to 
buttons,  when  properly  cared  for.  It,  of  course,  re- 
quires attention,  care  and  judgment ;  but  the  results 
will  justify  the  labor,  as  customers  are  very  often 
likely  to  judge  of  the  balance  of  the  stock  by  the 
completeness  of  the  assortment  of  buttons.  Their 
present  extensive  use  for  decorative  purposes  should 
make  for  a  splendid  business  in  these  goods. 

Now  that  the  wearing  of  fabric  covered  buttons 
to  match  costumes  is  so  general,  a  good  plan  would 
be  for  the  notion  buyer  to  purchase  one  of  the  simple 
button  covering  machines  which  are  now  on  the 
market  and  make  buttons  at  the  department  from 
customers'  own  material.  A  complete  outfit,  con- 
sisting of  machine,  implements,  attachments  and 
twelve  boxes  of  button  moulds  can  be  purchased  for 
$22.50.  This  outfit  gives  a  sufficient  assortment  of 
styles  and  sizes  to  do  a  very  profitable  business. 

The  demand  for  fabric  covered  buttons  increases 
constantly,  and  the  styles  keep  pace  with  the  de- 
mand by  providing  many  new  ideas,  combining  fab- 
rics, etc.  The  making  of  these  buttons  is  very  quick- 
ly and  easily  done,  with  profit  to  the  store  and  satis- 
faction to  the  customer. 

No.  1 — A  bright  metal  novelty.  No.  2 — Three  com- 
position styles.  No.  3 — Celluloid  types  that  are  popu- 
lar. No.  A — A  row  of  new  ivory  designs  for  fall.  Illus- 
trated by  courtesy  of  the  National  Button  Co.,  New 
York.    Reproduced  2/5  actual  size. 


COLORING  AND  FINISHING  IVORY  BUTTONS 

THE  last  process  to  which  the  ivory  but- 
ton is  subjected  is  that  of  the  coloring,  giving 
them  the  shades  and  designs  to  match  and  harmon- 
ize with  the  latest  shades  of  woolens  which  will  soon 
be  on  the  market.  The  button  manufacturer  makes 
it  his  business  to  find  out  what  these  colors  will  be 
and  then  prepares  his  samples  accordingly. 

The  coloring  of  ivory  buttons  is  divided  into  two 
classes — solid  colors  and  mottled  colors.  The  first 
class  are  simply  dyed,  the  chief  requisite  being  the 
expert  knowledge  of  how  to  mix  the  dyes  properly, 
the  treatment  of  the  material,  and  the  length  of  time 
the  buttons  are  to  be  left  in  the  coloring  bath.  Giv- 
ing the  mottled  coloring  effect  to  the  buttons  is  a 
more  complicated  process.  The  buttons  to  be  mot- 
tled are  laid  out  on  plates  or  boards  about  a  foot 
square,  usually  10  rows  of  buttons  on  a  board.  Over 
this  is  placed  a  sheet  of  metal  having  stencils  of  the 
design  cut  in  it,  and  so  arranged  as  to  come  directly 
over  each  button.  The  dye  being  converted  into  a 
vapor  by  a  mechanical  atomizer,  is  blown  over  the 
stencil,  and,  of  course,  only  affects  that  part  of  the 
button  which  is  exposed.  Another  process  is  to  blow 
shellac  over  the  stencil,  so  that  later  on,  when  the 
entire  button  is  immersed  in  color,  the  part  which  is 
covered  with  shellac  will  remain  white.  Other  de- 
signs are  made  by  combination  of  both  these  meth- 
ods or  of  several  different  "charts,"  as  the  stencils 
are  called.  There  is  no  limit  to  the  variety  and  beauty 
of  coloring  which  can  be  produced  in  this  way.  As 
the  buttons  go  through  this  process  they  do  not  show 
the  actual  colors  in  which  they  will  finally  appear, 
but  have  to  be  developed  in  certain  chemicals  which 
bring  out  and  fix  the  permanent  color. 

The  last  important  process  in  the  making  of  a  but- 
ton is  its  finish,  and  this  may  be  either  polished, 
dulled,  or  pressed.  A  great  many  beautiful  buttons 
are  made  by  combining  two  of  these  finishes  on  one 
button ;  thus  the  polished  rim  with  the  dull  finished 
center,  known  as  the  "sandblast  finish,"  or  a  pressed 
button  with  the  edge  or  some  other  parts  of  it  highly 
polished.  The  fine  quality  plain  polished  buttons  are 
polished  on  a  buffing  machine  and  are  known  as 
"hand  finish,"  each  button  being  handled  separately. 
For  these  buttons  only  the  most  perfect  quality  of 
ivory  can  be  used.  Sandblast,  or  dull  center,  buttons 
are  first  polished  all  over  and  then  set  into  metal 
frames,  which  have  openings  for  the  faces  of  the  but- 
ton but  leave  the  rims  covered  up.  When  these 
frames  full  of  buttons  are  put  into  a  sand-blasting 
machine  a  current  of  fine  sand  is  blown  on  them, 
dulling  the  centers,  giving  a  soft  ground-glass  effect, 
and  still  leaving  the  rims  polished. 

One  of  the  most  artistic  and  attractive  finishes  of 
the  ivory  button  has  been  developed  and  perfected 
within  the  last  20  years.  This  is  accomplished  by 
pressing  or  embossing  the  surface  with  steel  dies,  an 
improvement  which  gives  the  designer  the  widest 
possible  scope  for  the  diplay  of  his  imagination  and 
art.  Wreaths  and  scrolls,  stripes  and  checks,  and 
designs  of  endless  variety  may  adorn  the  button  at 
his  will.  The  texture  of  cloth  of  the  rich  effects  of 
satin  and  silk  can  be  imitated.  Being  done  on  steel 
(Continued  on  page  54.) 


Trimmings  for  Fall 


A  Synopsis  of  the  Fall  Outlook  As  Indicated  by 
Style  Tendencies.    Information  For  Trimming 
Buyers  In  Retail  Stores  and  Garment  Shops. 


ARMENT  trade  indications  of  the 
month  are  eloquent  with  promise  for 
the  trimming  market.  The  season  just 
past  was  not  unmindful  of  the  truth, 
set  forth  in  these  columns  many  times, 
that  it  is  best  to  use  plenty  of  trimmings  on  woman's 
ready-to-wear  outer  garments.  The  cut  and  cloth 
do  not  give  a  sufficiently  attractive  style  unless 
there  are  trimmings  too.  From  the  severely  plain, 
ornamentless  styles  of  the  recent  past  there  have 
come  a  new  style  spirit.  It  is  evident  that  ready-to- 
wear  is  on  the  road  to  high  garnitures,  to  using  all 
varieties  of  trimmings,  and  to  applying  them  with  a 
lavish  hand  as  if  to  make  up  for  the  smaller  yardage 
of  cloth  put  into  the  garments  of  today. 

So  much  for  generalizing,  but  in  the  foregoing 
statement  the  retail  trimming  buyer  will  perceive 
that  the  activity  which  has  marked  this  depart- 
ment for  some  months  will  not  grow  less,  at  least 
not  in  the  near  future  and  certainly  not  within  the 
fall  period  during  which  retailers  will  sell  the  trim- 
mings they  order  now. 

A  good  idea  of  the  garment  outlook  can  be  gained 


from  the  fact  that  garment  makers  are  not  letting 
go  of  any  of  their  piece  goods.  At  this  season  last 
year  there  was  considerable  unloading  of  surplus 
woolen  stocks.  Nothing  of  that  sort  is  occurring 
today.  The  manufacturing  garment  houses  are  more 
interested  in  finding  desirable  additions  to  their  pres- 
ent piece  goods  holdings  than  they  are  in  disposing 
of  anything.  This  is  plain  evidence  supporting  the 
reports  current  regarding  the  confidence  with  which 
the  garment  trades  are  preparing  for  fall. 

Proper  corrective  measures  have  been  us;ed  to 
counteract  the  absurdities  perpetrated  in  the  name  of 
personal  economies.  The  prevailing  opinion  is  that 
the  public  will  make  up  for  the  short  period  of  re- 
stricted purchasing  by  patronizing  the  stores  lib- 
erally. In  some  parts  of  the  country  this  change  of 
attitude  for  the  better  has  already  shown  itself  and 
many  shopping  centers  report  a  better  tone  of  June 
business  than  had  been  anticipated.  But  the  real 
beginning  of  the  purchasing  on  a  generous  scale  is 
expected  to  appear  sometime  in  July  and  by  August 
the  movement  of  retail  stocks  will  undoubtedly  ex- 
ceed the  normal  for  the  season.    Then,  as  the  fall 


BLUE      SATIN  BOLDLY 
EMBROIDERED  IN  BLUE, 
GREEN      AND  GOLD. 
PICTORIAL  REVIEW. 


goods  begin  to  appear,  the  rush  will  be  on.  The  per- 
sonal economies  movement  might  have  deserved  to 
be  more  widely  observed  had  it  not  overlooked  the 
important  fact  that  the  wage  earners  are  not  at 
loss  for  employment.  There  was  no  real  basis  for 
unusual  steps  in  economy.  The  pendulum  has  un- 
doubtedly started  in  the  other  direction,  toward  lib- 
eral spending,  and  there  are  no  discoverable  causes 
for  further  concern  on  this  score. 

At  this  moment  there  are  no  signs  of  radical 
changes  in  the  items  of  apparel  which  will  rule  the 
fashion  for  fall.  Capes,  which  have  been  steadily 
coming  in,  are  reaching  a  higher  development,  using 
a  wide  range  of  trimming  ideas.  Tassels  are  used 
and  if  the  plans  of  some  of  the  leading  couturieres 
are  brought  to  success,  and  they  should  easily  be 
in  this  case,  there  will  be  a  popular  style  of  capes 
which  bear  handsome  bead  ornamentations. 

Quite  a  variety  of  handsome,  yet  inexpensive  trim- 
ming pieces  are  offered.  The  success  of  last  win- 
ter's trimmings  will  be  eclipsed  by  those  of  next. 
The  fact  that  so  many  women  have  turned  to  home 
dressmaking  will  bring  an  increased  demand  for 
the  offerings  of  the  trimming  department  of  the 
retail  store. 

The  important  thing  for  the  trimming  buyer  to 
remember  is  that  the  return  of  trimmings  to  high 
fashion  now  demands  a  full  and  complete  stock  of 
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bent  over  something  white  and  round  in  her  palm. 
She  looked  up  at  his  face. 

"Dud — dud — Dick !"  she  stammered  in  a  choking 
voice,  "why  it's  nothing  but  a  button!" — Ex. 


A  dotted  foulard  with  satin  buttons  and  a  French  yinyham  combined 
■with  linen.    Pictorial  Review. 

attractive  goods  such  as  will  be  found  in  the  market. 
A  tardy  attitude  in  buying  will  affect  the  season's 
business  of  the  buyer  who  wavers  now.  There  is 
no  doubt  but  that  the  cost  of  merchandise  will  make 
the  investment  for  a  season's  stock  higher  than  in 
former  years  when  trimmings  sold  equally  well. 
But  it  would  seem  a  mistaken  policy  that  cut  the 
stock  to  meet  a  figure.  The  main  thing  is  to  have 
a  complete  stock  so  that  shoppers  will  not  be  given 
any  false  impression  that  there  might  be  some  doubt 
regarding  the  strength  of  trimmings  in  the  fashions. 
And  it  is  doubtful  if  any  shopper  today  would  be 
led  to  question  the  popularity  of  trimmings  by  the 
mere  fact  of  scant  offerings  in  any  one  store.  The 
evidence  of  the  use  of  trimmings  is  so  clear  that 
every  woman  who  has  seen  the  fashion  plates  for 
fall — and  what  woman  has  not?— is  fully  aware  of 
the  need  of  trimmings  to  be  in  style.  So  do  not 
permit  shoppers  to  find  your  counters  unprepared. 


ONLY  A  BUTTON. 

A YOUNG  doctor  recently  took  his  best  girl  to 
the  opera.  The  curtain  was  late  in  rising  and 
the  young  lady  complained  of  feeling  faint.  The 
doctor  smiled  and  took  something  out  of  his  vest 
pocket. 

"Here,"  he  whispered,  "keep  this  in  your  mouth. 
Don't  swallow  it." 

Shyly  the  girl  placed  the  object  upon  her  tongue 
and  rolled  it  over  and  over,  but  it  would  not  dissolve. 
She  felt  better,  however.  So  she  took  the  tablet 
from  her  mouth  and  slipped  it  in  her  glove,  as  she 
was  curious  to  examine  this  tasteless  little  substance 
which  had  given  her  such  relief. 

When  the  happy  couple  were  once  more  outside 
the  opera  house,  the  girl  stopped  under  a  large  lamp. 

"That  thing  you  gave  me  made  me  feel  ever  so 
much  better,"  she  cooed,  gratefully.    Suddenly  she 


NATIONAL   BUTTON   CO.   HEAD  RETURNS 
AFTER  ILLNESS. 

HENRY  SANDERS,  president  of  the  National 
Button  Company,  New  York,  has  fully  recov- 
ered from  his  long  illness  and  is  back  at  the  offices 
of  the  company.  The  National  Button  Company 
was  taken  over  by  Mr.  Sanders  on  the  first  of  this 
year  and  its  scope  of  operations  has  since  been  mate- 
rially enlarged.  The  new  head  of  the  company  was 
formerly  manager  of  the  New  York  offices  of  the 
Waterbury  Button  Company  and  his  wide  exper- 
ience in  the  button  industry  will  enable  him  to 
institute  many  practical  and  beneficial  improve- 
ments of  value  to  the  trade  at  large. 


E.  A.  OGILVIE  MAKES  STYLING  VISIT  TO 
NEW  YORK. 

THE  middle  of  June  was  chosen  by  E.  A.  Ogil- 
vie,  owner  of  the  Hanover  Pearl  Button  Co., 
of  Muscatine,  for  a  visit  to  New  York  for  the  pur- 
pose for  gauging  the  button  requirements  of  the 
coming  styles  of  garments.  Mr.  Ogilvie,  when  seen 
at  the  New  York  office  of  the  company,  expressed  the 
belief  that  the  public  is  about  to  enter  a  buying 
mood  that  will  outbalance  the  streak  of  economy 
which  was  felt  for  several  months.  The  Hanover 
Pearl  Button  Company  has  brought  out  a  line  of 
pearl  novelties  for  fall  which  makes  it  evident  that 
while  a  pearl  button  may  seem  to  have  design  limi- 
tations, from  the  layman's  viewpoint,  there  are 
plenty  of  patterns  yet  to  be  thought  of,  and  certainly 
in  the  new  Hanover  line  there  have  been  created  a 
group  of  excellent  novelties. 


For  the  sum- 
mer wardrobe 
are  these 
frocks  of  em- 
b roidered 
chiffon  cloth 
and  white 
voile  trimmed 
with  lace  and 
black  velvet 
ribbon.  Pic- 
torial Review. 


A  Help  to  your 
Customers  and 
to  Yourself ! 

This  Gross  Package,  like 
our  100  Card  Cabinet,  shows  at  a  glance 
for  what  purpose  each  Chalmers  Pearl  Button 
is  used.    Women  see  what  they  want  without 
bother  to  you. 

(Kalmers  pearls 

Retail  at  5c  to  10c  a  Card 

bringing  you  quick  sales  and  big  profits.  National 
advertising,  with  offer  of  a  Sterling  Silver  Thimble  and  Free 
Button  Game,  helps  you  tremendously. 

We  can  put  better  quality,  better  selling  service  into  Chalmers 
Pearls  than  do  other  manufacturers,  because  of  our  stupendous 
output  as  the  world's  largest  manufacturers  of  Pearl  Buttons. 
Twelve  large  factories  turn  out  over  four  million  pearl  buttons 
a  day— 7,000  every  minute.     Share  prosperity  with  us! 
Place  this  Gross  Package  on  your  counter  and  see 
the  buttons  sell. 


Thalmers 
pearls 


1 1  This  Handsome  Cabinet 

Free  with  Your  Initial  Order 

i  11 

i  £  Our  perfected  process  turns  out  Pearl 
.^~p^^Jk ^ ^  Buttons  that  cannot  be  improved. 
LAjS§L V *a\  They  are  made  from  carefully 
■-^Z^~\  cli(»cn,  selected  shells,  resulting 
\  in  a  lustrous,  color-perfect  pro- 
duct that  meets  with  instant 
favor. 


CHALMERS  PEARLS 
Quality  «A"  retails 
at  5e  to  10c  the  card 


J    with  a  very  comfortable 
L  margin  of  profit  for  you. 
^  This  handsome  coun- 
ter cabinet  is  a  remark- 
able business-speeder,  an  automatic 
Vj^    sales-maker  and  a  stock-saver  as  well. 

Its  success  has  been  phenomenal,  because  it 
has  made  Chalmers  Pearls  by  far  the  most  attractive  Pearl  Button 
proposition  on  the  market.  Put  up  in  six  differently  colored  cabinets 
as  follows:  2-hole  staple,  fish-eyes,  4-hole,  smoked,  iridescent,  bevel 
edged.  Sizes  14, 16, 1 8, 20, 22, 24, 30  and  36.  Six  sizes  to  a  cabinet. 

Place  Your  Order  at  once  with  your  Jobber.  National  adver- 
tising continues  this  year  and  will  make  your  sales  jump. 

HARVEY  CHALMERS  &  SON 

Largest  Makers  of  Pearl  Buttons  in  the  World 
— Seven    Thousand  Pearl  Buttons   a  Minute. 

AMSTERDAM,  N.  Y. 

NEW  YORK  Salesrooms,  396-398  Broadway 
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"OBSERVE  THEIR  GEOGRAPHY." 

MORE  and  more  you  see  the  importance  of  but- 
tons noted  with  infinite  detail  by  stores 
which  have  an  understanding  eye  for  the  niceties  of 
dress.  In  the  men's  wear  line  the  kind  of  buttons 
they  use  is  not  so  fancy  but  good  suits  for  men  are 
not  good  suits  altogether  unless  they  have  good 


Buttons 

We  despise  no  detail  of  a  Franklin 
Simon  Garment  from  beginning  to 
buttons — besides,  buttops  are  a  baro- 
meter of  style  this  season — you  can 
have  too  many  of  them— doubtless  some 
sacks  have  four  or  more —  but  it's  fatal 
to  good  form  —  our  hand -tailored 
models  get  along  this  season  on  two  or 
three — this  permits  of  a  long,  lean,  at- 
tenuated lapel — it  also  lends  breadth  to 
the  chest,  which  is  a  military  necessity 
— then,  again,  it  throws  into  perspec- 
tive the  upper  button  of  the  waistcoat 
■ — see  how  much  depends  on  a  button/ — 
it's  as  illuminative  as  a  push  button! 
— even  cuff  buttons  are  important — 
two  or  three  is  enough,  but  avoid  four 
as  you  would  a  pestilence! — and  above 
all,  observe  their  geography — it  is  a 
feature  of  Franklin  Simon  Hand- 
Tailored  Clothes  that  their  buttons  are 
placed  with  the  mathematical  nicety 
of  a  proposition -in  Euclid. 

Men's  Suits    -   -   -    *25  to-»50 

V.  attAeprice  of  those  tftatarejtots 

Men's  Clothing  Shop— 8  West  38th  Street 

A  Separate  Shop  on  tie  Street  Le.ei 

Jfranfelm  Simon  &Cb. 

Men's  Clothing  Furnishings  Shoes 

FIFTH  AVENUE 


buttons.  Also,  there  is  the  point  of  "placing"  but- 
tons in  the  exact  spot  where  they  lend  the  greatest 
amount  of  style  value  to  the  suit.  .So  Franklin 
Simon  &  Co.,  of  New  York,  in  a  recent  advertise- 
ment, called  especial  notice  to  this  point,  saying 
"above  all,  observe  their  geography."  Above  is  a  re- 
production of  the  advertisement. 


SALESMAN;  with  large  following  amongst 
trimming,  button,  notion  jobbers  in  New 
York  City,  desires  line  with  merit;  or 
would  handle  side  line.  Strictly  commission 
basis.  Office  accommodations  if  desired. 
Highest  references.  Box  123,  NOTIONS  AND 
FANCY  GOODS,  118  East  28th  St.,  New  York. 


THE  VALUE  OF  AN  IMPRESSION. 
By  Asher  Wolff. 

THERE'S  money  in  the  manufacturing  business, 
so  let  us  all  go  into  the  manufacturing  game — 
and  what  are  we  going  to  make?  Well,  good  im- 
pressions ! — a  staple  product. 

We  don't  need  any  factory — everybody  will  be  a 
patron,  and  our  stock  will  never  be  exhausted.  It's 
the  greatest  paying  business  in  the  world — making 
"good  impressions,"  but  don't  think  it's  so  very  easy. 
True,  'tis  not  very  hard,  but  what  it  does  require  is 
thought  and  plenty  of  it. 

Business  life  is  full  of  impressions,  many  of  which 
reflect  on  us  in  social  life.  More  reason  for  our  en- 
deavoring to  have  the  good  impressions  overpower 
the  bad. 

In  business,  of  course,  we  all  try  to  make  profit, 
but  the  real  joys  do  not  issue  from  large  sales, 
monetary  gains,  and  such.  Those  are  not  the  things 
that  really  count,  but  what  really  does  amount  to 
something  is  the  impression  our  business  acquaint- 
ances form  of  us.  They  see  a  good  deal  of  us,  so 
why  shouldn't  we  show  them  the  best  that's  in  us? 

An  impression  has  a  lasting  effect,  and  as  one's 
general  character  is  evinced  through  the  impressions 
he  creates,  it  is  well  to  cultivate  a  manner  that  will 
establish  prestige. 

Difficult  as  it  sometimes  is,  there  is  much  to  be 
gained  by  always  being  subservient  to  thought,  for, 
if  all  our  actions  are  guided  by  thought,  it  is  not 
likely  that  we  will  permit  ourselves  to  create  a  wrong 
impression  on  very  many  occasions. 

We  are  always  watched — in  every  thing  we  do 
and  say,  in  the  attitudes  we  take  and  assume  towards 
others,  and  even  though  we  may  not  be  aware  of  it, 
someone,  somewhere,  is  always  observing  us — some- 
one is  always  forming  some  kind  of  an  impression 
of  somebody  but  himself — and  it  may  be  you. 

Every  impression  is  apt  to  be  of  consequence.  To 
cite  an  incident  of  recent  occurrence,  it  was  a  Satur- 
day afternoon,  and  the  office  of  the  concern  in  ques- 
tion was  closed  for  the  day — that  is  as  far  as  busi- 
ness transactions  were  concerned. 

The  owner  of  the  business  was  in  the  office  alone 
with  his  friend,  a  bank  manager — they  were  both  to 
go  to  a  ball  game.  The  owner  had  occasion  to  go 
upstairs  to  get  his  coat  and  hat,  leaving  the  bank 
the  office.  Presently  the  tele- 
the  bank  manager  obligingly 
The  party  at  the  other  end  made 
himself  known,  and  then  asked  why  a  certain  order 
of  his  had  not  been  delivered  that  morning. 

The  bank  manager  could  do  nothing  but  inform 
his  interrogator  that  he  knew  nothing  of  the  doings 
of  the  place  and  added  that  the  place  was  closed  for 
the  day.  Not  satisfied  with  that  reply,  the  voice  at 
the  other  end  asked  to  speak  with  the  salesman  who 
called  on  him,  and  again  the  bank  manager  replied 
that  he  was  the  only  one  in  the  office. 

The  party  at  the  other  end  was  by  this  time  over- 
whelmed with  anger  and  peevishness,  and  thought 

had  flown  with  the  winds.    "Oh  go  to   with  the 

salesman  together,"  he  shouted,  and  he  hung  up  the 
receiver  with  a  bang. 

The  bank  manager  was  astonished,  to  say  little  of 


manager  alone  in 
phone  rang,  and 
answered  the  wire. 
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his  ire  being  aroused.  Here  he  was  an  innocent 
party  to  something  having  gone  wrong  between 
purchaser  and  seller,  and  yet  had  to  accept  an  un- 
deserved reprimand  with  his  hand  (and  tongue)  tied. 
Surely  it  was  merely  a  fit  of  anger  on  the  other's 
part,  but  what  an  impression  it  made — an  ugly  im- 
pression too. 

It  was  a  few  days  later  that  a  man  called  at  the 
office  of  the  bank  manager  to  ask  for  a  loan.  The 
would-be  borrower  had  no  sooner  mentioned  his 
name  than  the  bank  manager  was  wide  awake.  He 
reflected  a  little,  and  his  mind  went  back  to  the  tele- 
phone incident  of  the  Saturday  previous.  The  name 
of  the  man  before  him  was  the  same  as  that  of  the 
man  who  had  told  him  to  take  the  road  that  doesn't 
lead  to  heaven. 

What  was  the  result?  The  bank  manager's  first 
impressions  were  such  that  he  had  no  confidence  in 
a  man  who  could  speak  so  rashly.  If  he  could  not 
trust  him  with  words,  how  could  he  entrust  him  with 
wherewithal.  That's  what  comes  of  the  impression 
one  creates — not  always  with  so  serious  a  result  per- 
haps, but  we  can  never  tell. 

It  is  best  to  be  sure.  Be  thoughtful  at  all  times. 
It  might  happen  to  any  of  us  when  we  least  expect 
it.  Just  as  we  are  guided  in  opinion  by  our  impres- 
sions of  others  as  we  see  them,  so  are  others  guided 
by  their  impressions  of  us,  so  let  us  be  ever  on  the 
alert — let  us  continue  in  the  "good  impression"  busi- 
ness.   Maybe  we'll  make  it  really  pay  some  day. 

In  selling  merchandise,  perhaps  there  are  three 
things  that  go  to  make  a  sale:  quality,  price,  and  the 
impresion  you  make. 

A  good  impression  is  like  a  Liberty  Bond — both 
good  investments — both  paying  good  dividends,  and 
here's  a  chance  for  us  all  to  go  into  business  for  our- 
selves— in  the  "good  impression"  business.  May  we 
all  succeed! 


BUTTONS  OR  TRIMMINGS? 

N  importation  of  cotton  crochet  balls,  as  they 
were  first  classified,  making  them  dutiable  as 
trimmings  at  the  rate  of  60  per  cent,  ad  valorem  un- 
der paragraph  358,  was  taken  to  the  Board  of  United 
States  General  Appraisers  with  the  claim  that  there 
should  be  a  re-classification  admitting  the  goods  as 
buttons  instead  of  as  trimmings.  The  claim  was 
made  by  the  importers,  Sears,  Roebuck  &  Co.,  and 
was  sustained  by  Judge  Cooper,  who  writes  as  fol- 
lows : 

"This  protest  is  against  the  collector's  classifica- 
tion of  small  cotton  crochet  balls  at  60  per  cent,  ad 
valorem  as  'trimmings'  under  paragraph  358,  act  of 
1913. 

"The  crochet  balls  are  claimed  to  be  buttons  and 
properly  dutiable  at  40  per  cent,  ad  valorem  as  'but- 
tons, not  specially  provided  for'  under  paragraph  339. 

"The  testimony  shows  that  those  articles,  in  the 
condition  in  which  they  are  imported,  are  sold  and 
used  as  buttons  on  waists,  but  that  sometimes  they 
are  attached  to  a  banding  by  small  loops,  in  which 
condition  they  are  used  for  trimmings.  Articles  sim- 
ilar in  character  were  held  dutiable  as  buttons  in 
the  case  of  Knauth,  Nachod  &  Kuhne  (Abstract 


33471),  Mills  &  Gibb  (Abstract  34206),  and  Straw- 
bridge  &  Clothier  (Abstract  36785). 

"The  evidence  before  us  is  sufficient  to  prove  that 
the  articles  in  question  are  used  and  sold  as  buttons 
in  the  condition  in  which  they  are  imported,  and, 
following  the  decision  cited,  we  hold  the  same  duti- 
able at  40  per  cent,  ad  valorem  under  paragraph  339. 
To  that  extent,  the  protest  is  sustained." 


JAPANESE  SHELL  BUTTONS  REAPPRAISED. 

SHELL  buttons  imported  from  Kobe  have  been 
reappraised  as  entered,  the  decision  being  ren- 
dered by  Judge  Waite  of  the  Board  of  United  States 
General  Appraisers.  Buttons  exported  August  25, 
1916,  and  entered  at  New  York  on  September  28, 
1916,  coming  from  Hashimote,  Gumi,  Nomura 
Shoten  and  Hiayama  Shoten,  were  under  considera- 
tion when  Judge  Waite  wrote  as  follows : 

"Awabi  bleached  No.  17  4  holes,  22  lines,  I,  on 
cards,  invoiced  at  yen  5.75 ;  entered  at  yen  6.57  per 
gt.  gross,  ditto  II,  invoiced  at  yen  4.60;  entered  at 
yen  5.26  per  gt.  gross,  ditto  28  lines,  I  invoiced  at 
yen  10.50;  entered  at  yen  11.46  per  gt.  gross,  ditto 
II,  invoiced  at  yen  8.24;  entered  at  yen  9.17  per  gt. 
gross.  Takase  No.  138,  2  holes  on  cards,  22  lines  I, 
invoiced  at  yen  10.10;  entered  at  yen  11.71  per  gt. 
gross,  ditto  II,  invoiced  at  yen  8.08 ;  entered  at  yen 
9.37  per  gt.  gross,  ditto  18  lines,  I,  invoiced  at  yen  8; 
entered  at  yen  9.28  per  gross.  Takase  No.  17  4  holes 
on  cards,  30  lines,  I,  invoiced  at  yen  15.50 ;  entered  at 
yen  17.24  per  gt.  gross.  Takase  No.  1,  2  holes  on 
cards  16  lines  I,  invoiced  at  yen  5.30;  entered  at  yen 
5.77  per  gt.  gross.  Takase  No.  38,  2  holes  on  cards 
line  14,  I,  invoiced  at  yen  5.10;  entered  at  yen  6.39 
per  gt.  gross,  ditto  line  16,  I,  invoiced  at  yen  6.45; 
entered  at  yen  7.61  per  gt.  gross,  ditto  20  lines,  in- 
voiced at  yen  8.40 ;  entered  at  yen  9.89  per  gt.  gross. 
And  similar  goods.  Add  cases,  etc.  All  reappraised 
as  entered." 

Buttons  imported  from  Shinyama  &  Co  (exported 
Nov.  2,  1916,  and  entered  at  New  York  on  Nov.  28, 
1916),  are  reappraised  as  follows: 

"Takase  No.  16,  16  lines  I,  invoiced  at  yen  4.95  per 
gt.  gross,  ditto  II,  invoiced  at  3.96  yen  per  gt.  gross, 
ditto  15  lines  I,  invoiced  at  yen  4.25  per  gt.  gross. 
Takase  No.  33,  15  lines  I  invoiced  at  yen  3.85  per  gt. 
gross.  Awabi  No.  17,  22  lines,  invoiced  at  yen  5.11 
per  gt.  gross.  And  similar  goods.  Less  commission 
and  shipping.  Cases  and  packing  included.  Im- 
porter adds  charges  for  commission  and  shipping. 
Reappraised  as  entered." 


Coloring  and  Finishing  Ivory  Buttons 

(Continued  from  page  48.) 
dies,  it  follows  that  the  maker  of  them  must  be  an 
engraver  of  the  highest  skill,  and  who  must  be  ever 
on  the  lookout  for  new  ideas  to  weave  into  his  work. 
When  in  use  the  embossing  die  is  heated  and  the 
button,  being  again  soaked,  is  stamped  with  it  in  a 
machine  operated  by  foot  power  or  otherwise.  Some 
buttons  are  pressed  with  two  dies  in  succession  to 
get  the  desired  effect,  while  others  go  through  a  spe- 
cial burnishing  machine  to  give  them  a  glasslike 
polish  on  the  edge. 
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A.  M.  TURKELTAUB 


TELEPHONE: 
MADISON  SQUARE  5327 


JULIUS  LICHTER 


Sterling  Button  Company 


8-10-12-14  WEST   30th  STREET,  Near  5th  Avenue 


NEW  YORK 


hap  fasteners 


TT^ENGTH 
AFETY 
EFtVICE 
PEED 
ECUHJTY 


FOR 
IMMEDIATE 
and 
FUTURE 
DELIVERY 


ZIP  SNAP  FASTENER  SALES  CO. 

St.  James  Bldg.  1133  Broadway,  New  York 
'Phone,  Farragut  773  Room  425 


A  NOVELTY  FOR  EVERY  DAY  OF  THE  YEAR 

CELLULOID  MM  BUTTONS 


MANUFACTURED  FOR 


THE  JOBBING  TRADE 


ONLY 


YOUR  OWN  STYLE  IDEAS  MADE  UP 
SUITABLE  FOR  CLOAK,  SUIT,  DRESS, 
WAIST,  MILLINE'RY  AND  OTHER 
APPAREL  PURPOSES 

OTfjompsion  MoMtv  putton  OTorfes 

TELEPHONE  6996  CHELSEA  INCORPORATED 

12-14  Wwt  21at  g>tmt,  Nero  fork 


CHAS, 
HOYTASCH 
&  CO. 

MANUFACTURERS 

24-26  East  21st  Street 
NEW  YORK 

Telephone,  Gram.  5096 


SPRING-SNAP 
FASTENERS 

Prices   reasonable.  Deliveries 
prompt. 

Black  and  White— All  Sizes. 

BUTTONS 

Glass,  Ivory,  Metal,  Celluloid.  In 
all  the  latest  colors  for  garment 
and  jobbing  trades. 


ALL  BUTTONS 

have  a  face  and  a  back 
but  how  can  you  face 
modern  selling  meth- 
ods if  you  don't  back 
up  your  buttons  in  the 
language  of  success, 
which  becomes  easy 
through  steady,  attrac- 
tive  advertising  ? 
Speak  up  !     Get  into 

Button  and  Trimming  Trade  Topics 

McCready  Publishing  Co. 
118  E.  28th  Street,  New  York 


Drive  Your  Buttonmobile  to  Success. 

Every  new  wheel  that  is  made  and  fitted  to  com- 
merce becomes  a  force  on  behalf  of  greater,  more 
efficient  human  activity. 

On  last  month's  cover  you  saw  pictured  the  But- 
tonmobile. It  symbolized  the  work  that  buttons  do 
to  give  people  freedom  of  movement. 

Garments  are  vehicles  which,  fitted  with  buttons, 
enable  us  to  save  time.  Without  buttons  there  could 
have  been  no  sky-scrapers,  no  subways  and  no  tele- 
phones. 

Civilization  advances  with  its  dress,  and  buttons 
are  the  wheels  of  progress  on  human  attire.  Remove 
and  hide  away  overnight  all  the  wheels  in  the  world 
and  people  would  awake  to  find  themselves  helpless. 

If  you  don't  see  the  bigness  of  buttons  you  are  in 
the  wrong  business.  If  you  do  see  it  you  can't  help 
making  a  success  of  your  work. 


TELEPHONE 
BERGEN  1436 


THE  J.  FELDMAN  COMPANY 


ESTABLISHED  1900 
INCORPORATED  1J07 


31  to  39  Fremont  Street 
241  to  245%  Golden  Street 


CELLULOID  BUTTONS,  NOVELTIES  AN  D  ORNAMENTS 

JERSEY  CITY,  N.  J.,  U.  S.  A. 


I  n  d  ex    to  Advertisers 
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WARD'S  SON  &  CO.,  Sirs  NEW  YORK 


Amber  Knitting  Pins 

10,  12  and  14 -inch. 
Sizes— 2,  3,  4,  5,  6,  7,  8,  9,  10,  \0Vz 

Steel  Knitting  Pins 


Numbers  11  and  12 

FOR 
RED  CROSS 
WORK 


THE 
QUEEN 
KNITTING 

BALL 
HOLDER 

Insures 
Smooth, 
Uniform 

Work. 


No  tangles 
or  snarls. 
No  soiled 
worsted 
from 
falling 
on  the  floor. 
Always  ready 


for 


use. 


Every  one  is  knitting  for  the  Soldiers  and  Sailors 
Here  are  the  Necessities 

C.  H.  CROWLEY 

339  Broadway  215  So.  Market  St. 

New  York  Chicago 
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HIS  little  word 
"Kleinert"  on  the 
selvage  edge  of  rubber 
sheeting  satisfies  your 
customers  that  they  are 
getting  the  best  obtain- 
able.  Sell  it  in  sanitary 
squares  or  by  the  yard. 

I.  B.  KLEINERT  RUBBER  COMPANY 

719  to  725  Broadway,  New  York 


RUBBER  SHEETING 


4 


Notions  and  Fancy  Goods 


PORTER  BROS.  &  CO 


ESTABLISHED  1855 


Commission  Merchants 

NOTION  SPECIALTIES 

For  the  Jobbing  Trade  Only 


Stay  Bindings 
Steel  Safety  Pins 
Bias  Seam  Bindings 
Shoe  and  Corset  Laces 
Horn  and  Ivory  Fine  Combs 
Steel  and  Bone  Crochet  Hooks 


Dress  Beltings 
Domestic  Thimbles 
Hair  and  Cloth  Brushes 
Elastic  Cords  and  Braids 
Lindsay  Hose  Supporters 
Musical  Instrument  Strings 


SOLE  AGENTS  FOR 

VULCANITE  MFG.  CO.'S  "ACORN"  Dress  Fasteners,  Victoria, 
Union,  Poppy  and  America's  Favorite  Safety  Pins  and  Hooks  and 
Eyes.  BLOOD'S  Needles  and  Darners,  Crewel,  Chenille,  Millinery, 
Tapestry. 

HOWE  MFG.  CO.'S  PINS. 

American  Lead  Pencil  Co/s  Complete  Line  of 

PENCILS  AND  PENHOLDERS 


105-108  WORTH  STREET  86  ESSEX  STREET 

NEW  YORK  BOSTON 
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"Where  Science  and  Business  Meet" 

It  is  important  that  the  manufacturer  who  aims  to  run 
the  most  highly  productive  plant  should  keep  pace  with 
the  work  being  done  in  that  branch  of  laboratory  endeavor 
which  is  directly  related  to  business.    That  is 

INDUSTRIAL  CHEMISTRY 

by  means  of  which  every  branch  of  manufacturing  can  be 
helped  to  yield  a  new  source  of  income  through  the  ap- 
plication of  new  discoveries  such  as  are  treated  in  the 
editorial  columns  of  the  CHEMICAL  ENGINEER. 

This  magazine  is  a  modern,  aggressive  monthly,  devoted 
to  helping  the  manufacturer  in  the  field  of  scientific  study 
of  those  problems  which  require  chemical  analyses  and 
chemical  treatment. 


In  its  editorial  policy  it  aims 
to  interest  the  layman  as 
well  as  the  expert  by  pub- 
lishing clear,  concise,  non- 
technical accounts  of  hap- 
penings in  the  industrial 
world  where  it  was  found 
profitable  to  use  the  services 
of  the  -chemical  engineer. 


SUBSCRIBE  TODAY 


McCready  Publishing  Co, 

118  East  28th  Street,  New  York 


Monthly  $2.00  a  Year 
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Notions  and  Fancy  Goods 


Domestic  Department 
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Arm  Bands 
Armlets 
Buttons 
Bow  Holders 
Button  Hooks 
Button  Fasteners 
Button  Thread 
Button  Rings 
Brass  Rings 
Bone  Rings 
Barrettes 
Back  Combs 
Barber  Combs 
Corset  Laces 
Corset  Clasps 
Crochet  Hooks 
Crochet  Needles 
Collar  Buttons 
Curling  Irons 
Crochet  Cotton 
Coat  Button  Kits 
Dress  Fasteners 
Dressing  Combs 
Dress  Forms 
Drinking  Cups 
Darning  Cotton 
Darning  Balls 


T 


o 


I 


Iron  Cover  Stretchers 

Knitting  Cotton 

Kid  Curlers 

Key  Rings 

Key  Chains 

Lamp  Wick 

Manicure  Sets 

Nipples 

Pacifiers 

Pocket  Mirrors 

Pins 

Pin  Tickets 

Pen  and  Pencil  Holders 
Pens 

Powder  Puffs 
Pants  Button  Kits 
Pin  Cushions 
Ribbon  Wire 
Ribbon  Headers 
Shoe  Laces 


NSPECT 


Elastic  Webs 
Elastic  Braids 
Embroidery  Hoops 
Emeries 
Fastener  Tape 
Glove  Stretchers 
Glove  Buttoners 
Glove  Darners 
Goggles 
Hair  Pins 
Hair  Curlers 
Hooks  and  Eyes 
Hook  and  Eye  Tape 
Iron  Holders 
Ironing  Wax 


o 


UR 


Shoe  Horns 

Shoe  Button  Kits 

Slipper  Trees 

Safety  Pins 

Stay  Binding 

Shopping  Bags 

Sewing  Wax 

Side  Combs 

Spool  Silk 

Soap  Boxes 

Scissors 

Shears 

Shirt  Dryers 

Stocking  Dryers 

Skirt  Markers 

Stilletos 

Shoe  Polishers 

Sanitary  Belts 

Sanitary  Aprons 

Traveling  Kits 

Thimbles 

Tape  Measures 

Tape  Needles 

Tatting  Shuttles 

Tweezers 

Wash  Cloths 

Wash  Cloth  Bags 

Wood  Enamel  Rings 

Window  Hooks 

Yarn  Ball  Holders 
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TOCKS 


Dieckerhof  f ,  Raf  f  loer  &  Co 


NEW  YORK 


July,  1917 
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William  E.  Wright,  The  Pioneer  Manufacturer  of  Bias  Fold  Tapes 

THE  VERY  BEST 

In  every  line  of  manufactured  goods  there  is  always  one  pro- 
duct that  stands  out  pre-eminently  above  all  its  competitors, 
and  is  worthy  of  being  called  the  "Very  Best" — such  a  pro- 
duct is 


These  standard  tapes  are  being  advertised  to  women  all  over 
the  country  in  the  leading  magazines,  creating  a  demand  at  no 
expense  to  the  dealer.  They  are  first  in  the  quality  of  fabrics 
used  and  accuracy  of  cutting  and  folding.  They  are  the  most 
elastic  of  all  bias  fold  tapes  as  they  are  wound  by  our  patented 
machinery  with  perfectly  even  tension. 

We  call  attention  to  our  6-yard  goods  in  fine  quality,  especially 
70A  Extra  Fine  Cambric  up  to  and  including  No.  6,  and  80A 
India  Lawn  in  white  and  colors  up  to  and  including  No.  5. 
These  numbers,  which  can  be  retailed  for  10  cents,  afford  the 
merchant  a  fine  profit  and  the  prestige  of  handling  high-grade 
merchandise.  They  have  also  proved  unusually  popular  with 
the  consumer. 

Made  in  the  U.  S.  A.  For  Sale  by  All  Jobbers 

WM.  E.  WRIGHT  &  SONS  CO. 

Manufacturers  40  Lispenard  Street,  New  York 

STOCKS  CARRIED  AT  ALL  AGENCIES 

CHICAGO— E.  S.  Ransom,  325  W.  Adams  St.        ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Av. 

PHILADELPHIA— Jas.  F.  McCarriar,  1011  Chestnut  Street 


Notions  and  Fancy  Goods 


Joseph  L  Porter  Company,  inc 

Yankee  Notion  House 


READY  SELLING  SPECIALS 

For  The  Jobbing  Trade  Only 


FOR 

THE 
JOBBING 
TRADE 

ONLY 


Snap  Fasteners  0-00-000  Black  and  White  at  attractive  prices; 
Daisy  Flat  Centered  Crochet  Hooks,  solid  and  assorted  sizes; 
Stickerei  Trimming — Featherstitch  Braid — Ric  Rac  Braid; 
Shoe  Laces,  all  kinds,  at  lowest  prices; 
Lisles  and  Loom  Elastic  Webbing, 
Toilet  Pins  and  Safety  Pins, 
Middy  Laces  in  great  variety, 
Inside  Skirt  Banding, 
All  Kinds  of  Mirrors, 
Pearl  Buttons, 
Corset  Laces, 
Eagle  Pencils, 
Hair  Nets, 
Hat  Pins. 


FOR 
THE 

JOBBING 
TRADE 
ONLY 


Sole  Selling  Agents  for  Thomas  Harper  &  Sons'  Celebrated  Needles. 


Joseph  L.  Porter  Company,  inc. 

61-63  Leonard  Street  NEW  YORK 


July,  1917 


SOLDIERS'  REQUISITES 

Trench  Mirrors,  Military  Cases  and  Handy  Kits 


TRENCH 
MIRRORS 

of  highly  polished 
metal.  Put  up  in 
Khaki  cases  to  re- 
tail at  25c.  to  $1.25. 

Military  Roll -up 
Cases  and  Soldiers' 
Handy  Kits  in 
great  assortment. 


FULL  LINES  of  HOLIDAY  NOVELTIES  Now  Ready 
The  VERY  LATEST  Productions  in 


Society  Bags,  Pot- 
pourri Bags,  Cretonne 
Knitting  Bags,  Pin 
Cushions,  Powder  Puff 
Novelties  in  leather 
and  silk.  Perfumed 
sachets  and  other  nov- 
elties. 


Complete  lines  of 
Sweet  Grass  Bas- 
kets in  all  sizes 
and  shapes,  both 
trimmed  and  un- 
trimmed. 


E.  A.  GUTHMAN  CO.,  137  Fifth  Avenue, 


Near 
20th  Stree 


t  New  York 


Strong  Merchandising  Features 

BfliHmiiiiiiiiiiiiiinniiiiiimiiiiiiiiiniiiiiiiiniiw 

In  August  the  Big  Buying  is  in  Full  Swing 
Merchandise  your  goods  economically  but  efficiently 
We  have  the  audience  —  what  do   you  want  to  sell  ? 


ADVERTISING  COPY  WRITING 
COMMERCIAL  ART  and  PHOTOGRAPHY 
BUSINESS  PLANNING  IN  DETAIL 


DEPARTMENT  OF  TRADE  DEVELOPMENT 

118  East  28th  Street,  New  York 


10 


Notions  and  Fancy  Goods 


Dieckerhoff ,  Raffloer  &  Co. 

560-566  Broadway,  Corner  Prince  St.,  New  York 


IMPORTERS  OF 


FOREIGN  AND  DOMESTIC 
FANCY  AND  STAPLE  NOTIONS 


Complete  Stock  Always  on  Hand 


SOLE  AGENTS  FOR 


KIRBY,  BEARD  &  CO.'S  English 
Pins,  Needles,  etc. 

ROSENWALD  &  CO.'S  Famous 
Coiffura  Hair  Nets. 

GEO.  PRINTZ  &  CO.,  Lightning 
Needles  and  Pins. 

NEWEY  BROS.,  Hooks  and  Eyes. 

HOWARD  WALL,  LTD.,  Dean 
Tape  Measures. 

ALFRED  NICHOLLS  &  CO.'S 
Hooks  and  Eyes. 

R.  B.  C.  Dress  Bone  and  French 
Corset  Bone. 

SCHOTT  BROS.'  and  DIRACO 
Button  Machines. 

F.  B.  AGATE  BUTTONS 


AGENTS  FOR  LUKE  TURNER  &  CO. 

Best  English  Elastics 

Comple  te  Line  of  Linings  &  Tailors  Trimmings 


July,  1917 
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No.  42 
BlacK  or  White 
$1.35  Per  Dozen 
$15.00  Per  Gross 


T 


HIS  TIP  IS  FOR.  THE  NOTION  BUYE,R  and 
it  offers  a  splendid  article  that  will  sell  quickly 
and  make  your  department  a  good  profit. 


A  great  many  women  who  come  into  your  store 
trim  their  own  hats.  You  know  that  the  natural 
wave  of  economy  that  is  passing  over  this  country 
is  causing  many  more  women  to  trim  their 
own  hats. 

Your  notion  department  should  reap  the  benefit 
of  this  condition.    Be  ready? 

The  first  thing  a  woman  must  be  sure  of  when 
she  trims  her  hat,  is  that  it  fits  her  head  correctly 
—and  no  hat  can  fit  unless  the  lining  is  right. 

Women  know  this- and  they  also  know  through 

our  national  advertising 
campaign,  that  the  PUL= 
LASTIC  adjustable  hat 
lining  makes  any  hat  fit 
any  head— comfortably. 

Obtainable  From 
NEW  YORK  NEW  YORK 


Samstag  &  Hilder  Bros. 
Claflin's,  Inc. 
Calhoun,  Robbins  &  Co. 
Poirier  &  Lindeman 
Co. 

Mills  &  Gibb  Corp. 

CHICAGO 

Carson,  Pirie,  Scott  & 
Co. 


A.  Steinhardt  &  Bro. 
James    H.    Dunham  & 
Co. 

O'Donnell,  Weisberger 

&  Co. 
Berg  Bros. 
M.  Neuburger  &  Co. 

BOSTON 

John  R.  Ainsley  &  Co. 


No.  45 
BlacK  or  White 
$2.00  Per  Dozen 
$22.50  Per  Gross 


Wear  your 
hai  at  any 
stylish  angle 
Dress  your  hair  in  your  favorite  style 

puMatfic 

9  ADJUSTABLE  HAT  UNINC 

makes  any  hat  fit  any  head-  comfortably 

The  fit  of  a  hat  makes  or  mars  its  style  You  can  wear 
any  shaped  hat.  at  any  angle  Style  dictates  and  the 
PuUastic  Lining  will  make  it  look  right  and  fit  with 
perfect  comfort  You  don't  have  to  dress  your  hair 
to  fit  your  hatt— the  Pullastic  Lining  makes  it  fit 
perfectly  with  any  coiffure 


The  PULLASTIC  Company  of  America,  Inc 

49  EM  Tmty  ttrW  Stnct,  N«  Yort  City 


Above  and  below  are  re  = 
ductions  showing  the  style 
of  advertising  we  are  now 
doing  in  your  store  in  the 
fashion  boohs. 


KANSAS  CITY 

Burnham,  Munger,  Root  D.  G.  Co. 

or  Your  Own  Jobber 

THE.  PULLASTIC  COMPANY  OF  AMERICA,  Inc.,  49-53  E.    21st  ST.,  NEW  YORK  CITY 
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—CONVENIENT 
FOR  MOTORING 
TO  HOLD  THE 
VEIL  WITHOUT 

PINNING. 


A  popular 
fancy  and 
a  pretty 
conceit. 


FANtQTA 


—INSTANT 
HAIR  RETAINER 
WHILE  MAKING 
THE  TOILETTE. 


One  touch  of 
the  finger 
opens  and 
closes  it. 


Sold  on  Display  Cards 
of  2  Doz.  or  Single 
Cards  With  Each 
Fanceita. 


TRADE  MARK 


THE  PERFECT  HAIR  RETAINER 


GUARANTEED  GOLD  TOP 


$24.00  PER  GROSS 


Attractive  "Fanceita"  Art  Pictures  furnished  for  counter  and  window  displays; 
also  electros  of  these  illustrations  supplied  for  your  advertising. 

Ask  Your  Jobber 

MANUFACTURED  and  SOLD  BY 

BEN  FELSENTHAL  &  CO. 


NEW  YORK  OFFICE  and  SHOWROOMS  : 

362  Fifth  Ave.,  Near  34th  Street 


Factory:  18  Commercial  Street 
(Edgewood)  Providence,  R.  I. 


| 

1 
g 

I 
p 
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American  Bead  Company 


The  Largest 
Bead  Concern 
in  the 
Universe 


With  an 
International 
Reputation  for 
Novelties 


TRADE.  MARK 


HOLIDAY  LINES  NOW  READY 

Tremendous  Assortments  of  Exclusive  Novelties  in  Beads 
and  Beadwork,  including  Hand  Bags,  Belts,  Girdles,  Neck- 
laces, Ornaments,  Braids,  Laces,  Spangles  and  Trimmings 


485  FIFTH  AVENUE 

OPPOSITE  PUBLIC  LIBRARY 


NEW  YORK 


EAGLE  CROCHET  COTTON 


MERCERIZED 
SK  CORD-HARD  TWIST 

CROCHET 

COTTON 

MADE  IN  U.  S.  A. 


SIX  CORD  MERCERIZED 
"CORDONNET  SPECIAL" 

10  BALLS  IN  A  BOX 


Made  in  white,  sizes  1  to  100;  Ecru  and  Linen  shades, 
sizes  3  to  50;  Colors  in  sizes  5,  30,  50,  70. 


ALL  SIZES  CAN  BE  JOBBED  AT  ONE  PRICE 

Eagle  Crochet  Cotton  is  a  six-cord,  hard  twist,  highly  mercerized  Crochet  Cotton  made 
from  the  very  best  long-  staple  Sea  Island  Cotton,  which  insures  for  it  strength  and  bril- 
liancy of  lustre,  a  superior  article  for  all  crochet  purposes. 

We  positively  guarantee  the  quality,  finish,  etc.,  to  be  equal  to  that  of  any  other  similar 
article  now  on  this  market,  and  the  price  is  better. 

PRATT  &  FARMER  CO.,       48-52  E.  21st.  St.,  New  York 
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I  Extracts  Imported  from  France  I 


0"~  SIMON'S  ~*D 

f  FLEURS  de  FRANCE 

CONCENTRATED  PERFUMES 
ONE  DROP 
IS  ENOUGH 

Don't  use  More 


its. 


^de^leursde  frame 

^HnDg  in  qvh  u  S  Factories  from  pupe  5  imported  from  FRANCE  ^ 


Blown  Bottles 
Ground  Glass  Stopper 

With  dropper  attached.  Highly 
polished  nickel  top.  Lasting  and 
delicate  scents.  One  drop  is  worth 
many  drops  of  ordinary  perfume. 

Can  be  carried  in  a  bag  or  about 
the  person. 


=  Put  up  in  packages  of  three  dozen  bottles,  one  dozen  different  scents  equally  assorted. 
|  $24.00  per  gross  bottles. 


Importers 
Manufacturers 
Exporters 
Wholesalers 
Established  1873 
Incorporated  1898 


860  Broadway  New  York 

THE  NOVELTY  CORNER 


27  and  29 
East  17th  St. 
Running 
through  to 
32  and  34 
East  18th  St. 


~  (Broadway   and   17th  Street) 

Ti  iiaiiiiiiiiiiiaiiiiiiiiiiiiiiisi9iiiiiii!iiiiiiii>9Siiiiiiae3itiii;iiiiiiiiiiiiii  viiiiiiiiiiiiiiifiiFiiiiiiiiiiiiiiiiiitiiiiiiiiiiiiiiiiiiisiiiiiiiiiiiitiiiitiiiiiiiiiiiiiitiitiiRiiiiiiiiii 


KIRBY,  BEARD  &  CO. 


ESTABLISHED  167  YEARS 
London  Birmingham 

MANUFACTURERS 


LIMITED 

Redditch 


Velvet  Finish 

HAIR  PINS 

BLACK  and  BRONZE 

Invisible,  Straight  and  Crimped.     All  Sizes. 

"SUPERIOR"    -      -    Straight  Heavy 

"ONDULEE"     -      -   Crimped  Heavy 

"FLEXOR"        ....  Heavy 

"SCIENTIFIC"  ....  Heavy 

A  Full  Line  of 

PINS,  SAFETY  PINS,  NEEDLES,  FANCY  NEEDLE  CASES,  ETC. 
Catalogue  furnished  on  request 

DIECKERHOFF,  RAFFLOER  &  CO. 

SOLE  SELLING  AGENTS 

Broadway,  at  Prince  Street  New  York 


is  mil  ■ 


July,  1917 
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STANDARDSTANDARDSTANDARDSTANDARDSTAND  ARDSTANDARDSTANDARDSTANDA  RDSTAND  ARDSTAN  D 


Just  One  STANDARD  FASTENER 

per  card  retail,  twelve  fasteners  per  card 
either  black  or  white  and  in  any  of  the  four 

STANDARD  SIZES  MOST  WANTED:  000,  00,  0,  AND  1 

WE  PRINT  YOUR  STORE  NAME  ON  EVERY  CARD  WITH  YOUR  ORDER 
FOR  50  GT.  GROSS  AND  LARGER  QUANTITIES 


ASK 
YOUR  JOBBER 
TO 

SUPPLY  YOU 
WITH  "STANDARD" 
THEY  SELL  WELL 

AND  HELP  TO 
ADVERTISE  YOU 


It 


a,  3r  ft 


MADE  BY  THE 

STANDARD 
SNAP  BUTTON 
&  FASTENER 

COMPANY 

NEWARK,       N.  J. 


STANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDA  RDSTAND  ARDSTANDA  RDSTAND 


Largest  Exporters  of  the  Kind 

TOILET  BRUSHES 

DIRECT  TRANSACTIONS 


AWARDED 


Sakabe  &  Co. 
Osaka,  Japan 


Jiro  Sakabe 
Proprietor 


SAN  FRANCISCO  '% 
1915- 
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50  East  29th  Street 

New  York  City 

ILLUSTRATING,  ENGRAVING 
ADVERTISING  IDEAS 


.  Announce 

TO  THE  ADVERTISERS  AND  READERS  OF 


"Notions  &  Fancy  Goods 

a  special  engagement  to  execute 
Feature  Illustrations  for  this 
publication. 

We  are  equipped  to  turn  out 
any  kind  of  illustration  that  can 
be  drawn  in  line,  halftone, 
color,  etc.,  at  prices  to  meet  any 
and  all  competition.  One  day 
service  if  necessary. 

Our  originality  in  illustra- 
tions for  advertising  is  at  youi 
service. 

Call  us. 


Phcr 
3*    M-  d.  Sc 


This  Magazine 
is  its  own  best 
advertisement. 

vf/      ifr  if; 

To  our  Readers  we 
say  —  Each  advertiser 
has  confidence  in  you 
and  uses  this  direct 
means  to  acquaint  you 
with  timely  offerings. 

To  our  Advertisers  we 
say  —  A  big  audience, 
representing  great  buy- 
ing power,  watches 
these  pages  all  year 
round.  Month  by 
month  you  have  their 
friendly  eye. 


if/ 


McCREADY 
Publishing  Co. 

118  East  28th  Street      New  York 


July,  1917 
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SanforcTs  Bias  Seam  Tape  Put  up  on  Cards  or  Reels 
Marking  Initials  —  Notion  Specialties 


SANFORD  NARROW  FABRIC  CO. 

35 1  Fourth  Avenue  New  York 
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The  Spring  Snap  Fastener  With  the 
Turtle  Back  (Lies  Perfectly  Flat) 


Nationally  advertised  —  the 
leading  American  Snap  Fasten- 
er, that  has  built  a  demand 
by  sheer  superiority. 

The  only  American  Spring- 
Snap   Fastener,   made    in  all 


sizes,  from  0000  to  1,  in  both 
nickel  and  fast  black. 

A  10c.  Fastener  you  can  fea- 
ture with  the  certainty  that  it 
will  give  satisfaction. 

Send  for  samples  and  prices. 


THE  AUTOYRE  COMPANY,  Manufacturers 


A.  L.  CLARK  &  CO.,  Inc., 


SOLE  DISTRIBUTORS 
652  BROADWAY,  NEW  YORK 


Beautifully 
and  artistically 
carded 
and 

cartoned 


— 


HAOf  BY  AUTOYRE  COMPANY 


The  SO-E-Z  Cabinet- 
Holds  100  cards  in  assorted  sizes  in  black  and  white 
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Give  Your  Shop  a  Name 

By  HENRY  A.  RICHMOND 

Put  Yourself  in  the  Shopper's  Place — Would  You  Prefer  the 
Specialty  Shop  at  "2  West  21st  Street"   or  the  Specialty  Shop 
"At  the  Sign  of  the  Thread  and  Thimble?" 


OST  of  us  miss 
the  obvious  op- 
portunities— nev- 
er glimpse  them 
at  all  as  applying 
to  the  means  toward  our  own 
success,  until  somebody  else 
finds  the  switch  to  the  sign  that 
electrifies  attention.  And  we, 
the  ones  who  stood  in  the  light 
of  opportunities  so  obvious  that  we  ignored  them, 
say  that  we  thought  of  doing  the  thing,  thought  of  it, 
but  didn't  do  it  because  most  others  were  not  do- 
ing it. 

There  are  very  few  stores  that  call  out  to  every 
passerby  in  the  unmistakable  language  of  their 
business.  All  have  window  displays.  Everyone  in 
the  neighborhood  knows  that  on  such-and-such  a 
block  there  is  a  certain  kind  of  a  specialty  shop. 
But  what  do  they  call  it?  Your  name  is  above  the 
door  or  on  the  window,  but  don't  fool  yourself — 
very  few  people  remember  your  name  and  the  great- 
er part  of  the  population  in  the  neighborhod  speak 
of  your  store  only  as  the  notions,  or  trimming,  or 
jewelry,  or  whatever  specialty  shop  it  may  be, 
"around  the  corner"  or  "up  the  street."  Mighty 
vague.  No  character  to  that  sort  of  description. 
Yet  it  represents  the  mental  attitude  of  the  neigh- 
borhood toward  your  store. 

Give  it  a  name,  the  kind  of  a  name  that  spells  the 
kind  of  a  store  you  have.  Consider  the  enormous 
value  of  a  name — in  a  regiment,  for  instance ;  you 
couldn't  help  fighting  like  a  fiend  if  you  belonged 
to  the  "Black  Horse  Troop,"  the  "Red  Dragoons" 
or  the  "Blue  Hussars."  Whereas,  if  you  merely  be- 
longed to  the  "19th"  your  imagination  would  have  to 
gradually  build  up  a  fighting  picture  cut  of  a  host  of 
gallant  deeds. 

There  you  have  it !  The  shop  with  a  name  be- 
comes a  character  and  wins  a  reputation  for  itself. 
Attention  is  directed  to  it  and  immediately  upon 
the  coming  of  a  "Thread  and  Thimble"  shop  the 
neighborhood  has  a  definite  place  to  go  for  all  things 
that  the  sewing  art  requires.  The  name  and  sign 
become  the  symbol  of  the  shop  and  all  that  it  repre- 
sents, a  symbol  that  is  emblazoned  on  the  memory 
of  all  who  pass  your  way  and  may  pass  again,  but, 
passing,  will  pay  a  buying  tribute  to  the  shop  with 
so  clear  a  distinction. 

A  board  and  a  saw  and  paint  and  brush  are  all 
that  you  need  to  make  a  good  sign.  Take  your  pick 
of  any  of  the  ideas  that  are  suggested  in  the  illus- 
trations with  this  talk  on  the  subject.  Maybe  you 
will  think  of  a  name  that  is  different,  you  may  have 
had  one  in  mind  for  many  a  day,  but  by  all  means 
pick  out  a  name  for  your  shop  and  use  it. 


Besides  the  hanging  sign 
you  can  have  the  same 
idea,  whichever  one  you 
select,  painted  on  your 
window  or  on  a  panel  in 
your  show  case.  Then  re- 
produce it  on  all  the  sta- 
tionary you  use  and  print 
it  conspicuously  on  every 
circular  you  distribute.  It 


HANDBAG 

S  FANCY  GOODS  > 
SHOP  — 


can  be  put  on  blotters  if  you  distribute  blotters  in 
your  neighborhood. 

Think  of  all  the  goods  in  your  store  that  you 
sell  especially  well  because  they  have  a  distinctive 
name  which  the  makers  advertise  extensively  to  the 
public.  What  a  world  it  would  become  if  names 
were  not  used !  And  yet  the  average  specialty  shop 
fails  to  take  the  proper  advantage  of  the  value  that 
lies  in  a  name. 

Give  your  shop  a  name— that's  the  idea— there's 
the  plan.  Give  character  and  atmosphere  to  your 
business.  Just  around  the  corner  from  where  I 
live  (notice  that  "just  around  the  corner")  is  a  lit- 
tle specialty  shop  that  sells  cosmetics,  but  no  one 
who  ever  saw  it  could  forget  that  shop. 

Its  front  is  finished  in  dove  gray  and  the  back 
panel  of  the  show  window  has  a  shimmering  water 
scene  with  a  pink  moon  in  the  sky  overhead.  That's 
the  shop— The  Pink  Moon;  an  unforgettable  place 
with  fancy  bottles  and  boxes  of  perfumes,  creams 
and  powders  in  the  window.  Without  a  name  it 
would  have  been  one  of  many  stores  "around  the 
corner."  By  virtue  of  it  name  The  Pink  Moon  shop 
makes  irresistible  appeal  to  the  imagination. 

On  little  old  Manhattan  Island  there  are  sixty- 
five  concerns  which  have  the  "Paris"  name  craze, 
not  to  mention  twenty-seven  others  which  figure 
themselves  among  the  elect  by  virtue  of  the  use  of 
"Parisian"  for  a  front  name.  They  are  on  the  right 
road,  but  they  are  rather  crowding  the  Paris  idea  as 
a  vehicle.  How  much  more  appropriate  it  would  be 
to  use  a  name  that  applies  just  to  a  particular  store! 

While  it  is  more  than  a  little  bit  pleasing  to  see 
the  growth  of  the  French  idea  in  this  country,  even 
more  suitable  would  be  the  coming  along  of  "per- 
sonality shops,"  for  then  our  stores  would  have  real 
atmosphere,  one  of  their  own  making,  and  the  in- 
dividuality and  charm  of  them  would  be  great  in- 
deed. You  cannot  make  a  Paris  shop  by  merely  call- 
ing it  that,  but  you  can  make  a  wonderful  success 
of  naming  your  specialty  shop  in  keeping  with  its 
merchandise  and  its  own  peculiar  claim  on  public 
approval. 

Some  of  the  greatest  business  successes  have  been 
founded  on  a  good  store  "personality."  Be  an  ex- 
ponent of  real  ideas. 


My,  1917 
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The  Business  of  Winning  the  War 


AMERICA  is  now  engaged  in  the  supreme  task 
of  wrenching  the  world  back  upon  its  proper 
axis.  Temporarily  the  world's  gyroscope  has  been 
forced  out  of  its  proper  plane  and  until  it  is  righted 
by  men  who  still  see  clearly  through  the  haze  of 
blood  the  war  must  go  on.  The  gauntlet  has  been 
thrown — the  die  is  cast  and  America  has  given  her 
word  that  the  war  will  be  won  and  that  the  world 
will  have  its  honorable  peace. 

More  than  ten  millions  of  our  young  men  have 
placed  themselves  on  record  and  those  of  that  num- 
ber that  can  be  spared  will  take  active  part.  If 
these  be  not  enough  all  older  men  that  can  be  spared 
will  join  them  in  the  mighty  effort. 

But  from  this  time  forward  every  man,  woman 
and  child  can  and  will  do  all  that  it  is  humanly 
possible  to  hasten  the  day  when  the  world  shall  be 
safe  for  democracy. 

We  cannot  do  less  and  call  ourselves  men — we 
cannot  do  less  and  look  each  other  in  the  eye. 

With  the  idea  in  mind  of  learning  how  best  we 
could  serve  the  Nation  in  its  hour  of  trial  one  hun- 
dred editors  of  business  periodicals  journeyed  to 
Washington  and  studied  America's  war  problems. 

Five  members  of  the  President's  Cabinet,  Frank 
A  Vanderlip,  president  of  the  National  City  Bank 
of  New  York ;  Herbert  C.  Hoover,  food  administra- 
tor; Frank  Scott,  chairman  of  the  Munition  Board, 
Council  of  National  Defense,  and  about  a  dozen 
other  men  who  have  the  nation's  interests  locked 
in  their  hearts  addressed  the  editorial  convention. 
Deeply  in  earnest,  they  told  of  the  seriousness  of 
the  task  and  they  also  convinced  every  man  present 
that  our  leaders  in  high  places  are  straining  every 
nerve  in  working  as  men  never  worked  before  in 
order  that  America  shall  live  up  to  her  sacred  tradi- 
tions. 

We  learned  in  a  way  that  could  not  be  mistaken 
that  there  is  real  efficiency  in  Washington.  We 
learned  that  our  biggest  business  men  have  thrown 
every  personal  administrative  duty  aside,  going  to 
Washington  to  live  and  to  work  with  their  very 


soul  sweat  in  order  that  America  may  make  good  in 
her  great  undertaking.  These  men  are  proud  of 
their  opportunity  and  their  only  query  has  been : 
"Here  we  are — how  can  we  help?" 

Inspiring  lessons  like  these  call  for  a  co-operation 
of  every  one — a  co-operation  which  is  being  an- 
sewered  so  thoroughly  that  one  is  astounded  at 
the  might  of  a  nation  aroused  in  a  Just  Cause. 

We  need  men,  metals,  machinery  and  money.  And 
we  are  giving  them.  The  gunfire  of  Gettysburg  for 
three  days  is  equaled  in  seven  minutes  today.  There 
is  the  world  problem — and  with  America's  help  the 
world  will  answer  it. 

Our  press  is  going  to  suppress  the  news  that 
would  aid  or  give  comfort  to  the  enemy  and  when 
criticism  may  be  necessary  that  criticism  is  going 
to  be  honestly  patriotic  and  always  constructive. 

We  are  going  to  realize  that  silence  in  high  places 
is  the  real  evidence  of  efficiency,  that  our  leaders 
have  the  benefit  of  the  biggest  brains  in  the  country 
as  true  counsellors  and  that  the  heart  and  might  of 
our  citizens  is  behind  them. 

When  the  time  comes  to  take  in  the  harvests  men 
in  every  line  of  effort  are  going  to  turn  to  and  bring 
in  the  grain  for  the  farmer.  In  a  neighborly,  "barn- 
raising"  way  the  work  will  be  done. 

We  are  going  to  plow  and  plant  in  order  that  the 
world  may  be  fed  and  we  are  going  to  build  a  mer- 
chant fleet  that  will  solve  every  sea  problem. 

Mere  flag  waving  will  cease,  cabaret  patriots  will 
become  real  patriots  and  alcoholic  fervor  will  be 
transformed  into  practical  usefulness. 

We  are  going  to  watch  the  waste  and  still  pro- 
vide the  needed  fuel  to  keep  business  booming — 
not  necessarily  as  usual,  but  in  a  more  efficient  way 
than  ever.  War  is  serious  business,  and  if  it  shall 
temporarily  affect  us  we  are  going  to  take  our 
medicine  like  men. 

Last  of  all  we  are  going  to  buy  every  Liberty 
loan  bond  that  our  Uncle  Sam  shall  offer  us  in 
order  that  we  shall  make  good  this  man  sized  busi- 
ness of  winning  the  war. 
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Securing  Summer  Business  in  Notions 

Some  Suggestions  to  the  Notion  Buyer  As  to  How  He  Can  Prevent  the  Season  From  Being  Dull  and 

Unprofitable. 


OW  that  summer  is  here  in  earnest 
are  you,  Mr.  Notion  Buyer,  going  to 
sit  down,  fold  your  hands  and  say 
"nothing  can  be  done  in  a  business 
way  until  the  fall  season  opens"? 
Are  you  going  to  accept  the  old  time  theory  that 
business  in  July  and  August  is  always  dull  and 
that  there  is  no  use  trying  to  make  it  otherwise, 
or  are  you  going  to  adopt  modern  methods  and 
bend  every  effort  to  keep  things  moving  whether 
the  weather  be  hot  or  cold,  wet  or  dry  or  whether 
the  general  business  of  the  store  is  dull  or  brisk? 

Naturally  business  will  be  somewhat  dull  dur- 
ing the  heated  season,  but  the  word  "dull"  is  only 
relative.  While  sales  will  not  be  as  large  in  July 
and  August  as  they  were  in  preceding  months, 
they  can  be  made  satisfactory  and  profitable.^ 
While  a  holiday  business  cannot  be  expected  in 
midsummer  a  business  can  easily  be  done  that  is 
more  than  commensurate  with  dull-season  expecta- 
tions. 

The  first  thing  to  do  is  to  acquaint  your  sales 
force  with  your  determination  to  do  things,  and 
get  their  co-operaticn.  Get  them  into  the  "I  will" 
or  better  still  the  "we  will"  mood.  Get  them  to 
realize  the  fact  that  while  there  is  not  so  much 
trade  in  summer  as  in  other  seasons  of  the  year, 
a  good  and  satisfactory  business  can  be  done.  Ex- 
plain to  them  that  people  have  to  live,  to  eat,  to 
dress  and  to  be  amused,  and  that  the  whole  buying 
community  is  going  to  stay  on  earth  even  if  it  is 
midsummer.  So  cut  the  word  "dull"  out  of  your 
vocabulary,  put  "brisk"  in  its  place  and  get  busy. 

The  point  we  wish  to  bring  home  to  you  is  this : 
There  is  plenty  of  business  to  be  secured  during 
the  summer  season,  but  it  requires  more  effort  to 
get  it  than  at  other  times ;  more  planning,  more 
thinking,  more  salesmanship  and  more  and  better 
advertising. 

At  no  time  of  the  year  should  more  care  be  taken 
to  make  the  advertising  original  and  effective  than 
now.  A  good  idea  would  be  to  offer  prizes  for 
business  suggestions,  announcing  that  the  names 
of  the  successful  contestants  would  be  publicly  ad- 
vertised.   Work  out  a  plan  for  connecting  the  con- 


test with  the  merchandise.  This  of  course  would 
vary  according  to  the  size  of  the  store  and  to  suit 
the  class  of  customers  patronizing  it.  The  idea  be- 
ing of  course  to  induce  the  people  to  read  the  ad- 
vertisements and  visit  the  store. 

A  good  plan  would  be  to  require  contestants  to 
deliver  their  suggestions  in  person,  to  the  store : 
this  would  tend  to  increase  their  interest  in  the  con- 
test. If  the  prizes  offered  should  be  of  any  con- 
siderable value,  a  vote  could  be  given  to  every 
purchaser  of  goods  to  a  certain  amount.  There 
are  numbers  of  ways  in  which  this  can  be  done,  but 
the  thing  is  to  do  it — and  do  it  before  some  of  your 
competitors  do.  Inaugurate  a  series  of  special  sale 
days,  featuring  attractive  "leaders"  in  seasonable 
merchandise.  People  like  to  look  forward  to  special 
events,  particularly  low  price  or  bargain  events. 

Tell  the  people  in  your  ads.  that  you  have 
adopted  for  the  summer  season  an  entirely  new 
merchandising  feature.  Tell  them  that  every  Fri- 
day or  whatever  day  you  think  best — is  to  be  a 
day  of  especially  attractive  offerings  in  the  Notion 
department.  Call  the  series  Special  July  Fridays 
or  August  Fridays,  or  whatever  day  you  may  de- 
cide upon,  and  adopt  a  special  characteristic  type 
set-up  and  headline  scheme,  and  after  adopting 
them  stick  to  them  consistently  during  the  bal- 
ance of  the  season. 

This  special  type  display  is  more  important  than 
appears  upon  its  face.  It  makes  the  advertising 
interesting — different.  A  carefully  thought-out 
merchandising  plan  must  furnish  the  groundwork 
for  the  idea.  It  must  be  worked  out  by  each  in- 
dividual buyer.  It  will  surely  bring  results  if 
carefully  and  intelligently  done. 

Work  the  plan  out  to  best  suit  your  needs,  then 
carry  it  out  in  your  advertising.  It  will  stimulate 
your  business  by  days  and  by  departments — a 
double  drawing  influence. 

But  don't  try  this  plan  unless  you've  determined 
to  do  it  continuously  and  consistently  throughout 
the  months  of  July  and  August. 

We  cannot  close  this  article  without  impressing 
the  Notion  buyer  with  the  importance  of  having 
competent  and  experienced  salespeople.    All  the 
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efforts  of  the  buyer  will  go  for  naught  if  not  backed 
up  by  the  right  sort  of  help.  He  must  not  attempt 
to  economize  in  the  running  expenses  of  his  de- 
partment by  employing  cheap  and  inexperienced 
salespeople. 

We  recognize  of  course  the  difficulty  that  is 
often  experienced  in  the  securing  of  the  right  sort 
of  help,  but  by  diligently  seeking,  salespeople  who 
measure  up  to  the  requirements  of  the  department 
can  be  had,  and  when  secured  their  worth  cannot 
be  properly  estimated  or  compared  with  the  inex- 
perienced, sluggish  and  irresponsible  help  which  is 
too  often  found  behind  the  notion  counter. 

If  it  is  not  possible  to  have  all  the  people  em- 
ployed of  the  proper  calibre,  at  least  the  majority 
should  be  experienced  in  the  line  and  be  capable  of 
imparting  the  information  they  possess  to  those 
who  are  less  fortunately  situated. 

The  green  clerk  who  knows  nothing  of  the  stock 
and  its  proper  management,  or  the  prices  of  the 
articles  in  the  department,  has  practically  nothing 
to  offer  to  a  prospective  customer  in  the  way  of 
timely  suggestions  and  her  inefficiency  is  more 
than  likely  to  represent  a  trade  loss  rather  than  a 
profit. 


THE  SELLING  OF  BIAS  FOLD  TAPES. 

THE  constantly  advancing  prices  of  cotton  has 
naturally  had  the  effect  of  increasing  the  cost 
of  many  notion  articles  in  which  cotton  is  the  most 
important  factor.  Bias  fold  tapes,  the  better  sorts 
of  which  are  made  of  long  staple  cotton  which  is  not 
only  high  priced  but  hard  to  secure,  have  been  par- 
ticularly effected,  and  unless  a  radical  change  takes 
place  in  the  near  future  will  still  further  advance  in 
price. 

The  result  of  the  present  high  cost  of  the  better 
grades  of  cotton  has  been  that  the  many  cheap 
grades  of  bias  fold  tapes  which  have  been  put  on  the 
market  to  meet  a  supposed  demand  have  had  a  rather 
extensive  sale. 

The  tendency  on  the  part  of  many  notion  buyers 
towards  the  selling  of  cheap  and  low  grade  merchan- 
dise to  meet  a  temporary  demand  is  most  demoraliz- 
ing to  the  trade  in  general,  and  if  persisted  in  will 
tend  to  eliminate  to  a  very  large  extent  profits  on 
what  should  be  one  of  the  most  profitable  lines  sold 
in  the  notion  department. 

The  better  plan  for  them  to  adopt  is  to  feature  the 
better  grades  which  are  sure  to  give  satisfaction  to 
the  customer.  These  are  now  put  up  in  six-yard 
lengths  and  retail  with  an  exceptionally  good  mar- 
gin of  profit  at  10  cents.  If  these  are  pushed  instead 
of  the  low  grade  and  unsatisfactory  merchandise 
which  is  so  frequently  put  up  in  twelve-yard  lengths 
to  sell  at  10  cents,  not  only  is  a  larger  profit  secured, 
but  the  reputation  of  the  concern  for  selling  good 
merchandise  is  sustained. 


CLERKS'  SUGGESTIONS. 

IF  you  laugh  at  the  suggestions  made  by  your 
clerks  and  never  put  them  into  effect,  they  will 
cease  making  them  and  their  interest  in  the  business 
will  wane. 


TRADE  BENEFITS  BY  THE  SHELTON  LOOMS 
FASHION  SHOW 

THE  Shelton  Looms  Fashion  Show  stimulates 
the  designing  art  in  America.  By  means  of 
successive  annual  shows,  American  ideas  and  de- 
signs will  reach  a  higher  plane  of  originality,  and 
the  industry  will  be  placed  on  a  much  sounder  artis- 
tic as  well  as  financial  basis. 

The  prosperous  automobile  industry  was  a  weak 
and  struggling  infant  when  cloaks  and  suits  were 
a  powerful  and  leading  industry.  The  motor  cars 
were  copies  and  imitations  of  the  French  makes.  So 
long  as  imitation  was  the  rule,  the  business  of  auto- 
mobile manufacturing  was  not  flourishing.  The  an- 
nual automobile  show  has  been  a  great  factor  for 
creating  interest  in  American  made  and  designed 
cars,  and  has  helped  place  automobiles  among  the 
leading  manufacturing  interests  in  the  United 
States. 

The  Shelton  Looms  Show  leads  to  the  improve- 
ment of  American  fashions  and  the  accumulated  work 
of  successive  shows  will  tend  to  the  elevation  of 
the  designing  art  in  America,  as  well  as  producing 
actual  business  for  American  manufacturers. 

As  in  past  years  the  exhibition  will  be  held  for 
cloak  and  suit  buyers  at  the  Ritz-Carlton  Hotel,  New 
York,  this  year's  dates  being  August  22  and  23.  The 
expenses  of  the  show  will  be  defrayed  by  Sidney 
Blumenthal  &  Co.,  Inc. 

The  benefits  to  the  trade  in  developing  original 
ideas,  publicity  and  added  reputation,  as  well  as  in- 
creased sales,  is  responsible  for  the  sensational  suc- 
cess of  the  Fashion  Show  in  previous  years. 

The  decision  of  Sidney  Blumenthal  &  Co.,  Inc., 
to  repeat  the  Fashion  Show  for  mutual  benefit  has 
met  with  the  unqualified  approval  of  the  cloak  and 
suit  trade.  The  progressive  element  in  the  trade  has 
come  to  realize  that  the  pioneer  work  of  the  Shelton 
Looms  in  fomenting  interest  in  a  National  fashion 
show,  not  for  the  benefit  of  Paris,  but  for  this  coun- 
try, should  be  carried  on. 

It  was  in  response  to  many  requests  from  cloak 
and  suit  manufacturers  and  also  inquiries  from 
buyers  that  Sidney  Blumenthal  &  Co.,  Inc.,  decided 
to  continue  the  show. 


WOMAN'S   HIGH   HEELED   SHOES  WORSE 
THAN  U-BOATS 

HIGH-HEELED  shoes  worn  by  women  are  of 
greater  danger  to  the  country  than  the  Ger- 
man submarines,  the  Springfield,  111.,  House  License 
Committee  was  told  by  the  proponents  of  a  bill  to 
limit  the  height  of  shoe  heels  to  one  and  one-eighth 
inches.  They  said  that  foot  troubles  caused  eighty 
per  cent,  of  the  rejections  of  army  applicants  and 
that  these  troubles  were  inherited  from  mothers 
who  wore  high-heeled  shoes. 


ACCOMPLISHMENT. 

WHEN  you  set  out  to  accomplish  something, 
the  less  time  you  spend  in  listening  to  the 
fellow  who  stands  around  and  says  it  can't  be  done, 
the  sooner  you  will  do  it. 


July,  1917 


25 


Hand  Bags  Run  to  Novelties 

Notwithstanding  the  War  Parisian  Makers  are  Producing  Some  Remarkable  and  Unique  Novelties. 


HILE  the  business  which  has  been 
done  in  ladies'  hand  bags  during  the 
past  few  months  has  been  fairly  satis- 
factory, it  has  not  been  of  such  a  vol- 
|Ume  as  to  enthuse  manufacturers  to 
any  considerable  extent.  The  favor 
which  is  being  accorded  to  the  large  fabric  bags  called 
knitting  bags,  which  since  the  government  has 
been  advocating  the  carrying  home  of  small  packages 
by  purchasers  of  small  articles,  are  being  largely  used 
as  shopping  bags,  is  more  than  likely  to  cut  into  the 
sales  of  fancy  hand  bags  to  a  considerable  degree,  and 
some  manufacturers  of  the  latter  kind  of  goods,  par- 
ticularly those  making  leather  hand  bags  are  fear- 
ful of  the  future. 

However,  the  sample  rooms  of  the  leading  manu- 
facturers show  no  signs  of  discouragement ;  on  the 
contrary  the  display  of  handsome  and  artistic  bags 
of  original  design  is  perhaps  larger  and  more  com- 
prehensive than  ever  before. 

The  one  great  feature  which  distinguishes  the 
present  display  of  ladies'  handbags  is  the  fact  that 
hardly  two  bags  are  of  like  character  in  design, 
though  they  all  use  the  same  general  range  of  high 
colors,  thus  coming  into  good  agreement  with  other 
fashion  articles  which  lead  in  public  favor. 

Leather  handbags  are  so  scarce  that  they  are  close 
to  becoming  a  curiosity.  It  stands  to  reason  that 
fabric  cannot  remain  popular  over  many  successive 
seasons,  though  there  is  no  chance  of  their  failing  in 
popularity  very  soon,  but  the  problem  that  occupies 
the  trade  is  what  to  use  in  place  of  fabric.  Leather 
substitutes  of  one  kind  or  another  may  come  into 
vogue  but  the  trade  is  averse  to  offering  anything 
that  is  called  a  substitute.  Meanwhile  the  famous 
words,  "What's  in  a  name?"  are  answering  their  own 
question  by  showing  the  impracticability  of  market- 
ing goods  that  bear  the  stigma  which  somehow  at- 
taches to  the  word  substitute. 

Owing  to  the  fact  that  the  fabric  bags  being  sold 
at  present  are  of  the  draw-string  variety,  requiring 
no  frames,  the  manufacturers  of  leather  hand  bags 
are  experiencing  no  difficulty  in  getting  all  the  frames 
needed,  a  condition  that  is  appreciated  to  the  fullest 
extent.  The  securing  of  suitable  frames  has  always 
been  the  chief  source  of  leather  bag  manufacturers' 
troubles. 

Beaded  Bags  Continue  to  be  Favored 

Beaded  bags  continue  to  be  the  most  popular, 
largely  because  of  the  wonderful  possibilities  which 
the  use  of  steel  and  colored  beads  admit  of.  They 
are  being  shown  in  an  almost  endless  variety  of 
shapes  and  ornamented  in  a  thousand  different 
ways. 

Books  are  fashioned  of  the  plain  color  Khaki-Kool 
also  and  trimmed  with  borders  of  patent  leather  in 
a  little  cut  out  pattern.  Bead  trimmings  are  noticed 
on  many  of  the  sports  models,  and  linings  show 
brocaded  self  tones  as  well  as  plain  and  striped 
poplins. 


Amongst  the  recent  novelties  in  fancy  leather 
goods  is  a  line  of  vanity  cases  of  beautiful  pastel  col- 
orings. Each  case  is  handsomely  tooled  in  gold, 
lined  with  rich  colored  satins  and  fitted  with  dainty 
pin  cushion,  face  powder,  powder  puff  and  a  lip 
stick  holder. 

Recent  Parisian  Novelties  in  Handbags 

Despite  the  war,  Paris  is  hard  at  work  producing 
novelties  for  the  American  market,  and  that 
Parisians  have  lost  none  of  their  ingenuity  is 
shown  by  the  many  new  ideas  being  brought  out 
and  shipped  to  this  country.  In  a  recent  shipment 
of  ladies'  hand  bags  many  handsome  and  novel 
ideas  are  shown.  One  entirely  new  idea  is  the  com- 
bination of  solid  bead  work  with  sections  of  solid 
embroidery  done  with  fine  gold  threads  in  run 
stitch  as  a  background  for  a  pattern  and  studded 
with  tiny  beads  at  intervals. 

Egyptian  coloring  in  stripes  is  carried  out  in  an 
unusual  bag  with  embroidery  in  gold  threads  set 
with  tiny  beads.  The  stripes  vary  in  width  and  are 
in  dull  reds,  greens  and  blues  with  pale  yellow  in 
fine  lines  marking  off  these  stripes.  The  bag 
shape  is  quite  large,  longer  than  it  is  wide,  and 
shaped  off  at  the  lower  edge.  The  striped  body  is 
broken  irregularly  at  the  top  on  each  side  with  the 
embroidered  design  in  gold  with  a  cherry  cluster  in 
natural  sized  fruit  in  the  center,  in  dull  red  and 
shaded.  The  bag  is  lined  with  brocaded  satin 
showing  the  same  blended  colorings,  and  is  drawn 
up  with  strings  one  inch  wide  and  beaded  solidly  in 
bag  colors. 

"The  Militaire"  is  the  name  given  to  an  ex- 
quisitely made  bag,  shaped  like  a  saddle  bag,  18 
inches  in  length  and  beaded  solidly  in  tiny  beads 
in  gendarme  and  navy  blue  with  an  apple  design 
on  each  side,  in  rose  and  blue,  and  green  leaves  in 
a  navy  ground,  the  lighter  blue  being*  toward  the 
top  of  the  bag.  The  lining  is  in  matching  colors 
in  a  brocade  with  trumpet  flowers  over  the  surface. 

A  sunburst  design  in  fine  steel  beads  is  the  decora- 
tion on  one  side  of  a  clever  blue  velvet  pouch- 
shaped  bag,  having  for  its  closing  a  long  cut  steel 
linked  chain,  drawn  through  round  rings  of 
burnished  steel.  Bow  knots  are  scattered  over  the 
reverse  side  of  the  bag,  and  tassels  of  steel  beads 
finish  the  lower  edge. 

Long  flange  sides  solidly  beaded  in  steel  beads 
with  a  spray  of  tiny  red  roses  inside,  are  the  dis- 
tinguishing decorations  on  a  navy  silk  bag  shaped 
like  the  above,  only  slightly  larger.  The  rose  pat- 
tern is  carefully  shaded  in  both  leaves  and  foliage, 
this  part  being  done  in  finer  beads  so  tiny  that  the 
design  appears  to  be  painted. 

A  velvet  bound  frame  having  a  heavy  chain 
handle  is  the  finish  for  a  novel  melon  shaped  bag 
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of  blue  velvet,  studded  over  the  entire  surface  with 
large  steel  nailheads,  each  head  outlined  with  two 
rows  of  fine  steel  beads.  A  large  steel  tassel 
finishes  the  lower  part  of  this  model. 

A  new  moon  in  steel  beads  with  the  light  rays 
in  blue,  is  the  original  design  used  to  decorate  a 
blue  moire  silk  bag,  having  a  flounced  side  and  a 
shirred  bottom  and  completed  with  a  huge  tassel  of 
silk.  This  bag  is  bordered  with  several  close  rows 
of  beads,  lined  with  fancy  silk  in  matching  colors, 
and  drawn  up  with  silk  strings  beaded  to  match  the 
bag. 

Demand  for  Chinese  Mandarin  Bags. 

Recently  there  has  been  a  decided  revival  of  the 
demand  for  Chinese  Mandarin  handbags.  Import- 
ers are  showing  some  very  attractive  lines.  Prac- 
tically all  the  Chinese  handbags  now  on  the  market 
are  made  from  sections  of  Chinese  Mandarin  coats 
and  skirts.  Owing  to  the  growing  popularity  of 
the  European  costume,  which  has  been  adopted  to 
a  considerable  extent  by 
the  wealthier  classes, 
the  Oriental  garments 
formerly  worn  have 
been  thrown  on  the  mar- 
ket and  bought  up  by 
speculators. 

In  consequence  of  this 
development  a  number 
of  Mandarin  bags  now 
offered  for  sale  are  made 
from  garments  formerly 
worn  by  some  of  the 
highest  dignitaries  of 
the  Chinese  Empire, 
many  of  them  bearing  in 
some  way  the  insignia  of 
the  rank  of  the  wearer, 
dragons,  storks  and  pea- 
cocks being  most  prom- 
inent. 

The  embroideries  on 
these  bags  are  in  many 
instances  most  wonderful  productions,  ornate  with 
gold  and  silver  decorations,  a  large  proportion  of 
them  being  genuine  antiques,  although  some  of  them 
are  modern  examples  of  Chinese  art.  That  these 
beautiful  creations  were  never  meant  to  be  used  for 
commercial  purposes  is  shown  by  the  infinite  care 
which  has  been  taken  in  their  construction. 

The  finest  examples  of  Mandarin  bags  are  made 
from  the  piece  of  gold  and  silk  thread  embroidery 
which  forms  the  back  or  shoulder  piece  in  the  official 
robe  of  a  Mandarin.  The  back  of  the  bag  shows  the 
same  embroidery,  but  with  a  seam  down  the  middle. 
This  is  caused  by  the  two  front  pieces  being  pieced 
to  make  a  similar  piece  to  the  back.  The  robe  fas- 
tens in  front  closely,  and  the  pattern  is  a  continuous 
one,  so  that  the  piecing  is  inconspicuous  and  at  the 
same  time  a  guarantee  of  the  genuineness  of  the  em- 
broidery. Many  of  these  patterns  are  indicative  of 
the  highest  rank  and  learning  in  China,  and  they  are 
certainly  the  most  beautiful  which  have  come  into 
this  country  for  many  years. 


Some  of  these  bags  are  really  marvels  of  beauty 
and  magnificence,  the  quality  of  the  embroidery  and 
the  color  blending  absolutely  defying  description. 
They  are  made  both  with  and  without  frames,  the 
drawstring  variety  being  the  most  numerous.  In 
many  cases  the  frames  are  ornamented  with  imita- 
tion precfous  stones  of  colors  to  match  the  prevail- 
ing tones  of  the  bag. 


By  Courtesy  of  Ignaz  Strauss  ct  Co. 


AGAIN,  AGAIN,  AGAIN,  AND  THEN  AGAIN. 

MOST  of  the  thoughts  that  will  impress  people 
are  thoughts  which  they  themselves  have  had, 
or  nearly  had.  The  thought  that  pursues  the  beaten 
path  through  the  human  mind  is  the  thought  that 
oftenest  finds  a  lodging  place  there. 

When  we  tell  a  man  that  which  he  knows  already, 
he  agrees  with  us  and  admires  our  insight.  The  art 
is  in  the  telling — in  bedecking  the  thought  anew. 

Theodore  Roosevelt  has  been  credited  with  having 
"discovered"  most  of  the  Ten  Commandments.  But 
he  has  done  more.    He  has  dramatized  them. 

We  knew  about  the 
Ten  Commandments, 
but  as  he  staged  them, 
one  after  another,  in  new 
surroundings,  their  force 
was  impressed  upon  us 
anew,  for  old  thoughts 
are  like  old  friends,  they 
are  more  than  welcome. 

All  of  which  is  merely 
the  iteration  of  the  power 
of  iteration.  So  many  of 
us  want  to  argue  with 
the  prospect  in  our 
anxiety  to  sell  him — 
want  to  try  to  get  new 
thoughts  into  his  mind 
when  the  old  thoughts 
he  has  been  having  all 
his  life  can  be  brought 
into  play  and  made  to 
dovetail  with  that  which 
we  want  him  to  believe. 
To  get  the  thought  into  the  mind  of  the  other 
fellow  again  and  again — sugar-coated,  maybe,  or 
dramatized — but  to  get  it  there  again  and  again  until 
it  becomes  as  familiar  as  an  old  friend — after  all, 
that  is  real  advertising. — Associated  Advertising. 


SUGGESTIONS  WARMLY  WELCOMED. 

THAT  the  trade  journal  has  been  largely  in- 
strumental in  developing  the  modern  science 
of  merchandising,  and  placing  it  upon  the  plane  it 
now  occupies,  is  generally  conceded.  Properly  con- 
ducted, a  trade  paper  is  a  valuable  aid  to  manufac- 
turer, importer  and  retailer  alike,  and  can  be  made 
considerably  more  so  by  the  co-operation  of  its 
readers. 

This  paper  is  more  than  anxious  to  be  of  service 
to  the  trade  it  represents,  and  in  order  to  still 
further  enlarge  its  scope  of  usefulness,  welcomes 
most  warmly  suggestions  and  ideas  from  its  friends 
and  subscribers. 

If  you  have  an  idea  send  it  in. 
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INCREASING    BUSINESS   IN  DEPARTMENT 
STORE  JEWELRY 

THERE  is  every  evidence,  as  Brother  Jackson 
said,  "that  the  world  do  move"  and  that 
things  are  no  longer  done  as  they  used  to  be  done.  In 
no  branch  of  business  is  this  fact  more  evidenced 
than  in  that  of  jewelry. 

There  was  a  time,  and  that  not  many  years  ago, 
when  no  woman  of  refinement  would  permit  herself 
to  wear  imitation  jewelry.  But  the  art  and  skill  of 
the  modern  jeweler  has  overcome  such  scruples. 
Now  women  who  have  fortunes  in  precious  gems 
vie  with  the  women  of  moderate  means  in  the  search 
for  dainty  novelties  of  semi-precious  stories  and  the 
craze  for  the  eccentric  and  odd  in  jewelry. 

American  jewelers  have  had  considerable  influence 
in  the  spread  of  wearing  imitation  jewelry,  as  they 
have  supplied  the  constantly  growing  demand  with 
surpassing  skill.  The  up-to-date  American  manufac- 
turer, whether  he  specializes  in  precious  or  semi- 
precious stones  or  their  various  imitations,  always 
displays  good  taste  and  artistic  skill  in  his  work. 
Hence  it  is  not  surprising  that  his  efforts  are  met 
with  quick  appreciation  by  the  fashionable  woman  of 
the  day. 

Much  of  the  imitation  jewelry  is  so  exquisitely  set 
that  only  experts  can  tell  the  difference.  Skill  ard 
artistry,  good  taste  and  simplicity  of  design  com- 
bine to  make  it  as  like  the  real  as  possible.  Never 
before  has  the  setting  of  jewels  attained  such  light- 
ness and  grace,  and  the  use  of  platinum  in  the  setting 
has  almost  usurped  the  place  of  gold. 

The  American  manufacturer  who  seeks  a  high 
place  in  jewelry  circles  employs  the  most  artistic 
designers  that  it  is  possible  to  secure,  with  the  result 
that  American  made  jewelry  today  is  as  original  and 
as  artistic  as  that  produced  in  any  other  country  in 
the  world.  No  longer  do  the  wives  of  the  rich  have 
to  depend  upon  Europe  for  their  jewelry,  notwith- 
standing the  fact  that  they  demand  that  their  jewelry 
be  as  exclusive  and  original  as  their  Paris  made 
gowns.  They  also  demand  that  their  jewelry  must 
be  of  the  finest  workmanship  and  materials,  combin- 
ing with  these  qualities  individuality  of  pattern  and 
artistic  beauty. 

As  a  result  of  these  conditions,  which  American 
manufacturers  were  not  slow  to  take  advantage  of, 
the  leaders  in  the  line  now  employ  men  who  devote 
their  entire  time  to  the  creation  of  exclusive  and 
pleasing  designs,  and  are  constantly  alert  to  grasp 
every  suggestion  that  will  result  in  the  production 
of  original  and  fascinating  articles  of  adornment. 
The  position  that  American  made  jewelry  holds  to- 
day shows  how  well  they  have  succeeded. 


HOTEL  OF  GRANT  AND  ARTHUR  TO  MAKE 
WAY  FOR  LOFT 

ONCE  the  temporary  abode  of  such  notables  as 
General  Grant,  President  Arthur,  Mme.  Sarah 
Bernhardt,  Roscoe  Conkling  and  Mark  Twain,  the 
old  St.  Denis  Hotel,  at  Broadway  and  Eleventh 
street,  will  in  the  near  future  bow  under  the  weight 
of  years  and  before  the  advance  of  the  times  and 


close  its  doors  to  make  way  for  a  loft  building,  less 
artistic  and  sentimental  perhaps,  but  in  the  eyes  of 
the  owners  of  the  land  more  practical  and  remunera- 
tive. The  Renwick  Estate,  which  owns  the  site,  an- 
nounces failure  of  the  management  to  keep  pace 
with  the  modern  ideas  in  hotel-keeping  and  the 
changed  character  of  the  neighborhood  were  the 
reasons  which  caused  the  decision. 

The  hotel  was  opened  with  much  ceremony  in 
June,  1853,  and  drew  considerable  patronage  from 
the  West  and  South.  It  was  at  the  St.  Denis  that 
Mme.  Sarah  Bernhardt  lived  while  on  her  first 
American  tour  and  that  General  Grant  began  his 
famous  memoirs.  The  General  had  some  difficulty 
in  getting  a  start,  and  to  coach  him  Mark  Twain, 
whose  company  published  the  book,  too*k  a  room 
at  the  hotel  for  more  than  three  months. 


PAR  COLLECTION  OF  CHECKS  MAY  SOON 
BE  IN  FORCE. 

THE  Federal  Reserve  Board  is  in  favor  of  mak- 
ing checks  good  for  payment  at  one  hundred 
cents  on  the  dollar  whenever  and  wherever  pre- 
sented and  the  recent  Conference  Report  is  taken  to 
mean  that  the  par  collection  system  will  become  a 
part  of  the  Federal  Reserve  Act  upon  its  receiving 
the  signature  of  the  President. 

Thomas  A.  Fernley,  secretary-treasurer  of  the 
National  Wholesale  Dry  Goods  Association,  says : 
"We  know  of  cases  where  a  check  for  $2  or  $3  was 
subject  to  a  payment  and  collection  charge  of  30 
cents  and  40  cents,  and  it  is  obvious  that  such 
charges  were  in  the  nature  of  graft  and  not  in  accord 
with  modern  merchandising  and  modern  banking." 

Happily,  the  Government  is  bending  its  efforts  to 
assist  commercial  efficiency.  Nobody  likes  to  dis- 
cover that  an  order  for  merchandise  has  dwindled 
fifteen  per  cent,  in  delivery  and  the  same  rule  is 
equally  good  for  checks.  A  dollar  should  not  be 
subject  to  shrinkage  because  transmitted  by  check. 


NEW  YORK'S  GREATER  CITY  DIRECTORY 
IS  ALSO  STATISTICAL 

THE  new  city  directory  for  Greater  New  York, 
just  out,  contains  many  items  of  interest. 
This  latest  and  most  ambitious  of  the  R.  L.  Polk 
Company's  great  publications  on  the  subject  of 
municipal  statistics,  not  only  acquaints  one  with  the 
name  and  address  of  each  of  New  York's  6,000,000 
inhabitants,  but  points  out  such  unique  facts  as 
these : 

The  first  name  in  the  directory  is  Emil  Aaby.  The 
last  is  Ignatz  Zzisko.  The  longest  name  is  Spiros 
Papathanasopulos.  The  shortest — two  are  tied  for 
the  honor — are  Re  and  Of. 

The  Cohens  have  outdistanced  the  Smiths  in  the 
matter  of  numbers  listed  in  the  directory — there  be- 
ing 49^  columns  of  Cohens  and  46^4  columns  of 
Smiths.  The  Browns  are  in  third  place  and  the 
Levys  are  fourth. 

Thirty  tons  of  metal  were  used  in  the  40,000,000 
"ems"  of  type  necessary  for  the  1917  edition. 
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Notions  and  Fancy  Goods 


The  Growth  of  Business  in  Toilet  Goods 


HE  toilet  goods  departments  of  the 
country  have  assumed  an  importance 
in  the  world  of  trade  that  was  hardly 
dreamed  of  a  few  years  ago.  From 
being  a  department  which  was  often 
considered  of  no  importance  it  has  steadily  gained  in 
business  and  importance  until  today  it  is  considered 
one  of  the  best  in  the  store. 

A  very  large  part  of  the  credit  due  for  the  changed 
condition  of  affairs  is  the  tremendous  amount  of 
money  spent  by  manufacturers  and  importers  in  the 
advertising  and  exploiting  of  their  various  special- 
ties. If  the  actual  amount  of  money  spent  in  this 
way  for  making  known  the  excellences  and  virtues 
of  the  various  kinds  of  perfume,  tooth  and  toilet 
powders,  soaps,  manicure  articles,  etc.,  could  even 
be  approximately  stated,  it  would  doubtless  stagger 
even  those  most  familiar  with  the  subject.  We  are 
creditably  informed  that  one  importer  alone  spends 
over  a  hundred  thousand  dollars  a  year  in  exploit- 
ing his  particular  brand. 

The  tremendous  publicity  secured  by  the  expendi- 
ture of  so  much  money  is  of  decided  benefit  to  the 
retailer,  if  he  is  only  wise  enough  to  take  advantage 
of  it. 

Every  line  of  advertising  put  out,  or  every  in- 
ducement for  the  manufacturer  or  importer  to  pur- 
chase his  product  makes  it  so  much  easier  for  the 
merchant  to  do  business  and  realize  the  accruing 
profit. 

There  is  another  side  to  this  matter  of  advertising 
which  is  frequently  overlooked  by  the  retailer,  and 
that  is  that  good  forceful  advertising  does  more 
than  create  a  temporary  demand.  The  reiteration 
of  the  value  and  use  of  a  certain  article  creates 
the  impression  in  the  public  mind  that  the  article 
in  question  is  an  actual  necessity — thus  adding  to 
the  business  of  the  retailer.  Another  thing,  the  user 
of  an  article  which  has  been  placed  by  means  of 
advertising  at  the  head  of  all  other  goods  of  a  sim- 
ilar character,  feels  a  sense  of  superiority — the  con- 
sciousness of  being  on  a  level  with  other  people  of 
supposedly  good  taste,  and  frequently  takes  pains 
to  make  the  fact  public,  to  the  manifest  advantage 
of  the  man  who  makes  it  and  the  dealer  who  sells  it. 

Standardization  a  Result  of  Advertising. 

In  the  broader  sense,  the  success  of  advertising 
depends  absolutely  upon  permanency — the  estab- 
lishment of  a  reputation,  which  is  trade-mark  value. 


The  manufacturer  who  undertakes  an  advertising 
campaign  must  positively  establish  and  maintain 
a  certain  standard  of  quality  that  shall  not  vary  so 
long  as  he  wishes  to  see  his  business  grow. 

With  advertising  came  standardization.  Anyone 
can  buy  to-day  an  advertised  brand  of  soap,  tooth 
brushes,  tooth  powders  and  pastes,  safety  razors, 
shaving  cream,  household  antiseptics,  or  any  of  a 
hundred  other  toilet  accessories,  with  the  assurance 
that  the  quality  will  be  the  same,  year  in  and  year 
out. 

And  so  I  say  that  advertising  toilet  articles  is 
paying  the  public,  and  will  continue  to  pay  the 
public,  to  a  much  greater  extent  than  it  can  ever  pay 
the  advertisers. 

But  in  the  last  analysis  that  factor  of  profit  to 
the  advertiser  is  the  one  which  really  interests  us 
the  most.  And  the  class  of  advertising  represented 
by  toilet  articles  is  one  of  the  most  valuable  and 
striking  object-lessons  for  advertising  men  who  are 
constructive  workers. 

It  is  a  class  of  advertising  which,  in  the  main, 
has  been  particularly  well  done.  Developed  through 
the  use  of  nearly  all  mediums,  its  successes  are  con- 
spicuous, and  the  advantage  of  the  toilet  articles 
manufacturer  who  has  advertised,  over  those  who 
have  not  advertised,  is  really  remarkable. 

The  strongest,  richest  and  most  powerful  con- 
cerns whose  business  is  most  staple,  and  whose 
trade-mark  value  is  greatest,  are  those  which  have 
made  their  reputations  on  sterling  quality,  and  lib- 
eral, persistent  advertising. 

New  Things  in  Travelers'  Requisites. 

Each  succeeding  season  sees  renewed  interest  in 
the  various  articles  designed  expressly  for  the  use 
of  travelers  and  vacationists,  and  manufacturers  are 
kept  busy  designing  new  and  attractive  combina- 
tions. 

Among  the  most  popular  are  rubber  lined  fabric 
cases  in  which  are  a  number  of  compartments  de- 
signed to  accommodate  a  variety  of  toilet  acces- 
sories. 

The  new  sample  lines  contain  quite  a  variety  of 
these  popular  roll-ups.  They  include  cases  of  vari- 
ous kinds  of  fabrics,  such  as  khaki  cloth  and  cre- 
tonnes. The  latter  are  unusually  attractive,  being 
selected  from  a  variety  of  bright  colored  patterns  in 
novel  designs. 
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"Soldiers'  Gift  Week" 

A  Unique  Plan  For  Increasing  Sales  in  the  Toilet  Goods  Department. 


BY  the  beginning  of  fall,  Uncle  Sam  will  have 
called  over  a  million  of  his  nephews  to  the 
colors.  Hundreds  of  thousands  of  homes  will  then 
have  one  or  more  representatives  under  canvas,  liv- 
ing a  life  that  will  be  minus  many  accustomed  daily 
comforts.  In  hundreds  of  thousands  of  homes  the 
comfort  of  the  boys  in  khaki  will  consequently  be 
the  predominating  and  ever-present  thought. 

Uncle  Sam  will  provide  his  nephews 
with  food,  clothing  and  shelter.  But, 
it  will  be  up  to  the  folks  at  home  to 
provide  such  comfort  inducers  as  tal- 
cum powder,  shaving  soaps  and  denti- 
frices, to  mention  but  a  few  of  the 
many  items  that  are  today  actual  nec- 
essities in  the  lives  of  the  hundreds  of 


e  corn-cob  bowls, 
black  vulcanite  stem,  case  of  col- 
ored military  striped  silks,  leather 
lining  and  binding,  6%  inches 
aide.  Tan  or  black  military 
leather. 


tune  time  for  featuring  a  "Soldiers'  Gift  Week." 
In  order  to  assist  the  trade  in  giving  the  widest 
possible  publicity  to  "Soldiers'  Gift  Week,"  the 
Manufacturing  Perfumers'  Association  has  had  de- 
signed a  striking  and  artistic  poster  intended  for 
general  distribution.  This  poster,  which  is  28 
inches  by  42  inches,  lithographed  in  red  and  blue  on 
a  white  stock  to  give  a  red,  white  and  blue  effect, 
tells  a  convincing  and  action-compell- 
ing story  that  the  passer-by  will  get  at 
a  glance.  Shown  in  connection  with  an 
effective  window  display  of  the  various 
toilet  comfort  preparations  listed  in  the 
poster,  together  with  tooth  brushes, 
safety  razors,  fountain  pens,  flash- 
lights,   cameras,    tobacco    and  other 


Service  "roll-up"  toilet  case,  black 
(/rained  Morocco,  check  water- 
proof lining,  for  own  fillings,  five 
pockets  with  snap-fastenings,  cen- 
ter strap  forming  adjustable  loops 
for  various  articles,  flap  cover- 
ings: 10%x~Vj  inches  closed  flat. 


thousands  of  men  who  will  shortly  be 
under  arms. 

"Soldiers'  Gift  Week"  is  a  unique 
and  interesting  plan  that  has  been  de- 
veloped by  the  Manufacturing  Per- 
fumers' Association  of  the  United 
States  to  suggest  to  the  folks  at  home  a 
way  of  adding  to  their  lads'  comfort.  It 
will  answer  the  question  that  will  soon 
be  asked  in  countless  homes  :  "How  can 
I  share  my  daily  comforts  with  my 
boy  at  the  front?"  It  will  provide  a 
means  of  giving  comfort  toilet  prepara- 
tions "preferred  location"  among  the  items  that  will 
be  included  in  the  innumerable  "comfort  kits"  that 
will  shortly  begin  to  pour  into  the  training  camps  in 
an  unbroken  stream.  The  effects  of  the  week  should 
be  more  or  less  permanent  in  character  as  the 
thought  suggsted  will  be  kept  alive  throughout  the 
duration  of  the  war  by  those  whose  lads  are  at  the 
front. 

September  1  will  mark  the  opening  of  the  many 
training  camps  that  are  now  being  established  to 
provide  for  the  National  Army  called  for  by  the 
President  under  the  selective  draft.  The  week  of 
August  24  to  31  is  therefore  suggested  by  the  Manu- 
facturing Perfumers'  Association  as  the  most  oppor- 


S:  ::  i:i  /  hit,  roll-up  -  de- 
si  gin,  kliaki  with  leather 
binding,  two  spools  thread, 
•  ■  ba  ah  elor's  thimble,  scis- 
sors, assorted  buttons, 
tapes,  needles,  pins,  etc. 
4V6  inches  wide. 


Service  writing-case,  black  or  tan 
military  leather,  full-length  sta- 
tionery and  correspondence  pocket, 
post-card  and  stamp  pockets,  stiff 
blotter-pad,  self -sharpening  pen- 
cil. SYi  x  CM>  inches;  in  khaki 
with  leather  binding. 


■•Roll-yonr-own"  pouch,  for  cigarette 
or  pipe,  tan  or  black,  military  leather, 
flat  with  snap  fastenings,  non-leak- 
able,  makes  "rolling"  easy,  pocket  for 
papers  and  matches.  hy^x'Sy^  inches. 


items  that  make  appropriate  gifts  for 
soldiers,  the  results  cannot  fail  to  be  of 
a  most  gratifying  nature. 

The  poster,  complete  with  seals  for 
affixing  it  to  windows,  etc.,  as  well  as 
lantern  slides,  newspaper  electros, 
"stuffers,"  etc.,  reproducing  the  poster 
in  miniature  form,  will  be  distributed 
free  of  charge  by  the  individual  mem- 
bers of  the  Manufacturing  Perfumers' 
Association  among  their  wholesale  and 
retail  distributors. 

The  idea  suggested  by  "Soldiers' 
Gift  Week"  cannot  fail  to  make  a  broad  appeal  to  the 
public  and,  in  doing  so,  stimulate  considerably  the 
sale  of  comfort  toilet  preparations.  The  plan  is  an- 
other indication  of  the  effective  work  that  is  being 
done  by  the  Manufacturing  Perfumers'  Association 
toward  co-operating  with  the  trade,  through  its 
members,  in  order  to  increase  the  consumption  of 
toilet  preparations. 


You  know  what  is  advertised — and  so  do  others. 
An  unadvertiscd  business  is  deaf  and  dumb. 
Advertise  first,  then  theorize. 


Illustrations  by  courtesy  of  MVirk  Cross. 


Notions  and  Fancy  Goods 


To  Our  Customers: 

I  want  to  be  sure  you  come  in  to  see  us  on  your  next 
visit  to  New  York.    Our  showrooms  are  so  vast  and  our 
display  of  fall  merchandise  so  comprehensive  that  only 
a  personal  visit  will  do  them  justice  in  your  eyes. 

Today  is  the  day  of  opportunity  for  the  fancy  goods 
manufacturer  and  merchandiser  and  we  want  you  to  see 
just  how  we  have  grasped  it  in  your  interest.  Never 
before  was  the  efficiency  of  our  Foreign  departments 
so  manifest  as  in  this  time  of  stress.    Our  unparalleled 
buying  organization  knew  just  where  to  go  in  Europe 
despite  prevailing  conditions  and  obtain  the  cream  of 
the  new  creative  ideas.    We  can  tell  you  confidently 
that  never  have  we  obtained  more  interesting  merchan- 
dise, more  new  ideas,  more  practical  profit-makers. 

At  the  same  time  we  have  been  perfecting  our  manu- 
facturing resources  here  in  America  to  such  an  extent 
that  we  are  able  to  duplicate  the  European  productions 
with  greater  reality  and  much  more  authority  than  ever 
before. 

We  have  surprises  in  store  for  you  in  every  department. 
It  would  take  too  long  to  tell  of  the  many  wonderful 
new  things  we  have  to  show  you. 

It  is  a  concentration  of  resource  all  under  one  roof 
combined  in  a  display,  for  extent  and  interest  never 
before  approached  anywhere  in  the  fancy-goods  world. 

Come  and  see  us  and  you  will  tell  me  that  I  am  not 
over-enthusiastic.    Anticipating  the  pleasure  of  your 
visit,  I  am 


SAMSTAG  &  HILDER  BROS. 


BROADWAY  AND  29th  STREET,  NEW  YORK 


Cordially  yours 


For  Fall  We  Are 
derf ul  "  Colonial 

Leather  Bags 
Ivory  Toilet  Articles 
Jewelry 
Neckwear 
Necklaces 

Lady  Dainty  Novelties 

Smallwares 

Hair  Ornaments 

Shell  Goods 

Fans 


Showing  a  Won- 
Quality  "  Line  of 

Notions 
Hair  Nets 
Fabric  Bags 
Traveling  Pads 
Collar  Pouches 
Bathing  Caps 
Bathing  Shoes 
Novelties 
Fancy  Goods 
Brief  Cases 
Lamp  Shades 
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Notions  and  Fancy  Goods 


Belts  the  Style  Note  in  New  Modes 

Pronounced  Demand  For  Patent  Leathers.    They  Are  Being  Shown  In  Widths  From  Two  to  Six  Inches, 

the  Latter  Being  Particularly  Favored. 


HE  coming  season  in  belts  is  of  a 
most  promising  character,  as  judg- 
ing from  the  business  now  being 
done  and  the  constantly  increasing 
,  use  of  belts  as  an  important  adjunct 
to  fashionable  costumes,  they  are  bound  to  play  a 
most  prominent  part  in  the  business  of  the  coming 
fall. 

Jobbers,  as  well  as  manufacturers,  are  beginning 
to  regain  some  of  the  confidence  which  has  been 
so  sorely  tried  during  the  past  few  seasons  and 
are  looking  forward  to  a  most  successful  season. 
That  they  have  faith  in  the  future  is  shown  by  the 
fact  that  manufacturers  have  more  orders  on  their 
books  for  belts  than  they  have  had  for  some  years 
back  at  this  season,  and  in  a  number  of  cases  are 
running  their  factories  to  the  limit. 

Retailers,  too,  are  showing  a  decided  interest  in 
belts,  and  if  the  orders  which  are  being  placed  by 
them  in  any  criterion  they  are  exceedingly  opti- 
mistic regarding  the  future.  That  this  optimism  is 
well  founded  nobody  denies,  the  prevailing  fashions 
all  demanding  a  belt  or  girdle  of  some  description. 

A  number  of  novelties  for  fall  are  already  on  the 
market,  but  not  as  many  as  might  be  expected. 
Many  manufacturers  are  holding  back  their  best 
numbers  and  only  showing  them  to  favored  cus- 
tomers, for  the  reason  that  when  placed  publicly 
on  the  market  thus  early  in  the  season  they  are 
too  readily  "pirated." 

Condition  of  Stocks  Favorable  to  Business 

The  general  condition  of  stocks  throughout  the 
country  is  most  favorable  to  a  good  business  ma- 
terializing in  the  near  future,  as  it  is  generally  con- 
ceded that  there  is  in  the  hands  of  retailers  every- 
where a  very  conservative  amount  of  merchandise ; 
this  applies  to  belts  of  every  description.  As 
soon  as  the  fall  business  starts  up  these  stocks  will 
be  speedily  disposed  of  and  orders  will  follow  as  a 
matter  of  course. 

A  greatly  improved  spirit  prevails  in  the  entire 
realm  of  beltdom,  retailers  are  more  confident  and 
manufacturers  are  more  hopeful  than  for  some  time 
past;  in  fact,  a  general  spirit  of  confidence  now  pre- 
vails throughout  the  entire  trade. 

Retailers  Should  Order  Now. 

The  only  trouble  in  sight  just  now  is  the  probabil- 
ity that  the  trade  will  be  later  than  usual,  the  de- 
mand will  come  upon  the  manufacturers  and  im- 
porters just  at  the  time  when  goods  are  badly 
needed,  and  we  fear  that  many  of  them  will  not  be 
prepared  to  meet  it,  the  spirit  of  conservatism  hav- 
ing been  so  general. 

This  procrastination  on  the  part  of  retailers 
serves  no  useful  purpose ;  on  the  contrary,  unless  or- 
ders are  placed  promptly  the  consequences  are  easy 


to  foresee — a  wild  scramble  for  goods,  an  advance  in 
prices,  rush  orders  to  manufacturers  and  importers, 
who,  in  order  to  fill  them,  will  crowd  their  oper- 
atives, who,  after  a  season  of  enforced  idleness,  will 
be  quick  to  take  advantage  of  business  conditions, 
with  consequent  labor  troubles  to  still  further  com- 
plicate matters  and  delay  deliveries. 

Prices  are  now  as  low  or  lower  than  they  will  be 
for  some  time  to  come.  Many  buyers  are  delaying 
ordering,  waiting  for  possible  lower  prices.  This  is 
a  mistake,  and  those  who  are  courageous  and  fore- 
sighted  enough  to  take  advantage  of  existing  condi- 
tions and  order  without  delay  will  reap  the  advan- 
tage of  so  doing. 

Good  Demand  for  Patent  Leathers. 

Patent  leathers  are  most  popular  just  at  present, 
although  there  appears  to  be  a  growing  demand  for 
suede,  some  of  the  latest  Paris  modes  imported  for 
fall  selling,  showing  belts  which  have  cut-out  pat- 
terns in  colored  suede  mounted  on  black.  Amongst 
the  favored  shades  are  dull  purple,  Pheasant  tan, 
mole  and  nut  green. 

The  patent  leathers  are  selling  in  black,  red  and 
white,  also  in  combinations  of  white  and  black, 
white  and  red  and  black  and  red  in  the  order  named. 

Some  very  smart  belts  are  being  shown  in  colored 
patent  leather — pale  blue  and  particularly  brilliant 
reds,  which  will  be  worn  with  white  costumes — but 
there  are  wonderful  ones  of  beautiful  beads  in  Indian 
designs  ornamented  with  metal  discs  or  of  carved 
stone  rimmed  in  brass  or  old  silver. 

Alternating  stripes  of  white  or  color  and  black 
running  lengthwise  of  the  belt  and  formed  by  sew- 
ing strips  of  black  patent  leather  on  el  white  or 
colored  foundation  make  a  chic  little  belt,  and  there 
are  many  good-looking  narrow  belts  of  black  patent 
leather  which  have  color  introduced  only  in  the  back 
and  the  buckle. 


NICARAGUA  CUTS  DOWN  SIZE  OF  ARMY 

PRESIDENT  CHAMORRO,  of  Nicaragua,  has 
authorized  the  reduction  of  public  expendi- 
tures to  the  level  of  the  country's  internal  revenue. 
In  his  announcement  he  promises  to  open  the 
schools  and  to  reduce  the  size  of  the  army  to  the 
quota  absolutely  necessary  to  guard  the  magazines. 
It  looks  as  though  Nicaragua  might  quickly  become 
a  healthy  market  for  export  consideration. 


POPULAR  PRICE  GOODS  SHOW  AT  GRAND 
CENTRAL  PALACE. 

MANUFACTURERS  and  distributors  of  goods 
which  retail  anywhere  from  five  cents  to  a 
dollar  are  holding  their  New  York  fall  show  at 
Grand  Central  Palace  from  July  30  to  August  4,  in- 
clusive. The  show  is  under  the  management  of  the 
Popular  Price  Merchandise  Association. 
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The  Red  Phone  for  Information 

How  Bamberger's  Provided  Instantaneous  Store  Information  For  Patrons  by  Installing  a  Complete 

System  of  House  Phones. 


ITTLE  Miss  Emmons  has  lived  in 
the  City  of  Newark,  N.  J.,  only 
two  years.  Consider  that  and  her 
youth  and  you  have  fair  reason  to 
be  startled  by  the  news  that  she 
sits  at  the  receiving  end  of  all  inquiries  which  come 
to  her  over  the  wires  that  connect  the  many  Red- 
Phones  throughout  the 
big  store  of  L.  Bamberger 
&  Co.  Although  this  ef- 
fective new  information 
service  to  shoppers  is  de- 
signed especially  to  help 
those  in  the  store  to  in- 
stantly locate  the  depart- 
ments and  goods  they 
wish,  it  is  only  natural 
that  many  shoppers,  find- 
ing the  Red-Phones  ready 
at  hand  almost  every- 
where in  the  store,  will 
ask  for  information  which 
does  not  relate  to  the  store 
and  its  offerings. 

So  it  happens  that  be- 
side her  expert  knowledge 
of  everything  in  Bam- 
berger's, Miss  Emmons 
must  be  ready  to  answer 
such  questions  as  "What 
is  the  population  of  New- 
ark?" or  "What  is  the 
width  of  Market  street?" 

But  as  a  rule  the  questions  asked  are  not  of  the  sort 
intended  to  be  "posers."  Mostly,  the  shopping  pub- 
lic shows  its  friendly  appreciation  of  the  Red-Phone 
information  service  by  asking  only  those  questions 
which  facilitate  shopping. 

The  distinctive  feature  is  in  the  fact  that  the 
telephones  are  colored  red,  with  the  printed  notice : 


"RED-PHONE  Will  Direct  You.  Call  our 
special  operator  who  will  answer  any  question  con- 
cerning the  store,  locations  of  departments,  etc." 
The  management  of  Bamberger's  has  been  care- 
ful not  to  force  the  idea  too  suddenly  upon  the 
people  of  Newark.  Instead,  the  shopping  public 
being  permitted  to  gradually  accustom  itself  to 

the  advantage  of  turning 
to  a  Red-Phone  anywhere 
in  the  store  whenever 
they  want  special  informa- 
tion that  has  to  do  with 
shopping. 

It  is  a  curious  fact  that 
people  will  concentrate 
their  questions  into  more 
exact  language  when  talk- 
ing into  a  'phone  than  if 
they  have  to  address  a 
person  standing  before 
them.  That  is  a  decided 
factor  in  the  success  of 
the  Red-Phones  installed 
by  this  progressive  New- 
ark department  store. 

Though  the  cost  of  the 
Red-Phone  service  is  con- 
siderable it  is  well  worth 
the  investment  in  so  large 
a  store.    It  is  intended  to 
let  the  popularity  of  the 
idea  grow  of  its  own  ac- 
cord, not  mentioning  the 
sen  ice   in   advertising   until   the   public   has  ac- 
customed itself  to  depending  on  it  as  an  aid  to 
shopping. 

Meanwhile,  the  folks  who  lift  up  the  receiver  of 
the  Red-Phone  are  addressing  the  voice  at  the 
other  end  as  "Miss  Red-Phone."  Evidently  the 
new  quick  information  service  appeals  to  them. 


What's  in 

THAT'S  in  a  name?"  said  a  well  known 
V  V  manufacturer  of  art  linens,  without  expect- 
ing, or  waiting  for  an  answer.  "Let  me  tell  you  the 
story  of  what  is  in  my  name. 

"Our  firm  has  never  tried  to  get  foreign  business. 
We  have  devoted  our  attention  to  the  American  busi- 
ness. But  the  other  day  there  came  in  the  mail 
a  wonderful  order  for  merchandise  which  all  the 
other  houses  I  know  of  carry,  from  a  concern  I  never 
even  heard  of  before.  The  order  sure  was  a  peach. 
It  came  from  Canada. 

"I  was  curious  to  know  why  the  concern  had 


a  Name? 

favored  us  and  made  it  a  point  to  inquire.  I  found 
out  that  the  buyer  looked  in  a  directory  and  found 
that  ours  was  the  only  name  that  was  in  no  way 
German.  You  see,  my  name  begins  with  "O"  apos- 
trophe, and  the  Canadians  are  not  allowed  to  buy 
from  German  concerns.  That  time  there  were  sev- 
eral hundred  dollars  profit  in  a  name.  But  don't 
tip  off  my  competitors,  they  might  all  change  their 
names  to  the  Unhyphenated  Manufacturing  Co.,  or 
some  such  name,  and  orders  leaving  Canada  will 
not  come  down  in  my  mail."  He  laughed,  and  he 
was  entitled  to  do  so. 
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Notions  and  Fancy  Goods 


Prospects  for  Fancy  Goods  Business 

An  Early  Trip  Through  the  Market  Wili  Be  Found  Both  Interesting  and 
Profitable.    Manufacturers  Are  Showing  a  Wonderfully  Attractive 
Line  That  Will  Go  Far  To  Make  Up  For  the  Scarcity  of 
Imported  Goods. 


UDGING  from  present  appearances, 
there  is  every  prospect  of  a  good  fall 
and  holiday  business  in  fancy  goods, 
and  while  it  may  be  considered 
somewhat  early  to  suggest  to  buyers 
of  this  class  of  merchandise  that  a  trip  through  the 
wholesale  market  at  the  present  time  would  be  like- 
ly to  prove  not  only  extremely  interesting  from  a 
merchandising  point  of  view,  but  of  pecuniary 
value  as  well,  still  the  fact  is  that  manufacturers 
have  so  far  advanced  in  the  production  of  novelties 
for  the  coming  season  that  it  is  well  worth  the 
time  of  the  buyer  who  has  the  interest  of  his  de- 
partment at  heart  to  make  the  trip. 

Rarely  so  early  in  the  season  has  there  been 
gathered  together  such  a  wondrous  array  of  novel- 
ties of  all  kinds  and  practically  of  all  materials. 
The  new  lines  are  confined  not  only  to  those 
articles  whose  chief  charm  and  claim  on  the  atten- 
tion of  the  buyer  is  their  beauty  and  attractiveness, 
but  they  also  include  more  than  the  usual  propor- 
tion of  novelties  which  combine  with  the  beauty  of 
their  design  excellences  which  are  entirely  practical 
in  their  nature ;  in  fact,  this  class  of  merchandise  is 
decidedly  the  most  prominent  feature  of  the  present 
showing. 

Creditable  Showing   of  American  Manufacturers 

Notwithstanding  the  fact  which  we  have  already 
noted,  that  the  lines  being  shown  are  exceedingly 
comprehensive,  embracing  hundreds  of  new  and 
novel  productions,  the  stocks  of  many  of  the  most 
novel  are  exceedingly  light  and  should  from  every 
point  of  business  reasoning  be  the  first  to  be  sold 
out.  That  duplicates  will  be  able  to  be  secured 
later  in  the  season  is  extremely  unlikely.  The 
combination  of  the  two  well  known  proverbs,  "The 
early  bird  catches  the  worm"  and  "A  word  to  the 
wise  is  sufficient"  would  seem  to  be  appropriate  in 
this  connection. 

The  showing  of  foreign  made  goods,  by  reason  of 
the  conditions  which  now  prevail  in  Europe,  is 
rather  limited.  The  absence  of  imported  novelties 
however,  is  more  than  made  up  by  the  productions 
of  American  manufacturers,  so  that  taken  alto- 
gether the  assortments  that  will  be  available  will 
compare  very  favorably  with  those  of  any  previous 
season.  The  fact  that  such  a  large  variety  of 
beautiful,  practical  and  artistic  pieces  are  the 
products  of  American  brains  and  workmanship 
should  send  a  thrill  of  patriotism  through  the  veins 
of  every  American  buyer. 


Good  Buying  Judgment  Necessary 

There  is  perhaps  no  department  in  the  modern 
store  in  which  good  judgment  in  the  selection  and 
purchasing  of  the  merchandise  is  more  important 
than  the  fancy  goods  department. 

The  old  maxim  "Goods  well  bought  are  half 
sold"  applies  with  peculiar  force  to  this  department. 
Good  taste  is  absolutely  essential  if  the  department 
is  to  be  successful. 

Good  buying  shortens  appreciably  the  road  to 
success ;  but  good  buying  means  more  than  simply 
buying  the  right  things  at  the  lowest  possible 
prices.  It  means  buying  the  things  that  you  need 
and  in  quantities  no  larger  than  you  are  able  to 
sell.  Good  buying,  as  a  rule,  depends  less  on  price 
than  on  judgment  in  selection.  The  largest  profits 
are  secured  from  the  new  things  that  happen  to 
"catch  on"  with  the  public,  and  the  losses  from 
those  which  are  neglected. 

The  rock  on  which  the  hopes  of  many  an  ener- 
getic and  ambitious  buyer  have  been  wrecked  is 
called  "over-buying."  It  is  so  much  easier  to  buy 
goods  than  it  is  to  sell  them  afterwards.  No  more 
stock  should  be  purchased  at  one  time  that  it  is 
possible  to  dispose  of  in  short  order.  Modern 
merchandising  methods  recognize  the  importance 
of  keeping  the  stock  down  to  the  lowest  point  con- 
sistent with  good  business,  and  turning  it  frequent- 
ly. The  time  has  gone  by  when  the  buyer  who 
turned  his  stock  two  or  three  times  a  year  was  con- 
sidered a  success.  To-day  stocks  are  expected  to 
be  turned  at  least  four  times  a  year,  and  in  the 
large  cities  five  is  not  considered  anything  extra- 
ordinary. 

No  matter  how  many  traveling  men  call  to  see 
a  buyer,  he  should  make  frequent  trips  to  the 
market  not  only  to  see  for  himself  what  is  going  on 
in  the  wholesale  trade,  but  to  see  what  retailers  in 
the  same  line  of  business  are  doing.  There  is  al- 
ways an  advantage  in  being  able  to  buy  in  person, 
right  in  the  market,  as  the  buyer  usually  sees  many 
things  that  would  not  come  to  him  through  the 
traveler,  and  he  sees  the  stock  as  it  is  instead  of 
having  to  rely  upon  photographs  or  his  imagina- 
tion. 

Buyers  Should  Get  Into  the  Market  Early 

In  the  opening  paragraph  of  this  article  we  sug- 
gested that  a  trip  to  the  market  would  be  of  ad- 
vantage to  the  buyer.  It  may  be,  however,  that  the 
employer  thinks  that  it  is  too  early  and  the  buyer 
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consequently  remains  at  home.  For  the  purpose  of 
argument,  we  will  concede  that  the  buyer  who 
neglects  to  go  to  the  market  early  believes  he  is 
doing  the  right  thing  and  that  he  is  carrying  out 
the  wishes  of  his  employer  by  keeping  away  from 
temptation.  Is  he  alive  to  his  own  interests  in  not 
at  least  keeping  posted  as  to  the  latest  doings  in 
the  trade?    We  think  not. 

It  seems  to  us  extremely  probable  that  the  buyer 
who  neglects  to  examine  the  new  articles  appearing 
in  the  market  will  not  find  out  until  too  late  when 
any  of  these  new  things  make  a  distinct  hit. 

Then,  again,  the  buyer  who  passes  by  the  chance 
to  examine  all  the  lines  on  the  market  loses  many 
an  opportunity  to  place  an  order  at  the  lowest  pos- 
sible figure.  Very  often  one  firm  makes  a  special 
offer  on  a  line  which  the  others  have  marked  at 
considerably  higher  rates,  but  if  the  buyer  does  not 
know  where  this  special  offer  is  made  it  might  just 
as  well  not  exist.  Of  course,  the  buyer  who  is 
always  on  the  alert  obtains  advantages  such  as  this 
one. 


SUMMER  VACATIONS. 

FROM  the  Fourth  of  July  to  Labor  Day  the 
business  world  has  gotten  into  the  habit  of 
marking  time.  The  custom  of  everybody  taking  an 
entire  cessation  from  work  for  at  least  a  week  has 
grown  into  enormous  proportions,  so  that  every- 
body, from  the  millionaire  owner  down  to  the  watch- 
man in  the  works  and  the  office  boy,  demands  a  va- 
cation as  by  right,  and  most  of  them  get  it.  The 
fact  that  the  workmen,  for  the  most  part,  do  not 
draw  any  pay  while  the  vacation  is  going  on  does 
not  seem  particularly  to  disturb  such  employees. 
For  a  short  time  during  the  hot  weather  they  seem 
to  prefer  to  loaf  without  pay  than  to  work  with  pay. 

While  vacations  undoubtedly  do  much  to  keep  the 
physical  and  mental  qualities  of  the  force  keyed  up 
to  the  proper  note,  yet  there  has  been  a  tendency  in 
recent  years  toward  entire  relaxation  during  July 
and  August  which  ought  not  to  be  encouraged. 
Rents,  salaries,  advertising,  and  a  thousand  and 
one  expenses  incident  to  running  a  business,  con- 
tinue in  July  and  August,  and  if  everybody  sits 
down  in  slothful  ease,  with  the  idea  that  there  can 
be  nothing  of  importance  transpire  during  those  two 
months,  then  indeed  July  and  August  are  very 
disastrous  months  to  the  bank  account  and  the  trial 
balance. 

This  is  not  as  it  should  be.  We  will  agree  that 
every  one  should  have  a  vacation  and  enjoy  himself 
to  the  best  of  his  ability,  build  up  his  physical  being 
and  return  to  work  determined  to  accomplish  some- 
thing. Do  not  wait  until  September  before  any  prep- 
arations are  made  for  the  fall  business.  If  the  or- 
dinary day's  transactions  are  less  numerous  than  in 
other  months,  it  is  easy  for  a  smart  man  or  smart 
woman  to  put  themselves  to  work  to  plan  out  some- 
thing for  the  future,  and  to  prepare  for  the  coming 
season.  While  it  is  well  enough  for  the  average  re- 
tailer to  take  a  half  day  off  occasionally  to  attend 
the  ball  game  or  to  go  automobiling,  he  should  not 
continue  his  store  in  such  a  manner  that  anyone 


would  think  that  he  did  not  expect  to  do  business 
during  the  hot  weather.  His  show  window,  his 
advertising  and  his  personal  efforts  should  be  as 
great  toward  securing  business  during  those  months 
as  during  any  other  months  in  the  year.  In  a  con- 
cern having  five  or  six  employees  vacations  should 
be  arranged  so  that  only  one  is  away  at  a  time. 
Very  likely,  with  the  natural  slackening  of  business 
incident  to  the  vacation  season  among  the  custom- 
ers, those  remaining  can  easily  take  care  of  the 
work.  They  should  not,  however,  try  to  plan  it  so 
that  there  would  be  no  work  to  take  care  of. 

Of  course,  there  are  a  large  number  of  proprietors 
of  retail  stores  to  whose  attention  this  article  will 
come  which  are  so  located  that  their  business  will 
be  even  better  during  July  and  August  than,  say, 
during  May  and  June  for  the  reason  that  they  are 
located  in  the  vacation  zone.  To  these,  of  course, 
it  is  unnecessary  to  address  ourselves,  as,  from 
the  motive  of  self-preservation,  they  will  realize 
that  now  is  the  time  to  put  in  their  best  licks. 

The  moral  of  this  article  is,  that  while  vacations 
are  advantageous  in  the  main,  too  many  may  be 
decidedly  disastrous. 


ABSTRACT   OF   THE   CENSUS    OF  MANU- 
FACTURES 

THE  abstract  of  the  Census  of  Manufactures  has 
just  been  issued  by  the  Bureau  of  the  Census. 
This  inquiry,  which  related  to  the  calendar  year 
1914,  was  made  in  1915,  and  the  primary  or  funda- 
mental data  derived  from  it,  together  with  some  de- 
tails as  to  kinds  and  quantities  of  the  various  classes 
of  products,  were  issued  some  time  ago  in  the  form 
of  several  series  of  press  summaries  which  were  pub- 
lished, in  whole  or  in  part,  in  many  newspapers  and 
periodicals.  The  Abstract  presents,  in  convenient 
form,  with  an  alphabetical  index,  all  the  information 
that  will  be  needed  by  the  great  majority  of  persons 
who  have  use  for  the  manufactures  statistics.  .  It 
gives,  for  340  separate  manufacturing  industries, 
statistics  relating  to  number,  size  and  character  of 
ownership  of  establishments,  and  states  in  which 
located;  proprietors,  officials,  salaried  employees, 
and  wage  earners,  classified  according  to  sex  and, 
in  the  case  of  wage  earners,  according  to  whether 
16  years  of  age  or  over,  or  under  that  age ;  salaries 
and  wages  paid,  power  used,  fuel  consumed,  cost 
of  materials,  value  of  products,  quantities  of  princi- 
pal products,  and  various  other  items.  Statistics 
somewhat  similar  in  scope  but  in  less  detail  are 
given,  with  reference  to  all  industries  combined,  for 
each  state  and  geographic  division  and  for  each  of 
the  leading  130  cities. 

The  Abstract,  which  is  issued  in  the  form  of  a 
722-page  volume  9y2  by  6*4  inches  in  size,  bound  in 
cloth,  is  not  for  free  distribution,  but  may  be  ob- 
tained by  purchase  from  the  Superintendent  of 
Documents,  Government  Printing  Office,  at  65  cents 
per  copy. 


Salesmanship  is  nothing  more  or  less  than  seeing 
your  goods  as  the  customer  sees  them  and  making 
the  customer  see  them  as  you  see  them. 
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Notions  and  Fancy  Goods 


Summer  Not  So  Bad  for  Business 


By  Frank  LeRoy  Blanchard 


VERY  summer  many  retail  merchants 
have  an  attack  of  heart  failure  as  they 
contemplate  the  three  months  of  hot 
weather  ahead  of  them.  It's  the  vaca- 
tion period  of  the  year — when  the  cur- 
rent of  activity  slows  down  a  bit  and  less  attention 
is  paid  to  business  and  even  to  housekeeping. 

When  the  merchant  looks  about  his  store  and 
sees  the  well-filled  shelves  and  show  cases,  and  the 
idle  staff  of  clerks,  who  are  not  earning  their  salt, 
and  realizes  that  the  overhead  expenses  are  run- 
ning along  just  the  same  as  in  fall  and  winter, 
when  his  place  is  filled  with  customers,  it  would 
seem  as  though  he  had  some  grounds  for  feeling 
blue  over  the  outlook. 

There  is,  however,  another  and  a  far  more  attrac- 
tive side  to  the  picture  if  these  same  depressed-in- 
spirit  business  men  could  only  see  it.  Summer  may 
not  be  the  best  time  in  the  year  to  sell  many  lines 
of  merchandise,  but  there  are  plenty  of  others  that 
might  be  pushed  as  successfully  as  at  any  other 
time  in  the  year. 

I  fancy  I  can  hear  someone  say :  How  can  you 
expect  to  have  a  good  trade  in  summer,  no  matter 
what  you  may  do,  when  half  the  people  are  away 
on  vacations.  In  fact  figuring  as  closely  as  you 
may,  you  cannot  show  that  twenty-five  per  cent, 
leave  town.  Men  and  women  who  work  in  the  big 
factories,  in  the  shops  and  in  many  officers  do  not, 
as  a  rule,  have  vacations  given  them  by  their  em- 
ployers, and  if  any  of  them  chose  to  take  a  rest 
they  are  not  away  from  home  more  than  one  or 
two  weeks. 

It  is  only  people  having  incomes  of  $2,500  a  year 
or  more  who  can  afford  to  send  their  families  away 
for  the  summer.  The  wealthy  close  up  their 
houses  and  perhaps  go  abroad,  or  occupy  a  villa  at 
the  fashionable  shore  or  mountain  resort,  but  their 
number,  when  compared  with  the  entire  population, 
is  small. 

If  seventy-five  per  cent,  of  a  city's  inhabitants 
remain  in  town  the  merchant's  clientele,  with  whom 
he  might  do  business,  is  not  so  small,  is  it?  These 
people  have  wants  to  satisfy  in  summer  as 
in  winter.  You  don't  find  any  one  saying  to 
himself  when  July  1  comes :  "I  am  not  going 
to  buy  another  dollar's  worth  of  goods  until 
September." 

People  are  not  built  that  way.  Their  sum- 
mer needs  may  not  be  the  same  as  their  win- 
ter needs,  but  they  are  just  as  imperative  and 
just  as  liable  to  fulfillment.  What  an  end- 
less lot  of  things  there  are  that  people 
want  at  this  time  of  the  year,  because  they 
contribute    so    much    to    their  personal 


comfort !  If  we  wish  to  sell  them  these  goods  we 
must  be  just  as  aggressive,  just  as  painstaking  and 
just  as  anxious  to  please  as  at  any  other  time  of 
the  year. 

Instead  of  cutting  down  advertising  space  the 
live  merchant  will  have  so  much  to  say  about  the 
things  he  has  to  offer  that  he  will  feel  like  taking 
more  space.  Think  of  the  attractive  things  that 
might  be  written  about  hunting  and  fishing  out- 
fits, bathing  costumes,  automobiling  costumes,  out- 
ing suits,  picnic  accessories,  electric  fans,  refriger- 
ators and  the  thousand  and  one  articles  that  belong 
to  modern  summer  life. 

He  who  will  study  to  make  his  advertising  read- 
able and  appealingly  atractive  will  be  able  to  draw 
people  to  his  store,  even  though  the  mercury  may 
be  trying  to  knock  the  top  off  the  thermomenter. 

But  the  retail  merchant  must  not  depend  entirely 
upon  his  advertising,  however  cleverly  written  it 
may  be,  to  win  the  hearts  of  his  customers,  and 
induce  them  to  part  with  their  money.  The  store 
ought  to  be  made  to  look  "summery."  Electric 
fans,  plenty  of  ventilation,  decorations  that  suggest 
woods  and  fields,  a  few  cages  of  birds,  clerks  in 
white  or  light  clothes — all  add  to  its  attractiveness. 

I  do  not  believe  in  forcing  the  sales  of  out-of-sea- 
son  goods.  A  furniture  dealer  one  summer  at- 
tempted to  get  rid  of  a  lot  of  parlor  furniture  in  the 
middle  of  July.  He  did  a  lot  of  advertising,  and, 
although  the  prices  were  a  little  lower  than  in  the 
winter,  the  sale  was  a  fizzle. 

The  art  of  creating  a  demand  for  an  article  is 
one  that  every  merchant  should  cultivate.  Possible 
buyers  are  being  developed  every  day.  The  me- 
chanics, the  clerks,  the  professional  men  are  ac- 
quiring new  wants  with  increased  incomes.  The 
farmers  have  more  money  to  spend  and  live  better 
than  ever  before.  The  merchants  must  show  them 
their  needs  and  then  furnish  them  the  goods. 

The  summer  is  the  right  time  for  laying  plans 
for  the  fall  business,  for  redecorating  or  making 
changes  in  the  arrangement  of  the  store,  for  drilling 
clerks  in  the  principles  of  up-to-date  salesmanship, 
for  devising  better  methods  for  handling 
goods,  for  getting  a  better  knowledge  of 
local  conditions,  etc.  In  short,  the  sum- 
mer should  be  welcomed  by  the  mer- 
chant for  the  opportunities  it  gives  him  to 
sell  a  distinctly  different  kind  of  goods 
than  he  handles  the  rest  of  the  year — 
goods  in  which  the  profits  are  large — and 
it  also  affords  him  a  chance  to  take  a  long 
breath,  and  prepare  for  the  feverish  ac- 
tivities of  the  coming  fall  and  winter  busi- 
ness. 


July,  1917 
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Gloves  and  the  Return  Goods  Question 


A  Problem  That  Still  Remains  Unsolved. 


SINCE  the  first  of  August  has  been  named  by  the 
Commercial  Economy  Board  of  the  Council  of 
National  Defense  as  the  time  when  retail  merchants 
of  the  entire  country  are  expected  to  stop  the  return- 
goods  privilege,  it  will  be  interesting  to  the  trade  to 
observe  how  the  new  situation  created  is  to  be 
handled  by  heads  of  various  departments  of  retail- 
ing. There  is  no  doubt  but  that  the  glove  depart- 
ment, which  will  be  discussed  here,  has  been  the 
loser  under  the  return-goods  system  to  as  great  a 
degree  as  any  other  section  of  the  department  store. 
However,  there  are  questions  of  moment  which  the 
glove  buyer  has  to  give  deep  attention  to  in  con- 
nection with  the  ending  of  the  privilege. 

In  a  considerable  number  of  stores  it  is  the  rule 
to  refuse  customers  the  opportunity  to  try  on  a  pair 
of  gloves  until  their  purchase  has  been  made.  The 
rule  has  always  seemed  both  necessary  and  good. 
It  prevented  the  soiling  and  pulling  out  of  shape  of 
many  pairs  of  gloves  that  customers  would  be  apt 
to  want  to  try  on,  often  for  no  other  reason  than  be- 
cause they  might  like  to  see  how  various  styles  of 
gloves  would  look  on  their  hands. 

But  this  rule  did  not  prevent  the  shopping-wise 
customer  from  trying  the  fit  and  appearance  of  the 
gloves  without  actually  buying  them.  She  had  only 
to  order  a  pair,  or  several  pairs,  of  gloves  sent  home 
on  approval.  Away  from  the  store  she  could  squeeze 
them  upon  her  hands  and  in  case  they  failed  to 
please  for  any  cause — even  for  no  good  cause  at  all — 
it  was  a  simple  matter  to  return  the  gloves  to  the 
store.  It  has  been  the  sound  belief  of  glove  buyers 
that  to  let  gloves  be  tried  on  indiscriminately  at  the 
store  would  encourage  the  practice  to  a  point  where 
a  large  part  of  the  stock  would  be  made  unsalable 
as  new  gloves.  By  letting  the  confirmed  try-on  cus- 
tomers have  their  way  at  home  there  is  no  doubt 
that  the  loss  was  minimized.  To  stop  the  return- 
goods  privilege  altogether  means  that  one  of  two 
things  must  happen  to  change  the  methods  of  the 
glove  department.  Either  it  will  be  necessary  to  let 
everyone  try  on  or  else  let  no  one  try  on  before  pur- 
chasing. 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


While  fabric  and  silk  gloves  continue  to  rule  the 
market  it  will  not  be  so  bad  to  give  everyone  the 
try-on  privilege.  These  gloves  are  less  subject  to 
damage.  But  the  future  has  to  be  considered  and 
no  matter  how  scarce  leather  may  be  there  will  be 
a  considerable  trade  in  leather  gloves  as  soon  as 
cold  weather  returns.  It  is  to  be  expected  that  the 
try-on  privilege  will  not  apply  to  leather  gloves 
without  great  loss  to  the  store  which  permits  it. 

Admitting  that  it  takes  uncommon  tact  and  judg- 
ment on  the  part  of  the  glove  clerk  to  direct  a  cus- 
tomer to  the  proper  size  in  gloves,  is  it  not  likely 
that  the  difficulties  surrounding  an  effort  to  conduct 
the  department  without  a  try-on  privilege — and  with 
the  return-goods  privilege  eliminated — would  be  too 
formidable  to  be  met? 

It  is  true  that  a  great  unnecessary  loss  is  sustained 
in  the  operation  of  the  return-goods  privilege.  De- 
sirable as  it  is  to  do  away  with  this  old-man-of-the- 
sea  which  bears  so  heavily  on  the  vigorous  workings 
of  the  delivery  system,  there  are  many  problems  to 
be  answered  before  the  glove  department  can  safely 
proceed  without  the  return-goods  privilege,  but  cer- 
tainly this  department  will  not  be  a  step  behind 
others  at  whatever  moment  changes  may  come. 

Return  Goods  in  other  departments  xcill  be  discussed  next  month. 


FOWNES 
GLOVES 


Established  1777 


119  West  40th  St. 
New  York 


0 


BOSTON 
Carter  Building 
12  West  St.,  Room  614 


CHICAGO 
1627  Marquette  Bldg. 
140  So.  Dearborn  St. 


SAN   FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


38 


Notions  and  Fancy  Goods 


'  THE  DAISY"  Q)lortial  #  (Qaali tv  "THE  FAIRY" 
"THE  STAPUT,,        o>  .  M]^S<o  a/  f     THE  TWIN  SPRING" 
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A  PAGE  OF  STANDARD  SNAP  FASTENERS 
Features  of  their  Superiority 

1$  All  are  made  of  high  grade  brass  with  a  rounded  back  and  powerful 
bronze  springs.  <J  Warranted  not  to  rust  nor  cut  the  thread.  <|  Can 
be  taken  off  and  put  on  quickly.  <J  Every  fastener  guaranteed  perfect. 
<J  All  put  up    on    attractive    self-selling  cards,  insuring    big  profits. 


T  jC 


WARRANTED  NOT  TO  RUST  ROUND  EDGES  WILL  NOT  CUT  THREAD    SIZE  00 


Before 

Placing  Your 
Snap  Fastener 
Business  — 

SAMSTAG  &  HILDER  BROS. 


Get 

Our  Prices 
And  Compare 
Our  Qualities 


BROADWAY  and  TWENTY-NINTH  STREET 
NEW  YORK 
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SNAP-FASTENER  TRADE  MARK  REGISTER 

BRAND  NAMES  and  STANDARD  CARDS  —  For  the  GUIDANCE  oC  BUYERS 


Official  Copies  of  the  Snap  Fastener  Trade  Mark  Register,  to  be  reprinted  from  "NOTIONS  AND  FANCY  GOODS,"  will 
be  supplied  to  Retail  Store  Bayers.  Address  the  McCrcady  Publishing  Company,  Xl8  Fast  28th  Street,  New  York  City. 
THE  SECOND  SECTION  OF  THIS  REGISTER  WIFE  APPEAR  IN  OUR  AUGUST  ISSUE.,  WHICH  WILL  CON- 
TAIN MANY  STRONG  MERCHANDISING  FEATURES. 


Calhoun,  Robbins  &  Co., 

895  Broadway,  N.  Y. 
Sizes  1-0-00-000. 


Ajax  Stamping  Co., 

145  W.  28th  St.,  N.  Y. 
Sizes  2-1-0-00. 


Columbia   Fastener  Co., 

10  E.  24th  St..  N.  V. 
Western  Distributors : 
Worms  &  LopI). 

2ns  W.  Adams  St..  Chicago. 
Sizes  0-00-000. 


SNAPS 

GUARANTEED   RUST- PROOF 


A.  L.  Clark  &  Cc. 

652  Broadway,  N.  Y. 
Sizes  1-0-00-000-0000. 


1  n  c 

Round  Edge 

BRONZE  SPRING 

-'    ^JRUST  PRQQF^  ' 
'    ^     ^     (&  : 
©     ©  % 

^  ^ 

[   ^     ^  g 


Does  Not  Cut  the  I  hrend 


Claflin's,  Incorporated, 

224  Church  St.,  N.  Y. 
Sizes  1-0-00-000  (HKK). 


FINS9T  MATERIAL 
"  "  RNISH 


MADE  IN  U.  S.  A 


International  Mfrs.  Agency, 

461  Broome  St.,  N.  Y. 
Sizes  2-1-0-00. 


DOZI  n. 


Bird  Fastener  Co., 

1133  Broadway,  N.  Y. 
Sizes  0-O0-000. 


Bird  Fastener  Co., 

H33  Broadway,  N.  Y. 
Sizes  0-00-000. 


USQCIELTY! 


Jos.  L.  Porter  &  Co., 

61  Leonard  St.,  N.  Y. 
Sizes  0-00-000. 


A.  L.  Clark  &  Co., 

652  Broadway,  N.  Y. 
Sizes  1-0-00-000. 


[f  ® 

WILL  NOT 

<UST  S- 

fi  ® 

MADE  U> 

WILL  HOT 

U.  S.  A_ 

Bird  Fastener  Co.. 

1133  Broadway,  N.  Y. 
Sizes  0-00. 


Keystone  Fastener  Co., 

Philadelphia,  Pa. 
Sizes  1-0-00-000-0000. 


SWIKIDDK 

N0N  BREAKABLE  WONDER 
FOUR-SPRING 


• 


SEWS  ON  EASY  / 
LIES  FLAT  / 

LAME  fOl  Sl  ER  SUNK  THREAD  HOIES 

LASTS  LONGER 
SIZE  n aok 'be  o  &  a 


Standard  Snap  Button  &  Fastener  Co., 

Newark,  N.  J. 
Sizes  1-O-00-O0O. 


li^QLf^T 


SNAP  FASTENER 

IMUT  riHISH  HUMS  ED8ES 

HOT  SUt  OFF     9  HOT  COT  TH« 

SIZE 


Samstag  &  Hilder  Bros 

1200  Broadway,  X.  Y. 
Sizes  1-0-00-000. 


International  Mfrs.  Agency, 

461  Broome  St.,  N.  Y. 
Sizes  2-1-0-00. 
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Official  Copies  of  the  Snap  Fastener  Trade  Mark  Register,  to  be  reprinted  from  ''NOTIONS  AND  FANCY  GOODS;'  will 
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THE.  NIAGARA 

THINNEST  DRESS  FASTENER 


mi/weosr*r£5  '    j'jf  W  wrsweup 


RUST  PROOF 
fe&fcWASHABLE  ON  WHITE  FABRICS 


Francis  Mfg.  Co., 

Niagara  Falls,  N.  Y. 
Six  sizes,  from  3  0  up. 


1  WSNAP  FASTENER™ 

^SNAP  FASTENER^  1 

■  A 

^^^^^^^ 

Samstag  &  Hilder  Bros., 

1200  Broadway,  N.  Y. 
Sizes  1-0-00-000. 


SPRING  DRESS  FASTENER 
IN  THE  WORLJD 


DOBSON  NOViXTY  CO. 


Dieckerhoff,   Raffloer  &  Co., 

560  Broadway,  N.  Y. 
Sizes  0-00-000. 


1°  fiJAP 

|jj  ^  SNAP  r-^j 
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Samstag  &  Hilder  Bros., 

1201  Brn;.'i"         \\  Y. 
Sizes  1-0-00-000. 


Mills  &  Gibb  Corporation, 

286  Fourth  Ave.,  N.  V. 
Sizes  1-0-00-000. 


SNAP  FASTEMERS 


A.  L.  Clark  &  Co., 

652  Broadway,  N.  Y. 
Sizes  l-O-OU-000-0000. 
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STRENGTH 
fOR  SAFETY 
FOR  SERVICE 
FOR  SPEED 
FOR  SECURITY 


The  Snap  Fastener 

FftfYDBERG  BBOS.  Inc.,        NEW  YOftK. 

•  ••••• 

MADE  OF  BRASS  IN  U.S.A.      CANNOT  RUST. 


Frcvdberg  Bros.,  Inc., 

4-1  W.  18th  St.,  N.  Y.        Sizes  0-00-000. 


Samstag  &  Hilder  Bros., 

1200  Broadway,  N.  Y.         Sizes  1-0-00-000. 
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Broadway,  N.  Y.       Sizes  0-00-000-0000. 


DRESS  FASTENER 


ALWAYS  RELIABLE 
EASY   TO  OPERATE. 


SIZE  O  O 


Francis  Mfg.  Co., 

Niagara  Falls,  N.  V.      Six  sizes,  from  3/0  up. 


Ml  IMA  1)1 


£     3  £ 

•  *  0 


United  Trimming  Co., 

16  W.  39th  St.,  N.  Y. 
Sizes  1-0-00-000-0000. 


Chas.  Hoytasch  &  Co., 

24  E.  21st  St.,  N.  Y. 
Sizes  0-00-000. 


Standard  Snap  Button  &  Fastener  Co., 

Newark,  N.  J.         Sizes  1-0-00-000. 
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SNAP  FASTENER  TRADE  MARK  REGISTER 

Official  Copies  of  the  Snap  Fastener  Trade  Mark  Register,  to  be  reprinted  from  "NOTIONS  AND  FANCY  GOODS,"  will 
be  supplied  to  Retail  Store  Buyers.  Address  the  McCready  Publishing  Company,  Tl8  East  28th  Street,  New  York  City. 
THE  SECOND  SECTION  OF  THIS  REGISTER  WILL  APPEAR  IN  OUR  AUGUST  ISSUJi.  WHICH  WILL  CON- 
TAIN MANY  STRONG  MERCHANDISING  FEATURES. 


HATS  OFF !!! 


American  Fastener  Co.,  American  Fastener  Co.,  Snap  Fastener  Sales  Co., 

20  W.  22d  St.,  N.  V.  20  W.  22d  St.,  N.  Y.  47  W.  34th  St.,  N.  Y. 

Sizes  1-0-00-000.  Sizes  1-0-00-000.  Sizes  1-0-00-000-0000. 


Brands  of  Snap  Fasteners  Illustrated 

Note:  All  made  Black  and  White 


ACORN — Porter  Bros.  &  Co. 
AMERICAN  LADY— Snap  Fastener  Sales 
Co. 

BILTMORE— Chas.  Hoytasch  &  Co. 
BIRD  NON-FRICTION— Bird  Fastener  Co. 
BIRD   SPRING— Bird  Fastener  Co. 
B-O-E— Bird  Fastener  Co. 
CONQUEROR— A.  L.  Clark  &  Co. 
DAISY— Samstag  &  Hilder  Bros. 
DIAMOND — International   Mfrs.  Agency 
EAGLE — Ajax    Stamping  Co. 
EAGLE  SNAP— United  Trimming  Co. 
ELECTRO— Francis  Mfg.  Co. 
FAIRY— Samstag  &  Hilder  Bros. 


GRIP  RIGHT  SPRING— Dieckerhoff,  Raf- 

floer  &  Co. 
HERO — Hero  Snap  Fastener  Co. 
JEWEL — Calhoun,  Robbins  &  Co. 
KEYSTONE— Keystone    Fastener  Co. 
LILY— A.  L.  Clark  &  Co. 

MINA — Standard  Snap  Button  &  Fastener 
Co. 

NIAGARA— Francis  Mfg.  Co. 
PEARL — See  Bird  Spring  Fastener 
PERFECTION— A.  Steinhardt  &  Bro. 
ROUND-EDGE— Claflin's  Incorp. 
SNAP  DRAGON— Mills  &  Gibb 
SNAPPY— Porter   Bros.  &  Co. 


SOCIETY— Jos.  L.  Porter  &  Co. 

SO-E-Z— A.  L.  Clark  &  Co. 

STANDARD— Standard     Snap     Button  & 
Fast.  Co. 

STANDARD — International    Mfrs.  Agency 
STAPUT— Samstag  &  Hilder  Bros. 
SUPREME— Columbia  Fastener  Co. 
TENEO — American  Fastener  Co. 
TIP-TOP— Columbia   Fastener  Co. 
riP-TOP— Worms  &  Loeb 
TWIN-SPRING— Samstag  &  Hilder  Bros. 
WIZARD — American    Fastener  Co. 
ZIP — Freydberg    Bros.,  Inc. 
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Notions  and  Fancy  Goods 


INCREASING  POPULARITY  OF  CROCHETING. 

This  Has  Been  Largely  Brought  About  by  the 
Excellence  of  the  American  Made  Crochet  Cotton. 
By  A.  L.  Frost. 

FADS  come  and  go,  fancies  change  with 
kaleidoscopic  rapidity,  and  fashions  alter  with 
the  whisp  of  every  wind,  but  amid  all  these  changes 
of  fad,  fancy,  and  fashion,  crocheting  has  per- 
manently established  itself  in  the  life  of  every  Amer- 
ican woman  and  girl.  It  has  come  to  stay,  and  to 
increase  in  favor  and  fervor. 

For  centuries  back  women  have  been  engaged  in 
the  execution  of  hand  made  laces,  each  decade  show- 
ing a  decided  change  in  the  style  and  execution  of 
the  work,  and  at  the  same  time  character ;  but  it 
was  not  until  recent  ingenuity  made  possible  the 
manufacture  of  a  product  which  would  at  once  give 
the  lustre  and  beauty  of  silk  and  at  the  same  time 
the  necessary  strength  and  pliability,  and  at  a  price 
within  the  reach  of  everyone  in  all  stations  of  life, 
that  crocheting  attained  the  popularity  and  per- 
manency it  maintains  today.  This  has  been  accom- 
plished through  the  manufacture  of  cotton  into  a 
strong,  pliable,  non-kinking,  highly  mercerized  cot- 
ton yarn — the  best  product  ever  attained  for  crochet 
purposes. 

In  the  leading  brand  of  Eagle  Cordonnet  Crochet 
Cotton,  all  the  exacting  requirements  of  the  crochet 
art  have  been  met.  It  is  made  of  the  highest  grade 
of  long  staple  Sea  Island  cotton,  is  six.  cord,  hard 
twist,  highly  mercerized,  non-kinking,  and  finished 
with  the  exclusive  "Ever-Lustre  Finish,"  which  re- 
tains its  lustre  after  washing.  In  its  production  no 
expense  has  been  spared  by  the  manufacturers  to 
obtain  the  best  "Made  in  U.  S.  A."  article  that  money 
can  produce,  the  greatest  care  being  taken  in  its 
every  process  from  the  selection  of  the  raw  stock  to 
the  boxing,  packing,  and  marketing  of  the  product. 
The  result  is  that  today  the  American  woman  is 
offered  an  article  better  adapted  to  her  crochet  needs 
than  ever  before,  and  at  a  price  so  small  that  every 
woman  and  girl  in  every  station  of  life  can  use  it  to 
their  hearts'  content. 

Among  the  principal  causes  contributing  to  the 
undoubted  permanence  of  crocheting  is  the  limitless 
range  of  adaptability  to  which  the  work  can  be  put — 
there  are  practically  no  limitations  as  to  the  number 
or  kind  of  articles  of  utility  and  adornment  that  may 
be  produced  by  crochet,  and  every  day  new  avenues 
of  usefulness  are  found.  The  meritorious  claims  of 
the  leading  domestic  brands,  coupled  with  the  pa- 
triotic desire  rapidly  growing  in  the  hearts  of  Ameri- 
can women  for  "Made  in  U.  S.  A."  goods,  will  largely 
preclude  the  re-establishment  of  foreign  goods  of 
this  character  after  the  termination  of  present  hos- 
tilities, and  insure  the  permanency  of  the  crochet 
cotton  industry  in  this  country. 

Possibly  no  other  single  factor  has  so  largely  con- 
tributed to  the  present  popularity  of  crochet  work 
and  its  permanent  establishment  in  this  country  as 
Eagle  Cordonnet,  because  in  that  article  all  the  ex- 
acting requirements  of  crochet  work  have  been  so 
fully  met.  Crochet  cotton  consumers  have  readily 
appreciated  an  article  which  so  abundantly  meets 


their  needs,  and  have  attested  their  appreciation  and 
satisfaction  by  their  repeated  demand  for  this  brand, 
and  their  refusal  to  substitute  goods  which  can  never 
give  the  same  satisfaction. 

The  testimonials  of  consumers  the  country  over, 
give  evidence  that  the  "Eagle's  Call  to  Crochet"  has 
been  a  leading  factor  in  the  permanent  establish- 
ment of  the  crochet  industry  in  this  country,  and  in- 
dicates that  from  day  to  day  the  Eagle's  Call  will 
grow  louder  and  longer. 


FREYDBERG    BROS.    ISSUE    "NOTIONS  ON 
NOTIONS"  HOUSE  ORGAN. 

A PARTICULARLY  well  written  and  prepared 
house  organ  has  been  issued  by  Freydberg 
Brothers.  By  way  of  introduction  the  first  inside 
page  says  a  few  well  chosen  words  about  their  aims 
and  their  part  in  the  merchandising  world.  Here  is 
the  introduction : 

"The  idea  of  this  little  periodical  is  to  create  a 
closer  feeling  of  co-operation  between  manufacturer 
and  the  retail  merchant.  In  other  words,  our  aim  is 
an  occasional  'howdy'  via  Uncle  Sam's  mail  route. 
Freydberg  Bros.,  Inc.,  sell  snap  fasteners,  fancy 
braids,  Soutache  braid,  Stickerei  braid,  cords,  skirt 
belting,  bias  tapes,  bias  folds,  elastics  and  sundry 
notion  items.  Many  friends  buy  from  them  and 
many  would  like  to ;  thus  we  are  guided  by  a  noble 
thought  in  dedicating  this  booklet  to  our  present 
and  future  friends.  Standard,  guaranteed  merchan- 
dise, has  been  our  slogan  for  the  past  twenty  years. 
No  doubt  this  will  be  as  interesting  to  you,  as  our 
success  has  been  to  us.  Our  aim  is  to  give  service 
to  the  retailer  and  therefore  hope  that  the  items  con- 
tained herein  may  tend  to  reach  that  goal,  so  that 
our  friends  may  look  forward  with  as  much  pleasure 
to  the  next  edition  of  'Notions  on  Notions'  as  it  is 
for  us  to  send  same." 


PULLASTIC    CONSUMER  ADVERTISEMENT 
TELLS  WOMEN  TO  GO  TO  NOTION 
DEPARTMENTS. 

'"pHE  consumer  advertising,  which  the  Pullastic 
JL  Company  of  America  is  doing  in  the  Pictorial 
Review,  Butterick's  and  McCall's  fashion  magazines, 
is  particularly  aimed  to  bring  intending  purchasers 
to  the  notion  department.  Dealer  helps,  including 
electric  signs,  window  and  aisle  cards  and  circulars 
are  a  feature  of  the  Pullastic  selling  plan,  which  has 
already  shown  substantial  results  in  the  develop- 
ment of  notion  trade  in  Pullastic  hat  linings. 


"FANCEITA"  HAIR  RETAINERS  THE  LATEST 
POPULAR  NOVELTY 

THE  new  style  hair  retainer,  called  the  Fanceita, 
originated  and  made  by  Ben  Felsenthal  &  Co., 
has  certain  distinctive  features  which  recommend  it 
on  sight.  For  school  girls  it  is  a  pretty  hair  orna- 
ment that  effectively  keeps  the  hair  held  smoothly 
down.  For  motor  trips  it  quickly  and  easily  fastens 
the  motor  veil.  Another  use  is  to  quickly  draw 
the  hair  out  of  the  way  on  arising  from  bed.  Hand- 
some Fanceita  show  cards  are  being  distributed  by 
the  makers. 
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STANDARD   SNAP   BUT.  &   FASTENER  CO. 
PRINTS  STORE'S  NAME  ON  FASTENER 
CARDS. 

STANDARD  snap  fasteners  are  now  being  mar- 
keted with  the  retailers'  name  printed  on  each 
card.  This  serves  to  carry  a  reminder  of  the  store 
where  the  purchase  is  made  right  into  the  home  and 
sewing  basket  of  every  customer.  This  brand  of 
fastener  is  made  and  owned  by  the  Standard  Snap 
Button  &  Fastener  Co.  of  Newark,  N.  J.,  where  the 
company  has  a  large  manufacturing  plant  and  every 
facility  for  quick  and  efficient  service. 

The  jobbing  trade  is  showing  considerable  in- 
terest in  the  plan  adopted  for  the  benefit  of  retailers, 
who  order  in  the  regular  way  through  the  jobber 
and  receive  the  quantities  ordered  with  the  imprint 
of  their  name  and  address  on  the  back  of  each  card 


SAMSTAG  &  HILDER  BROS.  LINES  HAVE 
PARIS  OUT-PARISED. 

E  have  recently  had  the  pleasure  of  seeing 
the  advance  samples  which  Samstag  &  Hil- 
der  Bros,  are  about  to  put  on  exhibit  for  fall  selling. 
From  two  points  of  view,  originality  and  salability, 
the  variety  of  lines  shown  and  the  creative  genius 
displayed  was  to  our  mind  one  of  the  most  remark- 
able efforts  in  merchandising  that  has  ever  been 
brought  to  our  notice. 

This  is  doubly  wonderful  when  one  considers  that 
for  years  this  firm  depended  largely  upon  the  nations 
at  war  for  their  supply  of  stock  and  their  informa- 
tion as  to  what  was  deemed  the  proper  fashion  note. 
Going  through  their  departments,  one  by  one,  only 
gave  us  an  added  assurance  of  what  American  manu- 
facturers are  capable  of  doing  when  necessity  com- 
pels them  to  grasp  the  opportunity. 

We  have  seen  leather  bags  in  a  variety  of  styles 
and  motives.  Were  Vienna  and  Paris  freely  trading 
with  this  country  we  would  feel  sure  that  the  goods 
were  the  product  of  those  two  nations.  We  have 
seen  combs  of  the  most  unique  design  and  beautiful 
workmanship,  made  in  this  country  and  designed  in 
this  country  which  out-Paris  Paris. 

We  have  looked  through  lines  of  hard  French 
enamelled  trays  and  toilet  requisites,  which  we  think 
are  among  the  most  beautiful  novelties  ever  pro- 
duced in  this  country.  We  have  seen  long  lines  of 
necklaces  with  beads  of  vegetable  ivory,  combined 
with  beads  that  were  produced  in  China  and  orna- 
mented with  enamel  placques  made  of  wood  and 
enamelled  in  Vermont.  They  are  as  novel  as  we 
think  that  Paris  or  Gablonz  ever  produced,  and  at 
prices  which  are  pleasingly  low,  especially  now,  in 
what  is  called  a  period  of  high  prices. 

One  of  the  most  interesting  departments  was  the 
department  of  Oriental  novelties  from  Japan  and 
China,  which  Samstag  &  Hilder  Bros,  has  seen  fit 
to  instal.  While  talking  to  Mr.  Samstag,  we  learned 
that  two  of  their  most  dependable  buyers  had  spent 
nearly  one  year  in  the  Orient  before  this  line  had 
reached  its  present  stage  of  completeness.  There 
are  lines  of  ivory  toilet  sets  that  in  their  special  put- 
ting-up  are  more  attractive  than  it  ever  seemed  pos- 
sible to  make  ivory  toilet  sets. 


There  is  a  whole  line  of  neckwear,  manufactured 
at  their  Colonial  factories,  which  are  so  dainty  and 
pretty  that  they  seem  to  have  an  indelible  mark  of 
France,  and  priced  so  modestly  that  one  cannot  help 
feeling  that  Samstag  &  Hilder  Bros,  deserves  the 
successes  which  they  register  season  after  season. 

There  is  an  especially  attractive  line  of  ostrich 
feather  fans,  which  it  seems  will  be  the  top  note  of 
the  theater  and  dance  toilet  this  year,  in  every  color 
imaginable,  in  prices  as  cheap  as  50c  and  as  high  as 
$50.  Taking  it  all  in  all,  a  walk  through  the  show 
rooms  meant  going  into  eighteen  departments,  each 
one  more  complete  than  the  one  before. 


AN  ATTRACTIVE  WINDOW  DISPLAY 

THE  very  attractive  window  display  illus- 
trated above,  which  can  be  made  with  little 
trouble  and  at  practically  no  expense,  features 
"Unicum"  hair  nets.  It  shows  how  well  mer- 
chandise of  this  character  can  be  made  attractive 


and  sales  compelling  by  taking  advantage  of  the 
selling  helps  offered  free  to  those  desiring  to  take 
advantage  of  them. 

This  window  display  was  designed  by  Theo.  H. 
Gary  Company,  importers  of  "Unicum"  hair  nets. 
They  will  gladly  furnish  upon  request  the  show 
cards,  ornamental  cut-outs,  etc.,  together  with  full 
directions  how  to  use  them  to  advantage. 


DAN  I.  MURRAY  OPENS  FOR  BUSINESS  AT 
ATLANTIC  CITY 

FOR  the  summer  months  Dan  I.  Murray  will 
make  his  headquarters  at  Craig  Hall,  Atlantic 
City.  This  does  not  make  any  change  in  regard 
to  "business  as  usual"  at  the  New  York  office  in 
Maiden  Lane,  as  orders  and  inquiries  are  me* 
throughout  the  year  at  the  city  address.  Mr.  Mur- 
ray also  announces  that  his  Cincinnati  address  is 
discontinued  until  fall. 


QUALITY  THE  BEST  SALESMAN. 

QUALITY  is  the  best  salesman  in  the  world 
The  article  that  is  a  little  better  than  otherr 
of  the  same  kind,  that  is  the  best,  even  if  the  price 
is  higher,  carries  in  its  first  sale  the  possibility  of 
many  sales,  because  it  makes  a  satisfied  customer, 
and  only  a  satisfied  customer  will  come  again. 
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Notions  and  Fancy  Goods 


THE  BRUSH  INDUSTRY  IN  JAPAN 
By  Jiro  Sakabe. 

THE  brush  industry  is  one  of  the  main  features 
to  indicate  the  wonderful  development  of  the 
manufacturing  in  Japan.  The  existence  of  the  brush 
industry  is  very  short,  its  beginning  tracing  back 
only  to  the  year  1891. 

In  that  year  one  industrious  American  adventured 
to  Japan  to  transplant  the  brush  industry,  and  under 
his  ardent  vigor  and  unabating  earnestness  he  suc- 
ceeded, after  a  hard  struggle,  in  training  a  few 
artisans  to  skilfulness.  Later  on  this  industry  was 
systematized  by  the  incorporation  of  the  Imperial 
Brush  Company  and  these  trained  artisans  became 
the  main  figures.  Thus  the  brush  industry  was 
launched. 

As  it  is  always  very  hard  to  bring  forth  good  fruit 
at  first  in  anything  new  created  among  an  entirely 
different  society,  this  newly  introduced  brush  com- 
pany had  to  fight  against  the  strong  enemies  of 
strange  environments,  particularly  the  poor  supply 
of  raw  materials  and  the  scarcity  of  skilled  labor ; 
consequently  this  company  had  to  meet  the  disaster 
of  dissolution  in  1911.  The  nourishment  thus  left, 
however,  scattered  widely  and  became  the  nuclii 
of  this  industry,  bringing  forth  over  one  hundred 
brush  factories  with  over  ten  thousand  workingmen. 

The  writer's  opinion  as  to  how  to  develop  the  brush 
industry  and  give  stimulus  to  its  activity  was  in  the 
first  place  to  improve  the  processes  of  manufacture, 
and  in  the  second  place,  to  open  up  a  trade  route 
for  Japanese  brushes  abroad.  With  this  view  in 
mind,  he  made  a  trip  to  America  in  1896  to  inspect 
the  general  aspect  of  the  brush  business  and  to  in- 
vestigate its  demand  and  supply.  At  that  time  the 
Imperial  Brush  Company  was  just  beginning  to  look 
abroad  for  its  product.  The  brush  as  it  was  made  in 
Japan  at  that  time  was  far  from  being  able  to  com- 
pete with  that  made  today,  and  although  its  price 
was  very  low,  due  to  the  cheap  supply  of  unskilled 
labor,  it  could  not  meet  the  demand  of  the  middle 
and  high  classes  of  people  in  America  on  account  of 
its  inferior  quality,  sufficing  only,  however,  the  neces- 
sity of  the  lower  classes.  So  our  export  of  brushes 
ranged  between  50,000  yen  and  60,000  yen  a  year,  a 
trifle  in  comparison  with  other  kinds  of  exports,  and 
was  neglected  by  the  merchants.  As  the  market  con- 
ditions towards  our  brushes  in  America  was  such,  it 
was  habitual  for  the  patrons  of  brush  industries  to 
seek  French-made  brushes  for  the  high  and  delicate 
grades  and  the  British-made  brush  for  its  firm  and 
strong  quality.  Therefore,  it  was  out  of  question 
that  our  brushes  could  compete  in  the  market  with 
such  high  grade  brushes  turned  out  by  the  factories 
in  England  and  France,  long  years  of  existence. 

In  order  that  our  brushes  should  become  recog- 
nized in  the  market  and  be  able  to  compete  against 
those  of  England  and  France,  the  vital  question  was 
to  improve  the  method  of  manufacturing  to  produce 
better  quality.  Therefore,  our  attention  and  energy 
were  directed  towards  this  end  and  a  large  sum  of 
money  was  sacrificed  for  experiments.  Our  hard 
efforts  were  endowed  with  a  wonderful  success  and 
in  1907  our  proceeds  realized  from  the  exportation 


of  brushes  began  to  show  a  value  in  the  sum  of  2,- 
500,000  yen  per  year.  Fortunately,  as  it  may  be, 
for  our  brush  industry,  at  this  important  moment 
the  Continental  War  began  and  the  countries  in 
Europe,  including  England  and  France,  were  in- 
volved in  this  gigantic  fight,  and  had  to  offer  all  their 
energies  and  resources  for  their  existence,  sacrificing 
all  industries.  Our  momentous  successful  improve- 
ment in  the  quality  of  brushes  and  the  circumstances 
caused  by  the  Continental  War  coinciding,  this  mu- 
tual co-operation  gave  to  our  brush  industry  a  won- 
derful stimulus,  and  in  1916  the  export  of  brushes 
jumped  to  the  sum  of  5,000,000  yen,  with  further 
promise  of  advance. 

The  Japanese  brush  industry  is  to  be  classified 
under  hand-craft  industry,  as  the  brush  manufactur- 
ing is  delicate  work.  All  the  bones  and  bristles  and 
also  some  part  of  timber  used  as  raw  materials  in 
this  industry  are  imported  from  foreign  countries, 
and  we,  as  artisans,  simply  add  to  these  imported 
materials  our  skilled  labor  to  bring  forth  the  fin- 
ished product.  It  is  sufficient,  however,  that  over 
40  per  cent,  of  the  proceeds  from  this  article  is  dis- 
tributed among  the  artisans. 

The  future  of  the  brush  industry  is  very  hopeful 
and  promising  in  Japan,  because  the  main  factor  in 
this  industry  is  skilled  labor,  which  we  fortunately 
can  obtain  cheaply  and  also  in  abundance,  as  we  are 
superior  in  hand  work  in  comparison  with  other 
countries. 

Glancing  over  the  short  history  of  brush  industry 
in  Japan,  our  success  was  solely  attributed  to  the 
improvement  of  its  quality,  somewhat  assisted  by 
the  Continental  war.  So  the  vital  problem  of  the 
manufacturers  of  Japanese  brushes  is  to  keep  up  the 
present  standard  of  quality  and  be  ready  to  meet 
the  revival  of  strong  competition  in  the  near  future. 


MRS.  MITLER  HEADS  FANCY  GOODS  DEPT. 
OF  N.  Y.  ECONOMY  BUYING  SERVICE 

ITH  the  recent  installation  of  a  notion  and 
fancy  goods  department  the  New  York 
Economy  Buying  Service  has  engaged  Mrs.  R.  K. 
Mitler  to  head  this  division  of  the  business.  The 
development  of  the  notions  and  fancy  goods  side  of 
the  trade  of  many  stores  which  started  more  in  the 
ready-to-wear  line  has  been  a  natural  one,  leading 
out  of  the  preference  women  show  for  buying  nov- 
elties in  the  same  shops  in  which  they  obtain  good 
ready-to-wear  styles. 

Mrs.  Mitler  is  particularly  suited  by  her  experi- 
ence to  developing  the  right  kind  of  buying  service 
in  her  own  lines.  She  is  well  known  as  a  buyer  for 
large  New  York  houses,  both  in  foreign  and  do- 
mestic lines,  and  her  originality  has  gained  for  her  a 
considerable  reputation  as  a  creator  of  successful 
styles. 


SALESMEN,  ATTENTION!  There  is  an  opportunity  to 
add  materially  to  your  income  without  conflict  with  your 
present  lines  by  carrying  a  "pocket"  side  line  of  branded 
hair  nets.  Territory  to  be  covered,  New  York  State, 
Pennsylvania,  and  the  Middle  West.  Hyman  &  Oppen- 
heim,  105  East  16th  St.,  New  York  City. 
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TRADE  MARK 

Registered 

TRADE  MARK 
Registered 


TRADE  MARK 
Registered 


SPECIALTIES  IN  NOTIONS  © 

Poirier  &  Lindeman  Co. 


IMPORTERS 

373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRADE  MARK 
Registered 


Dressmakers  Will  Favor 
Your  Store  if  They  Know 
You  Sell 

ECONOMY 

BIAS  SEAM  TAPE 

AND 

DRESS  BINDING 

Economy  Tape  is  packaged  in 
attractive  transparent  envelopes. 
Economy  Binding  comes  in  most 
convenient  rolls. 

YOUR  OWN  NAME  ON  THE  PACKAGE  IF  YOU  WISH 


Tell  Your 
Jobber  It 
Must  Be 
"Economy" 


ECONOMY 
BINDING 

t~*g^\     120  East  27th  St. 

^V-/.  NEW  YORK 


£UIIIMIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIMilllllllMIIIIIIIIIIIIIIIIIIIIHIIIIIIIIIIIIIIIIIIL 

|  Do 
|  You 
|  Handle 

1  5, 10  and  25c,  Goods? 

|  Do  You  Want  To  Know 

E  where  these  goods  can  be  purchased  from  firs 

=  hands,  the  same  as  the  large  5,  10  and  25c.  syi. 

E  dicate  stores  do  ? 

|  Do  You  Want  To  Learn 

=  of  the  selling  methods  employed  by  these 

=  stores,  which  have  built  up  such  tremendous 

=  businesses? 

=  Send  for  Sample  Copy 

|  5  and  10c.  Store  Magazine 
|  and  Variety  Review 

=  A  consolidation  of  two  trade  journals  devoted  to  S, 

=  10  and  25c.  stores,  variety,  department  stores,  etc. 


301-308  Gerke  Building, 


Cincinnati,  Ohio 


;iHliiiHlillHlill!illlllllllllllliilllllllllllllllllllllllllig!lllllllllllllllllllllllllllin 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


BOSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  50  Sansome  Street 
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Notions  and  Fancy  Goods 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 


ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


3 1  s-3  2 1  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 


Cambridge  for  Quality 


Our  line  of  ladies'  patent  leather  and  white  kid  belts  in  all 
popular  selling  widths  is  unsurpassed  in  value  and  you  will 
find  the  quality  and  finish  of  "Cambridge"  belts  quite  different 
than  the  ordinary  make.    Our  deliveries  are  prompt. 

OUR  FALL  LINE  OF 

POCKET  BOOKS  AND  BAGS 

NOW  READY 

Devoting  our  entire  efforts  to  the  manufacture  of  goods  to 
sell  at  popular  prices,  you  will  find  that  "Cambridge"  pocket- 
books  and  bags  embody  more  style,  more  quality  and  are  better 
made   than   the  average  run  of  popular  price  leather  goods. 

A  sample  order  will  convince  you  of  our  claims. 

Cambridge    Leather    Goods  Co. 

12  West  17th  St.  New  York 


Turn  To  The  Right 

Turn  to  the  right  method  of  hair  pin  carding!  You  will  have 
no  loose  pins  or  broken  cards  when  you  use 

CLIMAX  SAFETY  HAIRPIN 
CARDS 

The  pins  cannot  work  loose  nor  the  slots  tear  out  like  the  ordi- 
nary card.  There  is  no  card  similar  to  this — Patented  Jan.  23, 
1917 — Others  warned  against  infringement. 


SOLE  MANUFACTURERS 

WHITNEY  &  COMPANY 

Leominster,  Mass. 


U 


HOYTS  FAST  SELLERS" 


H  O  ~Y  1* ' 

GENUINE  GERMAN  COLOGNE 

HOYT'S 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

IF.  HOYT  &  CO.,  Ltd.,  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER  CO.,  Inc.,  Selling  Agents 
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MILITARY  wrist  watches,  American  made,  $1.72  net 

Gunmetal  Strap  Watches  for  Ladies  and  Little  Girls .  .  .$1.72  net 

Fancy  Shapes  in  Strap  Watches  of  Gunmetal   1.96  net 

Mother  of  Pearl  &  Sterling  Silver,  in  Red  Pigskin  Straps  2.21  net 

MANY  OTHERS:  SELECTION  PACKAGES 

SENT  ON  MEMORANDUM  BILLS  TO  RELIABLE 
MERCHANTS.  I  EMPLOY  NO  TRAVELERS.  TH  AT 
IS  WHY  I  CAN  SELL  SO  REASONABLY. 

DAN  I.  MURRAY 

MANUFACTURER  and  IMPORTER 

3  Maiden  Lane,  New  York 


WRITE  TODAY 
FOR  SAMPLES 


Geo.  S.  Colton  Elastic  Web  Co. 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


WHOEVER  YOU  ARE 

A  Subscription  to 

Notions  and  Fancy  Goods 

will  make  you  a  bigger — better 
buyer. 

Send  a  Dollar  for  a  Year's 
Subscription 


NECK  BANDS 


s 


WE  MAKE  ALL  OUR  OWN  BANDS 

Buy  Direct  and  get  Perfect  Goods 

Gilman  B.  Smith  Co.,  Inc.,  121  Wesi  17ft  St.,  New  York 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

NARROW  FABRICS 

OF     ALL  KINDS 
Belting,  Featherstitch,  Elastic  Tapes,  Etc. 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  to  list  for  Fall 
PRICES  RIGHT         SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House" 


Unna's  Mending  Plaster 

Mends  Rain  Coats 
and  Mackintoshes 

PUT  UP  BY 

NEW  YORK  SPECIALTIES  CO. 

467  Broadway,  New  York 

Also  Manufacturers  of  UNNA'S  MENDING  TISSUE 

Always  the  Best  by  Test 
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Notions  and  Fancy  Goods 


Holiday 
Lines  of 

Infants' 
Novelties 

Now  Ready 


Many  exclusive 

designs  at 
attractive  prices. 


JOSEPH  H.  JOSEPH 

m.™Ymp§rterr         31-33  West  31st  St.,  New  York 


Jf  ttcfjtmrg  ^orn  <@>oob£  Co. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS 
HORN  HAIR  PINS 

Barrettes 
Side  Combs  and  Back  Combs 


ESTABLISHED  1840 


DRTER 

Broadway 


19  th  and  20  th  Sts. 

New  York 


A  J  HAGUE  CO- 

MPORTERS  &  COMMISSION  MERCHANTS 
SMALLWAR,ES  /\ND  NOTIONS 

4-7G  BROADWAY 
New  York; 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co.  18WN3?dSt 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


Why  Do  Buyers  Want  Display  Space? 

For  the  same  reason  that  every  seller  of  merchandise 
seeks  the  most  direct  publicity,  the  kind  that  is  seen  by 
the  greatest  number  of  possible  customers  at  once.  That's 
why  you  ought  to  advertise  in  Notions  and  Fancy  Goods 
if  you  expect  to  have  new  customers  for  your  goods. 
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BUI  I®Nand  |RIMMING 


IRADE  I0PICS 


Fall  B  utton  Sh  owers 

Predicted  By  The 
Weather     Fashion  Girl 


50  Notions  and  Fancy  Goods 


CUT  OUT  THE  BOTHER 

! — the  big  investment,  the  complications,  and  the  uncer- 
tainty of  having  short  lots  of  this,  that  and  the  other  kind 
of  buttons  lagging  in  your  stock  side  by  side — 

CUT  OUT  the  planning,  scheming,  talking  and  profit- 
sacrifices  that  are  always  necessary  to  make  them  sell. 

Put  in  the 

Menkin  $12 
Button  Covering 
Outlit 

— which  enables  you  to  make  cloth-covered  buttons  of  the  same  materials  your 
customers  buy  at  your  counter,  easily,  instantly,  and  with  immense  profit.  It 
isn't  necessary  for  you  to  invest  a  dollar  in  carrying  covered  buttons  in  stock 
when  you  put  Menkin  to  work. 

On  a  post  card  addressed  to  us,  just  say :  "Tell  us  how  we  can  make  more  money 
and  make  it  easier  and  faster  in  our  button  department" — and  we'll  give  you 
full  information  by  return  mail. 

S.  MENKIN,  Inc. 

145  West  28th  St,  New  York  City 
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(halmers 
pearls 


Beautiful  Cabinet 


in  full  color,  an  ornament  to  your 
counter  and  at  the  same  time  neat, 
compact,  practical.   Each  card  illus- 
trated.  By  showing  your  customers 
at  a  glance  the  purpose  for  which 
each  size  and  style  button  is 
suitable,  you  and  your  custom- 
ers are  both  saved  time  and 
bother.  Your  stock  does  not 
become  shopworn  either. 

CHALMERS  PEARLS 
Quality  "A"  Retails 
at  5c  to  10c  the  card 

2-hole  staple,  fish-eyes; 
4-hole,  smoked,  irides- 
cent, bevel-edged.  Sizes 
14,16,18,20,22,24, 
30  and  36. 

Chalmers  Pearls  are  the  Best  Quality 
Fresh  Water  Pearl  Buttons  made,  color  perfect,  centers  strong, 
holes  well  drilled  so  as  not  to  cut  the  thread. 

Chalmers  Pearls  are  manufactured  by  the  largest  makers 
of  Pearl  Buttons  in  the  World.  Chalmers  Pearls  are  Nation- 
ally Advertised  in  the  Leading  Publications  for  Women. 
Their  phenomenal  success  is  a  big  and  valuable  asset  for  you. 

Place  your  order  with  your  jobber  now. 

HARVEY  CHALMERS  &  SON 


AMSTERDAM,  N.  Y. 

NEW  YORK  Salesrooms:  396-398  Broadway 


^  The  World's  Largest 

Manufacturers  of 
j  Pearl  Buttons 

Naturally  can,  and  do,  put  a 
better  quality,  better  selling  service  into 
Chalmers  Pearls  than  do  other  manufacturers 
of  pearl  buttons.  Twelve  large  factories  turn  out 
four  million  pearl  buttons  a  day,  over  7,000 
a  minute.  This  tremendous  production,  the  result 
of  our  perfected  process,  allows  you  to  sell 

(Tialmers  pearls 

For  5c  to  10c  a  Card 

For  Quality  A  Quality  B  less 

with  a  very  comfortable  margin  of  profit  for  you. 

Chalmers  Pearls  are  handsomely  carded  and  furnished  you 
in  beautifully  striped  gross  boxes,  and  are  automatic  salesmakers. 


Sizes  14,  16,  18,  20,  22,  24,  30  and  36 
2-hole  staple,  fish-eyes 
4-hole,  smoked,  iridescent,  bevel-edged 

Order  of  your  Jobber 
Display  on  your  Counter 
Then  watch  your  sales  go  up 


r..v 


ffialmers  A  fiu<iaHi,c. 


HARVEY  CHALMERS  &  SON 

AMSTERDAM,  N.  Y. 

NEW  YORK  SALESROOMS  j  ||  ^ 

^\v\\N\\\\\\W 


396-398  Broadway 
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Why  Wisconsin 
Workers  Excel 

THE  Wisconsin  organization  resembles 
one  large  family,  each  member  of 
which  is  thoroughly  in  accord  with 
the  Wisconsin  Principles  and  Service. 
Each  and  every  employee's  welfare  is 
carefully  looked  after  and  guarded  by  an 
efficiency  nurse, — a  social  welfare  expert. 
A  life  insurance  policy  is  presented  to 
every  employee  at  the  end  of  a  year's 
service,  relieving  their  minds  as  to  any 
unfortunate  circumstances  which  might 
arise,  and  deprive  their  families  of  their 
support. 

The  President's  appeal  for  the  planting  of 
additional  acreage  met  with  a  hearty  response  by 
our  entire  organization.  Over  400  bushels  of 
seed  potatoes,  and  large  quantities  of  garden  seeds 
were  given  gratis  to  those  of  our  employees  who 
guaranteed  to  cultivate  a  fair-sized  plat. 

The  result  is  that  over  two-thirds  of  our 
employees  are  now  working  more  than  70  acres 
of  additional  land,  devoting  their  evenings  and  a 
half  day  of  each  week  to  its  cultivation.  This 
makes  them  healthier,  happier  and  better  workers. 
Our  customers  reap  the  benefit  of  these  favorable 
working  conditions. 

Wisconsin  Pearl  Buttons  for  the  manufactur- 
ing and  jobbing  trade  are  unexcelled. 

Wisconsin  Pearl  Button  Company 

LA  CROSSE,  WIS. 
377  Broadway,  N.  Y.  Utica,  N.  Y. 


This  advertisement  is  placed  on  a  bulletin 
board  in  each  department  of  our  factory. 


Notions  and  Fancy  Goods 


Designed 

for  the 

Shelton  Looms 
Fashion  Show 


Worn  by  fashionable 
Miss  Shelton,  these 
models  are  four  of 
many  that  will  be  in- 
teresting proofs  of  the 
value  of  buttons  for 
decorative  purposes. 
The  garments  will  be 
seen  at  the  Shelton 
Looms  Fashion  Show, 
which  opens  on 
August  22  nd  at  the 
Ritz    Carlton  Hotel. 
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Around  the 


A  Birdseye  View  of 
The  Button  Market 
As  It  Is  Today  and 
As  It  May  Develop. 


ONSIDERING  the 
high  popularity  of 
buttons  as  a  trim- 
ming, it  is  not  sur- 
prising  that  every 
material   of  which 
buttons    are  made 
is  in  great  demand.    The  manufacturers  are  doing 
their  best  to  keep  up  with  the  pressure  for  deliveries 
as  scheduled  on  their  order  books.    Unless  the  army 
draft  makes  serious  inroads 
upon  their  present  number  of 
skilled  workers  the  factories 
can  be  depended  upon  to  avert 
any  serious  scarcity  of  but- 
tons. 

It  is  just  this  question  of 
losing  men  through  the  draft 
which  has  produced  the  un- 
easiness regarding  deliveries. 
Manufacturers  say  that  the 
market  will  be  supplied  by 
some  means  and  they  have 
been  at  work  on  plans  to  take 
care  of  the  situation  for  some 
time. 

New  York  local  buying  is 
more  than  usually  active  and 
will  take  a  greater  variety  of 
novelties  this  fall  than  per- 
haps has  ever  been  bought  for 
a  single  season.  The  ready-to- 
wear  makers  have  interested 
themselves  especially  in  de- 
veloping garments  for  fall 
which  apply  buttons  with  fine 
artistic  arrangement.  There 

is  a  growing  feeling  against  a  class  of  small  jobbers 
who  are  getting  favorable  prices  from  large  jobbers 
and  manufacturers  and  then  sell  the  goods  so  ob- 
tained at  a  margin  which  would  hardly  be  considered 


Novelties  for  Ncrt  String. 

Center,  colored  horn  with  pearl  Pyraliu  center  tiro  color  effect; 
top  middle,  hand  enameled  metal  in  variegated  shades;  top  left, 
large  celluloid  in.  three  color  effect  with  pearl  celluloid  top;  top 
right,  celluloid  novelty;  middle  left,  celluloid  novelty;  middle 
right,  celluloid  in  striped  effect;  lower  left,  enameled  wood  made 
ail  colors;  lower  right,  enameled  wood  with  dull  black  rim  ami 
fancy  center;  lower  middle,  hand  enameled  flower  effect  on  metal, 
in  various  shadings. 


Button  World 

a  fair  percentage  of  profit  for  a 
salesman. 

The  practice  is  being  dis- 
couraged and  this  harmful  phase 
of  the  market  will  undoubtedly 
disappear  shortly,  if  for  no  other 
reason  than  that  the  demand  on 
all  available  supplies  of  buttons 
is  too  heavy  to  permit  distribut- 
ing through  uncertain  channels. 
These  few  misguided  small  job- 
bers create  a  false  impression  of 
the  market  by  offering  goods  to 
their  acquaintances  in  the  ready-to-wear  making 
trades  at  a  fraction  less  than  the  going  market  prices. 
But  such  things,  while  annoying  for  the  moment, 
do  not  represent  the  broad  business  of  buttons.  Still, 
it  is  necessary  to  have  a  weather  eye  on  the  little 
things.  Having  paid  due  notice  to  the  one  in  ques- 
tion we  will  look  in  another  direction. 

South  American  buyers  have  been,  and  many  still 
are,  in  the  United  States  with  a  view  to  becoming 
fully  acquainted  with  button  men  and  merchandise. 

Many  of  these  buyers  arrived 
during  June  and  some  of  them 
will  remain  here  for  the  better 
part  of  the  summer.  The 
Latin  countries  south  of  the 
Gulf  are  becoming  increasing- 
ly familiar  with  the  advan- 
tages of  using  buttons  of  our 
make,  and  the  visit  here  of 
buyers  representing  South 
American  houses  will  do  more 
to  establish  sound  relations 
than  anything  else  could  ac- 
complish. 

Retail  buyers  throughout 
our  own  country  are  optimis- 
tic about  button  business. 
Many  of  them  are  planning 
special  displays  of  all  styles  of 
buttons,  giving  particular  at- 
tention to  emphasizing  the 
fashionable  uses  of  the  but- 
tons as  they  are  displayed. 

Next  month  we  will  en- 
deavor to  give  our  readers  a 
comprehensive  review  of  the 
button  selling  methods  most 
favored  by  representative  buyers.  You  are  invited 
to  contribute  your  views  on  this  subject.  What  are 
your  special  plans  for  calling  attention  to  your  but- 
tons? 


A  few  well-chosen  novelties  selected  from  the  new  line  of  Rothschild  Brothers  &  Co. 
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We  Make  7000  Pearl  Buttons  Every  Minute 


CHALMERS  PEARLS  INSPIRE  THE 
INVENTION  OF  A  NEW  GAME. 

ADVERTISING  that  can  penetrate  into  the 
hearts  and  homes  of  people  is  rare  and  valu- 
able. There  are  ways  of  getting  advertising  into 
the  home,  by  means  of  art  pictures  and  the  like,  but 
it  is  seldom  that  an  advertising  idea  has  the  double 
advantage  possessed  by  the  Button  Game,  originated 
by  Harvey  Chalmers  &  Son. 

The  game  is  on  the  principle  of  other  popular 
games  for  children  and  it  is  safe  to  say  that  the  ap- 
peal made  by  the  Chalmers  Pearl  Button  Game  wins 
for  it  the  good  and  rare  fortune  of  reaching  the 
hearts  of  children.  A  game  is  sent  without  charge 
to  all  who  write  their  names  and  addresses  to  the 
company.  Also  it  is  distributed  through  all  retail 
and  jobbing  trade  customers. 


S.  MENKIN  DEALER  HELPS  ARE  HUMAN 
AND  HAVE  THE  "CLINCH" 

REPRODUCED  you  see  one  of  the  helps  used 
in  connection  with  the  S.  Menkin,  Inc.,  cov- 
ered button  service  to  dealers.  A  pleasing  jingle 
verse  goes  with  this,  as  with  others  of  the  series. 
Any  dealer  is  welcome  to  send  for  200  copies  of 
any  one  of  the  series.  If  the  particular  one  re- 
quested should  be  temporarily  out  of  print  the 
company  states  that  it  will  be  glad  to  furnish  the 
inquirer  with  an  engraving  without  charge,  so  as  to 
enable  the  store  to  reproduce  the  same  thing.  Here 
is  the  verse  which  accompanies  the  cut  illustrated; 

"Button,  button,  who  has  the  button?" 

Is  a  game  as  old  as  the  hills. 
We  played  it  at  home  many  a  time, 
With  plenty  of  guessing  and  thrills. 

As  years  roll  by,  we  are  still  but  kids, 

For,  though  we've  reached  woman's  estate, 

We  look  for  buttons  of  correct  style, 
As  we  want  to  be  right  up-to-date. 


Don't  look  further  for  buttons  of  style, 
They  are  here,  just  as  sure  as  can  be, 

We  make  them  to  match  the  cloth  you  choose, 
And  THAT  is  Dame  Fashion's  decree. 

This  is  a  first-class  example  of  the  possibilities 
which  exist  in  showing  the  true  value  of  buttons  as 
a  decided  asset  of  the  modern  retail  store. 


IMPORTANCE  OF  PROFIT. 

YOU  know  the  goods  you  make  the  most  raonr- 
on.  If  you  don't  it's  time  you  woke  up.  Any 
way,  that's  the  line  to  push  this  week,  next  week 
and  every  week.  Every  time  you  sell  a  profitable 
article  with  downright  merit  back  of  it  you've  don^ 
a  good  thing. 

Keep  it  up.  Keep  constantly  before  you  the  "im- 
portance of  profit."  It's  a  splendid  habit  to  culti- 
vate. 


July,  1917 
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A  Sketchy  Version  of  the  Trimming  Outlook  With  Especial  Emphasis  on  the  Importance  of  Ribbons 

in  the  Fashions-To-Be. 


IBBONS  have  been  gaining  steadily  as 
a  trimming  for  all  sorts  of  women's  ap- 
parel items.  Metal  brocaded  ribbons  are 
shown  in  great  variety.  Taffeta  founda- 
tions are  worked  with  Japanese  designs 
with  trefoils  intercrossed  in  metal 
thread  in  one  attractive  ribbon.  The  ef- 
fect is  of  little  steel  beads  when  looked  at  from  a 
distance.  Other  ribbons,  also  on  taffeta  foundations, 
have  separate  roses  embroidered,  the  flowers  all  in 
metal  of  gold  and  lace  for  petals  and  gold  alone  for 
the  center  and  leaves.  Fruit  designs  are  also  in  evi- 
dence, one  being  of  cherry  bunches  in  silver  thread 
with  color  reflections. 

Again,  some  of  the  latest  ribbons  are  in  dotted 
effects,  the  ribbon  being  of  taffeta  and,  as  in  one 
striking  example,  having  a  single  row  of  immense 
dots,  in  plush  with  long  nap,  along  the  side.  The 
color  combinations  used  for  this  dotted  style  are 
coral  on  empire  green,  ruby  on  navy,  yellow  on  duck, 
etc.  But  the  floral  designs  seem  to  have  it  all  their 
own  way.  Lavish  boquets  of  roses  and  daisies  are 
scattered  upon  a  faille  ribbon.  The  flowers  are  silk 
outlined  in  gold  and  appear  against  backgrounds  of 
navy,  pink,  taupe,  and  other  colors. 

Undergarments  are  proclaiming  a  favoritism  for 
ribbons  that  is  very  emphatic.  Whole  yokes  are 
made  of  single  breadths  of  ribbon  and  armholes  have 
become  straps  of  ribbon.  The  gathering  string  of 
ribbon  has  become  a  bit  of  art,  for  now  the  narrow 
ribbon  is  run  through  the  picot  of  the  lace  so  that 
it  forms  an  edging.  Picot  and  hemstitch  are  popular 
trimmings  for  underwear.  Also  the  tendency  is  to 
use  flower  trimmings  in  many  lines  that  are  being 
shown. 

Dresses  are  becoming  just  a  touch  more  on  the 
military  order.  The  designers  seem  to  feel  that  it 
is  best  to  advance  conservatively  in  the  direction  of 
military  styles.  The  presence  of  so  many  uniformed 
men  everywhere  is  expected  to  bring  military  fash- 
ions, but  unless  something  unusual  develops  rapidly 
to  precipitate  this  tendency  the  chances  are  that  the 
fall  season  will  have  only  a  moderate  leaning  toward 
militant  fashions.  Tassels  are  as  popular  as  ever 
and  braids  appear  to  keep  well  to  the  fore  without 
being  really  pronounced. 

Coats  and  suits  still  use  soutache  to  a  considerable 
extent,  but  it  is  problematical  whether  its  sway  will 
continue  much  longer.  One  decided  innovation  is 
the  new  long  buttonholes,  almost  like  military  frogs, 
which  are  used.  Garments  with  these  very  long  but- 
tonholes are  closed  on  the  bias,  which  accentuates 
the  military  air. 

Beaded  effects  are  growing  in  popularity  every 
day.  There  is  always  some  new  way  of  using  beads 


and  their  style  adaptability  has  a  lot  to  do  with  the 
long  stay  they  are  destined  to  make  in  the  fashions. 
Oriental  motifs  are  being  developed  and  applied  in 
every  class  of  beaded  work.  The  Oriental  rage  has 
taken  such  a  hold  on  the  fancy  of  women  that  it 
can  be  held  somewhat  accountable  for  the  difficulty 
which  the  strictly  military  styles  are  having  in  their 
campaign  for  fashion's  favor. 


TREASURY  DEPT.  ALLOWS  DRAWBACK 
TO  PHILA.  BEAD  HOUSE. 

A DRAWBACK  has  been  sanctioned  upon  the  ex- 
portation of  shoe  buckles  and  ornaments,  in 
part  with  the  use  of  imported  metal  beads.  This 
relates  to  a  notification  sent  by  the  Treasury  De- 
partment at  Washington  to  the  French  Beading  & 
Novelty  Company  of  Philadelphia. 


SLATER  &  SLATER 
SUCCEED  LYONS  &  SLATER 

COMMENCING  July  20th,  the  business  of  Lyons 
&  Slater  became  the  firm  of  Slater  &  Slater. 
This  change  has  been  brought  about  by  the  purchase 
by  one  of  the  Slater  brothers  of  the  interest  in  the 
business  owned  by  Burton  Lyons.  Slater  &  Slater 
will  continue  to  specialize  in  novelty  trimmings  for 
the  garment  trades. 


THE  READY  MARKET  FOR  ENTHUSIASM 
By  Nellie  Williams. 

(Editor's  Note — This  is  Miss  Williams'  heartfelt 
contribution  to  the  cause  of  happiness  and  how  it  can 
be  quickly  attained  by  salespeople.  Last  month's  article, 
to  which  she  refers,  was  "The  Value  of  An  Impression," 
contributed  by  Asher  Wolff,  Miss  Williams  is  the 
Ladies'  Neckwear,  Jewelry  and  Leather  Goods  Depart- 
ments buyer  for  A.  A.  Bragcrs,  of  Baltimore.) 

I READ  an  interesting  article  on  enthusiasm  in  last 
month's  NOTIONS  AND  FANCY  GOODS.  It 
appealed  to  me  because  it  was  enthusiasm  applied  to 
business — or  rather,  work.  What  a  wonderful  thing 
it  would  be  for  department  stores  if  enthusiasm  could 
be  instilled  into  all  the  employees. 

What  a  wonderful  "pulling  power"  it  would  have. 
I  often  watch  one  type  of  salespeople  "waiting  on 
customers"  and  am  reminded  of  a  line  from  "The 
Man  With  the  Hoe."  The  emptiness  of  ages  in  the 
faces  of  both  the  salespeople  and  the  man  with  the 
hoe.  I  wonder  how  they  ever  make  a  sale.  To  be 
enthusiastic  over  one's  work  simply  means  to  love 
it  and  to  put  one's  heart  in  it.  It  is  a  great  thing  to 
have  a  job  "all  your  very  own,"  and  if  every  one  who 
has  one  would  realize  this  they  would  love  their 
work,  and  unless  they  are  cripples  or  grouches  they 
would  not  feel  it  a  hardship  to  have  to  work.  There 
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are  many  discouraging  days,  but  each  morning  brings 
new  courage  and  new  enthusiasm. 

If  I  were  an  employer  I  would  try  to  give  each 
one  of  my  employees  a  certain  amount  of  responsi- 
bility and  I  would  let  them  know  that  someone  was 
watching  them  or  their  work,  not  merely  to  criticise 
but  to  help.  I  wish  I  could  say  to  every  one  who 
works,  no  matter  what  their  work  is,  whether  it  is 
head  of  a  big  concern  or  the  smallest  wagon  boy, 
"Love  your  work  and  be  enthusiastic  about  it."  Our 
work  is  an  expression  of  ourselves  and  we  show  what 
we  really  are  by  the  manner  in  which  we  do  our  work. 

 4  

JOBBERS  SELLING  TOO  CLOSE. 
By  Julius  Lesser. 

AFTER  making  a  round  of  some  ten  factories, 
the  condition  that  comes  to  light  for  the  New 
York  jobbers  is  more  serious  than  they  imagine,  and 
relates  so  closely  to  the  former  conditions  of  the 
American  farmer  that  it  will  be  advisable  for  them 
to  give  the  button  manufacturer  a  legitimate  profit 
on  his  goods  instead  of  squeezing  him  so  that  he  is 
unable  to  make  a  living. 

The  American  farmer  used  to  ship  his  goods  to  a 
commission  merchant  and  received  a  check  for  $50, 
whereas  he  should  have  gotten  $250  and  still  would 
have  left  the  commission  merchant  a  handsome 
profit. 

If  a  few  of  our  jobbers  would  look  at  this  matter 
very  seriously  they  would  find  these  conditions  exist- 
ing, and  they  must  be  remedied. 


WHO  PAYS  THE  COST? 

WHO  pays  for  the  advertising?"  is  a  question 
frequently  asked.     The  non-advertiser,  of 
course.   Here's  the  proof. 

If  the  expense  of  manufacturing  articles  in  small 
quantities  necessitates  selling  them  at,  say,  thirty 
cents  each,  the  consumer  must  pay  that  price.  But, 
if  by  advertising  the  goods  extensively  so  they  can 
be  made  and  sold  in  large  quantities  at  twenty-five 
cents  each,  the  consumer  profits  by  five  cents  on 
each  purchase. 


THE  HISTORY  OF  TRADE-MARKS. 

THERE  is  a  popular  impression  that  the  trade- 
mark is  a  rather  recent  device  for  indicating 
the  origin  of  goods,  but  such  is  not  the  case.  Al- 
though during  the  last  thirty  years  there  has  been 
a  great  increase  in  the  use  of  trade-marks  in  the 
United  States  and  other  countries  that  have  exten- 
sive commerce,  the  idea  itself  is  as  old  as  civiliza- 
tion. 

Excavations  in  the  ruins  of  ancient  cities  have 
recently  established  the  fact  that  the  Egyptians, 
Phoenicians,  Romans  and  Greeks  all  used  distinc- 
tive marks  to  identify  the  products  of  their  indus- 
tries. The  Romans  were  great  traders,  and  many 
of  their  products,  such  as  lamps,  food  delicacies  and 
eye  salves  were  carefully  trade-marked.  Sometimes 
these  trade-marks  were  the  names  of  the  slaves  who 
made  the  articles,  but  pictorial  designs  were  also 
used  for  this  purpose. 


Excavations  in  Pompeii  revealed  small  jars  of 
fish  sauces  and  charred  loaves  of  bread  bearing  the 
marks  of  the  manufacturer  as  plainly  as  the  products 
of  the  modern  grocery  now  do. 

During  the  Middle  Ages  trade-marks  were  com- 
monly used  by  the  skilled  artisans  of  the  guilds, 
and  particularly  by  book  publishers.  Coming  down 
to  modern  times,  we  find  the  use  of  trade-marks  in 
this  country  keeping  pace  steadily  with  our  com- 
mercial expansion.  It  was,  however,  only  about 
thirty  years  ago  that  their  value  began  to  be  recog- 
nized sufficiently  to  make  them  frequent  subjects  for 
litigation. 

The  first  trade-mark  case  on  record  occurred  in 
England  during  the  reign  of  Queen  Elizabeth. 
Within  the  past  twenty-five  years  there  has  been  an 
enormous  increase  in  the  number  of  lawsuits  over 
trade-marks,  and  this  kind  of  litigation  is  still  on 
the  increase. 

This  is  not  to  be  wondered  at  when  we  consider 
how  valuable  the  trade-mark  of  a  widely  used  brand 
of  goods  may  become.  There  are  many  well  known 
brands  of  goods  now  on  the  markets,  the  value  of 
whose  trade-marks  run  well  into  the  millions. 

It  is  a  mistake  to  believe  that  the  custom  of  trade- 
marking  products  is  one  which  benefits  only  their 
manufacturer.  It  is  of  great  benefit  to  the  public 
by  enabling  purchasers  to  select  from  a  large  num- 
ber of  similar  products  the  ones  which  they  know 
to  be  the  best. 

 ♦  

THE  IMPORTANCE  OF  TODAY 
By  Edwin  Gordon  Lawrence 

TODAY  is  yours — see  that  it  is  used  to  good 
purpose  before  it  fades  away  into  a  yesterday. 
To  the  young,  a  day  counts  but  as  an  unimpor- 
tant incident;  to  the  middle  aged,  an  event;  to  the 
advanced  in  years,  a  day! 

As  one  looks  back  over  the  vanished  years,  and 
views  the  desert  of  wasted  days,  it  seems  as  though 
he  is  gazing  upon  a  graveyard  wherein  lie  buried 
still-born  hopes,  aspirations  and  dreams. 

No  matter  how  industrious  one  may  have  been, 
he  cannot  but  see  with  the  eye  of  retrospection  the 
monuments  that  mark  the  graves  of  days  that  have 
passed  beyond  recall. 

To  the  youth  and  maiden  it  is  given  to  learn 
from  the  experience  of  others.  Will  they  do  so? 
Only  in  a  few  instances.  If  they  would  hearken 
to  the  voices  of  those  who  have  gone  before,  heed 
the  counsel  of  those  whose  days  are  yesterdays, 
what  trials,  disappointments  and  failures  they  would 
be  spared ! 

But  no.  In  the  great  majority  of  cases  the  son 
stumbles  over  the  same  obstacles  that  beset  the  feet 
of  the  father,  and  the  daughter  commits  similar 
errors  as  the  mother,  each  generation  of  business 
men  and  women  repeat  the  things  that  brought  ruin 
upon  their  predecessors,  and  the  mass  of  humanity 
goes  blindly  on  its  way,  unheedful  of  the  light  that 
experience  stands  ready  to  cast  upon  its  pathway. 

Young  men  and  young  women,  pause  while  yet 
you  have  the  chance.  MAKE  YOUR  DAYS 
COUNT. 


July,  1917 
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BUSINESS  POLICIES  AND  LOST  MOTION. 

IN  our  constant  striving  for  better  methods,  for 
new  and  progressive  policies,  we  are  very  apt 
to  spend  oodles  of  time  in  planning  and  far  too 
little  time  in  actually  performing. 

This  condition  is  particularly  true  if  we  are 
swung  too  far  by  some  keen-minded,  original  man 
who  is  awfully  long  on  suggestion,  but  pretty  short 
on  actual  work.  Fellows  of  this  sort  are  mighty 
useful  people  if  associated  with  men  of  action  as 
well  as  men  of  ideas,  but  unless  they  are  brought 
down  to  earth  the  time  they  lose  in  extended  dis- 
sertation will  prevent  achievement  of  the  ideas  in 
mind. 

It  is  an  unfortunate  fact  that  so  many  men  who 
would  otherwise  be  splendid  business  builders  are 
really  overfond  of  listening  to  the  mellow,  bell-like 
tones  of  their  own  voices — and  would  rather  talk 
by  the  hour  of  new  business  policies  than  work 
that  length  of  time. 

Do  these  men  fear  failure  or  are  they  just  nat- 
urally too  lazy  to  actionize  a  good  idea? 

Again  and  again  we  find  business  associates  dur- 
ing business  hours  telling  each  other  how  they  won 
a  hard  customer.  Now  this  is  fine  and  educative, 
and  would  be  time  well  spent  were  it  not  for  the 
fact  that  that  time  could  be  devoted  to  gaining  other 
customers.  Discussions  of  this  sort  should  take 
place  when  no  other  productive  work  can  be  done. 

We  also  find  one  piece  of  work  being  done  by 
two  or  three  men  when  one  man  working  alone 
could  accomplish  the  task.  This  is  called  co-opera- 
tion, but  it  isn't.  Unless  it  is  a  big  and  new  task 
requiring  special  study  and  effort  one  man's  time 
should  be  charged  up  to  the  selling  or  marketing 
cost. 

Decide  upon  policies,  apportion  tasks  and  then 
let  each  man  work  at  his  own  individual  tasks, 
seeking  co-operation  only  when  needed. 

Above  all  things  cut  out  red  tape,  for  red  tape 
running  rampant  will  prove  a  millstone  for  the  best 
business  in  the  world.  See  to  it  that  your  busi- 
ness is  freed  from  this  insidious  evil. 


A  NOVELTY  FOR  EVERY  DAY  OF  THE  YEAR 


CELLULOID 


MANUFACTURED  FOR 


BUTTONS 


THE  JOBBING  TRADE 


ONLY 


YOUR  OWN  STYLE  IDEAS  MADE  UP 
SUITABLE  FOR  CLOAK,  SUIT,  DRESS, 
WAIST,  MILLINERY  AND  OTHER 
APPAREL  PURPOSES 

^fcompgon  i^obeltp  button  OTorka 

TELEPHONE  6996  CHELSEA  INCORPORATED 

12-14  Wwt  21at  #trrrt,  Nrui  fork 


Plenty  of  men  have  succeeded  in  business  and 
reached  the  top  through  their  ability  to  take  ad- 
vice and  absorb  ideals  from  others. 


The  Button  Selling  Special 

Section  of 
Notions  and  Fancy  Goods 
for  August 

is  g'oing-  to  save  the  Buyers  a  lot  of  time 
by  pointing"  out  the  best  opportunities 
there  are  in  the  button  market  today. 

It  is  the  time  and  place  to  tell  the 
Buyers  about  that  fine  line  of  new  but- 
ton styles  you  have.  You  want  your 
business  to  grow,  so 

ADVERTISE 

That's  How  the  Retail  Stores  Sell  the 
Goods  You  Want  to  Sell  to  Their  Buyers 


TELEPHONE 
BERGEN  1436 


THE  J.  FELDMAN  COMPANY 

CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 


ESTABLISHED  1900 
INCORPORATED  1907 


31  to  39  Fremont  Street 
241  to  2451  2  Golden  Street 


JERSEY  CITY,  N.  J.,  U.  S.  A. 
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Amber  Knitting  Pins 

10,  12  and  14-inch. 
Sizes— 2,  3,  4,  5,  6,  7,  8,  9,  10,  IOV2 

Steel  Knitting  Pins 

Numbers  11  and  12 

FOR 

REDCROS 

WORK 


THE 
QUEEN 
KNITTING 

BALL 
HOLDER 

Insures 
Smooth, 
Uniform 

Work. 


No  tangles 
or  snarls. 
No  soiled 
worsted 
from 
falling 
on  the  floor. 
Always  ready 


for 


use. 


Every  one  is  knitting  for  the  Soldiers  and  Sailors 
Here  are  the  Necessities 

C.  H.  CROWLEY 

339  Broadway  215  So.  Market  St. 

New  York  Chicago 


August,  1917 
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MORE  DRESS  SHIELD 
BUSINESS  FOR  YOU 


TO  demonstrate  the  remarkable 
daintiness  and  wonderful  invisi- 
bility of  the  new  flesh-colored 
Kleinert  Dress  Shields 

—  we  are  arranging  with  several  leading 
manufacturers  of  waists  and  dresses  to  put 

Kleinert  Dress  Shields  in  their  productions. 

j 

This  means  more  dress  shield  business  fc 
you  because  when  the  dress  shields  must  be 
renewed  they  will  be  replaced  with  new 
dress  shields  purchased  at  your  notion 
department 

— because  women,  on  noting  the  daintiness 
of  the  new  dress  shields,  will  become  big- 
ger consumers  and  buyers  of  Kleinert 
Dress  Shields. 


L  B.  KLEINERT  RUBBER  COMPANY 
719  to  725  Broadway,  New  York 
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Notions  and  Fancy  Goods 


PORTER  BROS.  &  CO. 


ESTABLISHED  1855 


Commission  Merchants 

NOTION  SPECIALTIES 

For  the  Jobbing  Trade  Only 


Stay  Bindings 
Steel  Safety  Pins 
Bias  Seam  Bindings 
Shoe  and  Corset  Laces 
Horn  and  Ivory  Fine  Combs 
Steel  and  Bone  Crochet  Hooks 


Dress  Beltings 
Domestic  Thimbles 
Hair  and  Cloth  Brushes 
Elastic  Cords  and  Braids 
Lindsay  Hose  Supporters 
Musical  Instrument  Strings 


SOLE  AGENTS  FOR 

VULCANITE  MFG.  CO.'S  "ACORN"  Dress  Fasteners,  Victoria, 
Union,  Poppy  and  America's  Favorite  Safety  Pins  and  Hooks  and 
Eyes.  BLOOD'S  Needles  and  Darners,  Crewel,  Chenille,  Millinery, 
Tapestry. 

HOWE  MFG.  CO.'S  PINS. 

American  Lead  Pencil  Co.'s  Complete  Line  of 

PENCILS  AND  PENHOLDERS 


105-108  WORTH  STREET 

NEW  YORK 


86  ESSEX  STREET 

BOSTON 


August,  1917 
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20  per  cent  more  profit 

That  is  what  those  two  extra  balls  of  Silko  Cordonnet 
mean  for  the  retailer.  12  balls  to  make  a  profit  on  in- 
stead of  the  usual  10  —  and,  more  important,  12  balls  of 


Branches : 


<£Mc  (§®  EE)®  KI  GO  BIT 
©^(gKlEIT  ©©WOK] 


67   Chauncy  Street, 


Boston 


223  West  Jackson  Boulevard, 
Chicago 


cordonnet  among 
women    because  of 
evenness,  its  easy- 
silky 


Foster  Building, 


Denver 


50  Sansome  Street, 


San  Francisco 


the  preferred 
discriminating 
its  finish,  its 

working  quality  and  its  high 
lustre. 

The  preferred  cordonnet  among 
wise  retailers  because  of  the  op- 
portunity it  affords  for  extra  profit 
without  any  undue  selling  effort. 

The  preferred  cordonnet  among 
wide-awake  jobbers  because  DEX- 
TER cottons  are  standard  goods. 


always  as  represented  and  prompt 
on  deliveries. 

The  DEXTER  advertising  in  the 
leading  women's  publications  is 
educating  the  consumer  to  ask  for 
DEXTER  by  name. 
Such  preference  means  profit  to 
you,  more  profit — if  you  are  pre- 
pared to  meet  the  demand. 
Write  our  nearest  office  for  color 
card,  samples,  prices  and  literature 
describing  the  big  DEXTER  line. 


Made  by  the  Dexter  Tarn  Company  of  Pawturket.  Rhode  Island,  Makers  of  Fine  Cotton  Yarns  for  a  Hundred  Years 

De  Graff  &  Palmer  Sole  Selling  Agents 

881  Broadway  N.YC. 


Notions  and  Fancy  Goods 
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Arm  Bands 

Armlets 

To 

Buttons 

Bow  Holders 

Button  Hooks 

Button  Fasteners 

Button  Thread 

Button  Rings 

1 

Brass  Rings 

Bone  Rings 

Barrettes 

Back  Combs 

Barber  Combs 

Elastic  Webs 

Corset  Laces 

Elastic  Braids 

Corset  Clasps 

Embroidery  Hoops 

Crochet  Hooks 

Emeries 

Crochet  Needles 

Fastener  Tape 

Collar  Buttons 

Glove  Stretchers 

Curling  Irons 

Glove  Buttoners 

Crochet  Cotton 

Glove  Darners 

Coat  Button  Kits 

Goggles 

Dress  Fasteners 

Hair  Pins 

Dressing  Combs 

Hair  Curlers 

Dress  Forms 

Hooks  and  Eyes 

Drinking  Cups 

Hook  and  Eye  Tape 

Darning  Cotton 

Iron  Holders 

Darning  Balls 

Ironing  Wax 

Iron  Cover  Stretchers 

Knitting  Cotton 

Kid  Curlers 

Key  Rings 

Key  Chains 

Lamp  Wick 

Manicure  Sets 

Nipples 

Pacifiers 

Pocket  Mirrors 

Pins 

Pin  Tickets 

Pen  and  Pencil  Holders 
Pens 

Powder  Puffs 
Pants  Button  Kits 
Pin  Cushions 
Ribbon  Wire 
Ribbon  Headers 
Shoe  Laces 


NSPECT 


o 


UR 


Shoe  Horns 

Shoe  Button  Kits 

Slipper  Trees 

Safety  Pins 

Stay  Binding 

Shopping  Bags 

Sewing  Wax 

Side  Combs 

Spool  Silk 

Soap  Boxes 

Scissors 

Shears 

Shirt  Dryers 

Stocking  Dryers 

Skirt  Markers 

Stilletos 

Shoe  Polishers 

Sanitary  Belts 

Sanitary  Aprons 

Traveling  Kits 

Thimbles 

Tape  Measures 

Tape  Needles 

Tatting  Shuttles 

Tweezers 

Wash  Cloths 

Wash  Cloth  Bags 

Wood  Enamel  Rings 

Window  Hooks 

Yarn  Ball  Holders 


N 


EW 
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TOCKS 


Dieckerhof  f ,  Raf  f  loer  &  Co. 

NEW  YORK 
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A  Labor  Saver 
A  Money  Saver 

WMitO 
BIAS  FOLD;  TAPE 


Wm.  E.  Wright 
Pioneer  Manufacturer  of 
Bias  Fold  Tapes 


War  time  economy  dictates 
useful  and  serviceable  garments 
which  can  be  made  quickly  and 
will  stand  hard  wear.  Patri- 
otic women  will  make  their 
own  and  their  children's  cloth- 
ing-, saving  the  facilities  of  fac- 
tories for  government  use. 
Cotton  garments  for  women 
and  children  will  largely  re- 
place wool,  which  will  be  need- 
ed for  our  force  at  the  front. 
All  of  these  tendencies  point  to 
a  greatly  increased  use  of 
WRIGHT'S  Bias  Fold  Tape., 
the  easiest,  most  stylish,  most 
economical  finish  for  all  wash 
garments  and  lingerie. 

SEE  THAT  YOUR  STOCKS 
ARE  FULL  — 


U.  S.  Pat.  Off. 


Some  Features  of 
Wrights 
Bias  Fold  Tape 

Reliable  fine  count  fabrics. 

All  selvages  trimmed. 

All  seams  opened  and 
pressed. 

Cut  on  a  true  bias. 

Made  in  a  great  variety 
of  fabrics  and  colors. 

Wound  by  patent  machin- 
ery to  preserve  the  full 
elasticity. 

The  bias  tape  recom- 
mended by  the  best  no- 
tion trade. 

The  only  bias  tape  widely 
advertised  to  the  con- 
sumer. 

The  tape  that  is  accur- 
ately cut  and  folded. 

Portrait  of  Wm.  E. 
Wright  on  every  package. 

Every  piece  protected  by 
a  transparent  envelope  so 
that  it  comes  fresh  to  the 
C(  msumer. 

The  tape  that  can  be  used 
on  the  sewing  machine. 


We  call  attention  to  our  6-yard 
goods  in  fine  quality,  especially 
70-A  extra  fine  Cambric  up  to 
and  including  No.  6,  and  80-A 
India  Lawn  in  white  and  colors 
up  to  and  including  No.  5. 
These  numbers,  which  can  be 
retailed  for  10  cents,  afford  the 
merchant  a  fine  profit  and  the 
prestige  of  handling  high-grade 
merchandise.  They  have  also 
proved  unusually  popular  with 
the  consumer. 

ANY  NOTION  J O I  >  I  >  E  R  ( 'AN 
SUPPLY  YOU. 


U.  S.  Pat.  Off. 


Wm.  E.  Wright  &  Sons  Co.,  Mfrs. 

315-317  Church  Street  and  38  Lispenard  Street 

New  York 

STOCK  CARRIED  AT  ALL  AGENCIES 

Chicago — E.   S.   Ransom,  325   West  Adams  St. 
St.  Louis — Geo.  F.  Anderson's   Son,  819  Washington  Ave. 
Philadelphia— Jas.  F.  McCarriar,  1011  Chestnut  St. 
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1917 


5^% 


TWOEXMARJC, 


mm 


1918 


For  Spring  we  are  now  showing 

ew  designs 
ew  effects! 


N 


Edgette  Flutte 
Picot  Edge  Stickerei 
Cinderella  Braid 


kkSanfordy,  Bias  Fold  Tape 


Made  in  different 

Qualities  of 
Lawn  and  Cambric 
Put  up  Solid  or 
Assorted  Sizes 


Why 

"Sanford's"  Reel  Bias  Fold 
Tape  is  increasing  in  popula- 
rity. It  unwinds  like  a  Ribbon, 
any  quantity  can  be  used 
without  breaking  the  package, 
by  unwinding  from  the  pro- 
jecting end  always  insuring  a 
clean  unwrinkled  Piece  of 
Tape. 

It  is  the  best  put  up  on  the 
market. 


IT  UNWINDS  LIKE  A  RIBBON 


Elastic  Braids,  Soutache-Middy  Laces,  Shoe  Laces 

Notion  Specialties 


SANFORD  NARROW  FABRIC  CO. 

35 1  Fourth  Avenue  New  York 


m 


Joseph  L  Porter  Company,  inc 

Yankee  Notion  House 

READY  SELLING  SPECIALS 

For  The  Jobbing  Trade  Only 


Snap  Fasteners  0-00-000  Black  and  White  at  attractive  prices; 
Pqj^  Daisy  Flat  Centered  Crochet  Hooks,  solid  and  assorted  sizes;  pg^ 

■rjj£  Stickerei  Trimming — Featherstitch  Braid — Ric  Rac  Braid;  yjj£ 

BBING  Shoe  Laces,  all  kinds,  at  lowest  prices;  JOBBING 

RADE  Lisles  and  Loom  Elastic  Webbing,  TRADE 

)NLY  Toilet  Pins  and  Safety  Pins,  ONLY 

Middy  Laces  in  great  variety, 
Inside  Skirt  Banding, 
All  Kinds  of  Mirrors, 
Pearl  Buttons, 
Eagle  Pencils, 
Corset  Laces, 
Hair  Nets, 
Hat  Pins. 


Sole  Selling  Agents  for  Thomas  Harper  &  Sons'  Celebrated  Needles. 

Joseph  L.  Porter  Company,  inc. 

61-63  Leonard  Street  NEW  YORK 
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Notions  and  Fancy  Goods 


Dieckerhoff,  Raffloer  &  Co. 

560-566  Broadway,  Corner  Prince  St.,  New  York 


IMPORTERS  OF 


FOREIGN  AND  DOMESTIC 
FANCY  AND  STAPLE  NOTIONS 


Complete  Stock  Always  on  Hand 


SOLE  AGENTS  FOR 


KIRBY,  BEARD  &  CO.'S  English 
Pins,  Needles,  etc. 

ROSENWALD  &  CO.'S  Famous 
Coiffura  Hair  Nets. 

GEO.  PRINTZ  &  CO.,  Lightning 
Needles  and  Pins. 

NEWEY  BROS.,  Hooks  and  Eyes. 

HOWARD  WALL,  LTD.,  Dean 
Tape  Measures. 

ALFRED  NICHOLLS  &  CO.'S 
Hooks  and  Eyes. 

R.  B.  C.  Dress  Bone  and  French 
Corset  Bone. 

SCHOTT  BROS.'  and  DIRACO 
Button  Machines. 

F.  B.  AGATE  BUTTONS 


AGENTS  FOR  LUKE  TURNER  &  CO. 

Best  English  Elastics 


Complete  Line  of  Linings  &  Tailors  Trimmings 


August,  1917 
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WOMEN  WHO  DRESS  WELL  ARE 
YOUR  BEST  CUSTOMERS 


Women  who  dress  well  are 
never  satisfied.  They  are  al- 
ways on  the  lookout  for  some- 
thing new,  something  that  will 
improve  their  dress. 

They  find  in  Fashionette  a  hair 
net  that  not  only  holds  their 
coiffures  perfectly  but  is  in- 
visible. 


Hence,  the  tremendous  sale  of 
Fashionette  Invisible  Hair  Nets. 

To  stock  Fashionette  is  to  get 
their  trade.  Here  are  our  prices : 

Large  and  extra  large  all  over 
fringe  net  or  cap  shaped,  $12 
per  gross  less  10%  for  all  colors. 
White  and  gray,  $27  per  gross, 
less  10%. 

P.  S.  A  beautiful  combination  glass  and  wood  cabinet  free 
with  every  two  gross  order.    Let  us  have  your  order  today. 


SAMSTAG  &  HILDER  BROS-,  1200  Broadway,  New  York 


mvisi 


e 

G)lortxa^Qaalit3 

Sams  fag's  ^^^VezaM>rh> 
1200  jBroadivay 
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Notions  and  Fancy  Goods 


STANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTAND 


PER  CARD  RETAIL 


THE  FASTENER  YOU'LL  FANCY 


IT  IS  the  only  snap 
fastener  in  America 
that  is  ALL  SPRING. 
Why  depend  on  a  single 
piece  of  wire  when  you 
can  give  your  customers 
a  fastener  that  CANNOT 
come  apart. 


Just  One  STANDARD  N~«l  FASTENER 

BLACK  OR  WHITE  IN  FOUR  STANDARD  SIZES 

3/0  2/0  !/0  and  No.  1 

MAKE  A  NOTE  IN  YOUR  44  WANT  BOOK  "  TO  ORDER  FROM  YOUR  JOBBER 


OUR  FACTORY 


STANDARD  SNAP  BUTTON  &  FASTENER  CO. 

NEWARK,  NEW  JERSEY 


NO N  BREAKABLE  WONDER 

• FOUR-SPRING  a 


• 


SEWS  ON  EASY 
LIES  FLAT 

URGE  COUNTER  SUNh  THREAD  HOUS 

LASTS  LONGER 
SIZE 


WE  PRINT  YOUR 
STORE  NAME  on 
every  card  with 
every  order  for  50  great 
gross  and  larger  quanti- 
ties. Every  card  becomes 
an  advertisement  for  your 
store. 


STANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTANDARDSTAND 


August,  1917 
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WHO 

SELLS 

?  ?  ?  ? 


NOTIONS 


•    •  • 


WHO 

SHIPS 

?  ?  ?  ? 

•  •  •  • 


A.  J.  HAGUE  CO. 

476  BROADWAY,  New  York 


Celluloid  Back 
Pocket  Mirrors 

In  Exclusive  Designs 
For  immediate 
delivery. 


All  Styles   Hand  and  Standing 
Mirrors 


HAVE  YOU  PT  MR.  BUYER 

TRIED  TO  BUY  ? 

Shoe  and  Corset  Laces,  Round  and  Flat,  All  Lengths  and  Colors.  Knitting 
Needles,  Celluloid  and  Steel.  Flat  Centered  Crochet  Hooks,  Hat  Pins,  All 
Lengths.  Safety  Pins,  Brass,  Steel,  in  Solid  and  Assorted  Packings.  Toilet 
Pins,  Thimbles,  Steel,  Aluminum,  Celluloid  and  Silvered,  in  Assorted  Sizes. 
Hair  Nets,  Silk  "Tango,"  "Tipperary,"  and  "Chantecler."  Stickerei  Trimming, 
Ric-Rac  Braid,  Snap  Fasteners,  Tooth  and  Hair  Brushes. 


WE  HAVE  HUNDREDS 
of  other 
SURE  SELLERS 


Hair  Net 


A.  J.  HAGUE  CO. 


Up  to  tfc.  Mi  nut. 


476  Broadway 


NEW  YORK 
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Notions  and  Fancy  Goods 


ua  i\pr>bif\s  & 

BROADWAY  19th  TO  20THST>^_       3    NEW  YORK 


Q>. 


The  House  of  a  Thousand  Lines 


Our  fall  and  holiday  assortments  are  now  ready  for  the  in- 
spection of  buyers.  Larger  assortments  and  more  complete  stocks 
than  ever  before. 

We  pay  particular  attention  to  the  individual  requirements 
of  buyers. 

We  are  virtually  resident  buyers  and  market  shoppers  extra- 
ordinary to  every  one  of  our  customers  —  just  say  you  desire  our 
complete  co-operation  and  it  becomes  yours  at  the  most  advan- 
tageous prices  for  whatever  goods  you  order.  A  few  of  our  depart- 
ments : 


Newest  shadings  in  Lion  Brand 
Yarns.  Unequalled  in  quality, 
brilliancy  of  coloring,  and  a 
Guaranteed  pound  of  16-oz.  wool. 


Small  Wares,  Notions,  Tapes,  Ribbons,  Jewelry,  Combs  and  Hair  Ornaments, 

Braids,  Trimmings.  Leather  Goods,  Embroidery  Materials. 

Linings,  White  Goods,  Handkerchiefs,  Laces  and  Veilings,  Ladies'  Neckwear, 

Embroideries.  Muslin  Underwear,  Infants'  Wear. 

SPECIAL   ORDERS   GIVEN  EXTRA  ATTENTION 


Mr.  Today — Have  You  a  Son  ? 


If  you  have,  don't  send  him  to  school. 
That  would  be  looking  out  for  his  future, 
and  why  do  that?  You  say  of  your  Busi- 
ness that  you  have  plenty  for  Today.  You 
don't  believe  in  looking  over  the  horizon. 
It  seems  unnecessary  to  you  to  sow  for 
another  Day. 

If  you  are  right,  then  Nature  is  wrong, 
because  Nature  never  fails  to  provide  for 
the  future. 


TRADE  DEVELOPMENT  MANAGER 
118  East  28th  Street  New  York 


August,  1917 


15 


=jiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiitiiiiiiiiiiiiaiiiiiiiiiiiiiiiiiiiiiiiii:iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiiiiiiiiaiiiiiiiiiiiiiiitiiiiiiiiiiitiiiiiiii 

I  Extracts  Imported  from  France  | 


O"  SIMON'S  n. 

FLEURS  de  FRANCE 


CONCENTRATED  PERFUM 
ONE  DROP 
IS  ENOUGH 

Dont  use  More 


CtS. 


^^neurfjerrafrtre 

'n  o»R  U  S  Factories  trom  pure  essences  imported  from  FRANCE^f  .*  i 


Blown  Bottles 

Ground  Glass  Stopper  1 

With  dropper  attached.  Highly  | 
polished  nickel  top.    Lasting  and 

delicate  scents.  One  drop  is  worth  | 

many  drops  of  ordinary  perfume.  = 

Can  be  carried  in  a  bag  or  about  | 

the  person.  | 


Put  up  in  packages  of  three  dozen  bottles,  one  dozen  different  scents  equally  assorted.  | 

$24.00  per  gross  bottles.  5 


Importers 
Manufacturers 
Exporters 
Wholesalers 
Established  1873 
Incorporated  1898 


860  Broadway  New  York 

THE  NOVELTY  CORNER 

(Broadway   and   17th  Street) 


27  and  29 
East  17th  St. 
Running 
through  to 
32  and  34 
East  18th  St. 


=71i  ■■■■■iiiiiiiiiiiiiiiiiiiiiiiiiiiiiaiiiiaiiaiiiiiiiiiiiaiiiiiiiiiiiiiiiiiiiiiiiiiifiiiiiiiiiiifiiiiiiiiiiiiiiifiiiiiijiiiiiiaiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiiiiiiiiiiiiiiiiiiiniiifi tT= 


Largest  Exporters  of  the  Kind 

TOILET  BRUSHES 

DIRECT  TRANSACTIONS 


AWARDED 


Sakabe  &  Co. 
Osaka,  Japan 


Jiro  Sakabe 
Proprietor 


Oox  SAM-rDAwrrcm 


SANTRANCISCO  M,0h 
1915  ■  1 
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Notions  and  Fancy  Goods 


FAST  SELLING  NOVELTIES 

FOR  HOLIDAY  SELLING 
The  Very  Latest  Productions 


TRENCH  MIRRORS 

of  highly  polished  metal.  Put  up  in  Khaki 
cases  to  retail  at  25c  to  $1.25. 


Society  Bags,  Pot- 
pourri Bags,  Cretonne 
Knitting  Bags,  Pin 
Cushions,  Powder  Puff 
Novelties  in  leather 
and  silk.  Perfumed 
sachets  and  other  nov- 
elties. 

Complete  lines  of  Sweet 
Grass  Baskets  in  all  sizes 
and  shapes,  both  trimmed 
and  untrimmed. 


Military  Roll-up  Cases  and  Soldiers' 
Handy  Kits  in  great  assortment. 


E.  A.  GUTHMAN  CO.,  137  Fifth  Avenue, 


Near 
20th  Street 


New  York 


EAGLE  CROCHET  COTTON 


MADE  IN  U.  S.  A. 


SIX  CORD  MERCERIZED 
"CORDONNET  SPECIAL" 

10  BALLS  IN  A  BOX 


Made  in  white,  sizes  1  to  100;  Ecru  and  Linen  shades, 
sizes  3  to  50;  Colors  in  sizes  5,  30,  50,  70. 

ALL  SIZES  CAN  BE  JOBBED  AT  ONE  PRICE 

Eagle  Crochet  Cotton  is  a  six-cord,  hard  twist,  highly  mercerized  Crochet  Cotton  made 
from  the  very  best  long  staple  Sea  Island  Cotton,  which  insures  for  it  strength  and  bril- 
liancy of  lustre,  a  superior  article  for  all  crochet  purposes. 

We  positively  guarantee  the  quality,  finish,  etc.,  to  be  equal  to  that  of  any  other  similar 
article  now  on  this  market,  and  the  price  is  better. 


PRATT  &  FARMER  CO 


48-52  E.  21st.  St.,  New  York 


August,  1917 
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We  Babies  Demand 

tgTEWART'5 
JUPLEX 
SAFETY  PINS  V 

ASK  TO  SEE  THEM  AND  LEARN  WHY 


1.    The  double   head  allows 
point  to  fasten  from  either  side. 

2.  The  tongue  prevents  the  fabric 
from  catching  in  the  head  and  prevents 
the  points  slipping  through. 

3.    The  long,  sharp  bevelled  point  passes 
easily  through  any  cloth,  but  cannot  bend. 

4.    The  guard    covers  the  coil  spring  at  side 
which  comes  next  to  cloth,  no  possible  chance  ol 
catching  in  spring. 

Brass  wire,  cannot  rust,  extra,stif  f  and  strong,  does  not  bend 


If  IMs  Illustration     |  Let  the  Pubiic  Kn0w 


attracted  your  attention  to 
this  advertisement,  wouldn't 
attractive  cuts  depicting 
correctly  your  merchandise 
attract  attention  to  your 
advertisement —  embellish 
your  printed  matter — act  as 
silent  salesman,  and  help 
to  increase  your  sales? 

Let  Us  Help  Tou 


The  Mildred  Beardslee  Corp. 

50  East  Twenty. ninth  Street,  New  York 

Phone  4846  Mad.  Sq. 


CJ  That  you  carry  the  world's  best 
Safety  Pins ! 

%  Get  one  of  these  handsome,  col- 
orful placards  ! 

•5  Place  it  in  your  window,  or  in  a 
prominent  part  of  your  store  ! 

^  It  not  only  announces  the  fact 
that  you  carry  the  "Safest  Safety 
Pins,"  but  also  advertises  the  pol- 
icy back  of  your  business — to  give 
your  customers  the  best  possible  qual- 
ity in  all  things — even  in  Safety  Pins. 

Prompt  Shipment  of 
Immediate  Orders! 

Write  for  Free  Display  Card  Today! 

Consolidated  Safety  Pin  Co. 

Dept.  L  Bloomfield,  N.  J. 
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Notions  and  Fancy  Goods 


Naiad  Dress  Shields 
are  free  from  rubber. 

The  shields  that  can  be 
sterilized. 


TRUE  ECONOMY 

The  truest  economy  is  preservation  —  protection  against 
waste,  against  ruin.  Women's  minds  today  are  alive  to 
this.  Help  them  to  practice  it  and  help  your  department 
by  advising  the  use  of 

NAIAD  DRESS  SHIELDS 

A  REAL  ECONOMY  OF  DRESS 


Autumn  modes  require  this  dress  preservation,  this  pro- 
tection against  waste.  Meet  this  demand,  this  need,  by 
putting  in  a  liberal  assortment  of  these  tried  and  true 
accessories  of  dress. 


THE  C.  E,.  CONOVER  CO. 

101  FRANKLIN  STREET,  NEW  YORK 


BUY-WORD 

FOR 
NOTIONS 


BUY 
YOUR 
NOTIONS 
NOW 


HORRAX 

Visiting  Buyers  Are  Invited 
To   Inspect   Our  Stock  of 

NOTIONS  and  SMALL  WARES 


Agents  for  William  H.  Cole  &  Co.'s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 


Edwin  Horrax,  l2£: 


35-37  East  20th  St. 
NEW  YORK 

A  Few  Doors  East  of  Broadway 


August,  1917 
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MERCHANDISE 


$4.25  Gr.  Gross 


nee  u  s  fAT  o 


STRENGTH 
FOR  SAFETY 
FOR  SERVICE 
FOR  SPEED 
FOR  SECURITY 


The  Snap  Fastener 

"F&fYDBERG  BftOS.  Inc.,        NEW  YORK. 

•  ••••• 

•  ••••• 

MADE  OF  BRASS  IN  U.  S.  A.      CANNOT  RUST. 


SNAP  FASTENERS  YOU  WILL  WANT 
AGAIN  AND  AGAIN 

DRESS  TRIMMINGS 
BRAIDS  and  CORDS 

SKIRT  AND  PLACKET  BELTING 
BIAS  SEAM  TAPE  FOLDS 
STICKEREI      AND      SILK  BRAIDS 


HOME  DRESS  MAK- 
ING   SELLS  DRESS 
BELTING. 


Price  Range:    $7.00,  $9.25,  $12.10  and  $18.50  Per  Gross 

FREYDBERG  BROS.  Inc.,  44  [to  48  W.  18th  St.,  NEW  YORK 


NoTloNS 

ii  ill;  mull  in        on  lllllillllllllllllll 

NoTloNS 


CHEMICAL 
ENGINEER 


On  Your  Next  Chemical  Order- 
ed SPECIFY 

J         "Baker's  Analyzed" 

ff—  A      Chemicals  and  Acids 


An  Accu/.te   AfmI^iu  Appenri    no  the 
Label  of  E»ch  Bottb 


That 

Manufacturing  Problem 

Don't  expect  anybody  but  a  qualified 
chemical  engineer  to  find  the  right 
solution  of  manufacturing  problems 
which  relate  to  the  treatment  of 
materials  and  the  discovery  of  new 
methods.    Read,  every  month,  the 

CHEMICAL 
ENGINEER 

118  East  28th  Street 

Telephone,  Madison  Square,  V>553        NEW  YORK 
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ADJUSTABLE  HAT  LINING 


A  Nationally  Advertised 
Quick  Seller  For  The 
Notion  Buyer 


The  woman  who  trims  h 
able  customer  for  your 
time  of  national  economy 
than  ever  before.  At- 
tract   this    trade  to 
your  store  by  offering 
them  the  most  import- 
ant item  in  the  suc- 
cessful making  of  a 
hat — the  lining. 

f  ADJUSTABLE  HAT  LINING 

makes  any  hat  fit  any 
head  —  comfortably 

Women  all  over  the  coun- 
try are  learning  this  fact 
from  our  persistent  cam- 
paign of  advertising  in 
the  leading  women's  mag- 
azines and  Sunday  news- 
papers. 

Place  an  assortment  of 
Pullastic  Hat  Linings  on 
your  notion  counter  and 
call  the  attention  of  your 
customers  to  them.  Quick 
sales  will  result. 


er  own  hats  is  a  profit- 
store — and  during  this 
there  are  more  of  them 


This  is  a  reduced  repro- 
duction of  one  of  our 
series  of  advertisements 

Each  in  a  Separate 
Envelope 

Each  Pullastic  Lining  is  en- 
closed in  an  attractive  envelope, 
printed  in  two  colors,  making  a 
striking  package  fou  counter 
display,  and  keeps  your  stock 
fresh  and  attractive.  They  re- 
quire no  extra  wrapping. 

No.  42 — $1.35  per  doz. 

$15  per  gross 
No.  45— $2.00  per  doz. 

$22.50  per  gross 
Either  white  or  black. 


Obtainable  from 


NEW  YORK  CHICAGO 

Claflin's,  Inc.        O'Donnell,  Weisberger  &  Co.  Carson,  Pirie,  Scott  &  Co. 


Samstag  &  Hilder  Bros 
Calhoun,  Robbins  &  Co. 
Poirier  &  Lindeman  Co. 
Mills  &  Gibb  Corp. 
A.  Steinhardt  &  Bro. 


Berg  Bros. 
M.  Neuburger  &  Co. 

BOSTON 


KANSAS  CITY 

Burnham,  Munger,  Root 

D.  G.  Co. 
Maxwell,  McClure,  Fitts 
D.  G.  Co. 


James  H.  Dunham  &  Co.     John  R.  Ainsley  &  Co. 

MANUFACTURED  BY 

The  Pullastic  Company  of  America,  Inc. 
49  East  21st  Street,  New  York  City 


An  Assistant  Salesman 
— and  A  Good  One 


You  will  agree  that  a  good  salesman  owes  a 
portion  of  his  success  to  his  ability  to  present 
the  merchandise  effectively  over  the  counter. 

This  Counter  Cabinet  presents  "Russell" 
Elastic  Webs  continuously  and  most  effec- 
tively. From  it  the  shopper  can  pick  just  the 
web  wanted.  The  top  is  of  glass  and  the  sizes 
are  plainly  marked  on  the  front. 

This  cabinet  facilitates  the  sale,  too,  for  the 
reels  revolve  easily  in  the  case,  allowing  the 
elastic  to  feed  through  the  slots  in  the  front, 
to  be  measured  and  cut  off. 

Ask  your  jobber  for  this  cabinet.  He  can 
supply  it  for  the  "Russell"  Elastics  you  sell. 

We  are  large  manufacturers  of 
webs  and  braids  of  all  kinds. 
Write  for  samples  and  prices. 

THE 

RUSSELL  MANUFACTURING 
COMPANY 

Established  1834.  Capital  $900,000.00 

New  York  Office :  349  Broadway 
Factory:      Middletown,  Conn. 
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The  SO-E-Z  Cabinet- 
Holds  100  cards  in  assorted  sizes  in  black  and  white 


As  It  Stands  on  Your  Counter 


ANOTHER 

SO-E-Z 

FEATURE 

"Goods  Well  Displayed 
Are  Half  Sold"— 

The  best  American  Snap  Fastener  must  necessarily 
be  displayed  in  the  most  attractive  possible  way. 
That  is  why  we  have  devised  a  cabinet  which  is 
unique,  practical,  pleasing  to  the  eye,  and  inexpen- 
sive enough  to  make  it  possible  for  us  to  furnish  it 
free  with  an  assortment  of  So-E-Z  Snap  Fasteners. 
It  is  a  compact,  sturdy  cardboard  container  which 
keeps  your  entire  stock  of  So-E-Z  Snap  Fasteners 
intact,  makes  selling  easier  and  connects  your  own 
notion  counter  with  our  national  advertising. 
It  will  help  you  sell  more  So-E-Z  Snap  Fasteners. 
This  special  cabinet  contains  our  special  So-E-Z  as- 
sortment.   It  nets  a  liberal  profit  to  both  jobber  and 
retailer. 

Remember  the 

SO-E-Z 


Spring  Snap  Fastener  with  the  turtle  back  lies  per- 
fectly flat.  The  Snap  Fastener  with  the  many  ex- 
clusive features  which  mean  perfection.  A  na- 
tionally advertised  article  which  retains  its  price 
on  its  merits. 

Made  in  five  sizes — silvered  and  fast  black. 


From  the  rear  it's  SO-E-Z  to  take  the  Fasteners 
out  of  the  Cabinet 


000 


Send  for  samples  and  prices 


The    Autoyre    Company  —  Manufacturers 

A.  L.  CLARK  &  CO.,  inc., 


Sole 
Distributors 


652  BROADWAY 


NEW  YORK 


'ugust,  1917 
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Last — A  Merchant  Marine! 


War  Has  Forced  upon 
Protect  Our  Rightful 
Blindly  Refuse  To 


the  United  States  a  Great  Fleet  That  Will 
Position  in  Overseas     Trade— Unless  We 
Receive  the  Blessing 

By  F.  S.  l  is  dale 


Some  such  method  as  this  ought  to  be  used  to  force  Americans  to  realize  that  ships  are  just  as  necessary  to 
their  country  as  a  wagon  is  to  a  farmer.  In  1914  foreign  governments  suddenly  took  aiuay  vessels  zue  had  been 
using.  This  paralyzed  transportation  by  piling  up  railroad  freight  in  coast  yards:  elevators  refused  wheat; 
grain  rotted  in  the  fields  zvhile  the  zuorld  clamored  for  bread.  Crops  were  lost  in  the  West  because  of  tear  in 
far-off  Europe. — Courtesy  of  the  Nation's  Business,  published  by  the  Chamber  of  Commerce  of  the  U .  S.  A. 


HE  end  of  the  war  will  find  the  United 
States  with  a  great  merchant  marine 
and  a  great  navy.  We  again  witness 
the  spectacle  of  America  accomplish- 
ing overnight  what  it  has  taken  Eu- 


ropean nations  years  to  secure  to  themselves." 

This  observation  was  made  by  a  German  profes- 
sor who  had  been  teaching  in  one  of  our  colleges, 
on  his  return  to  Berlin.  There  was  something  of 
envy  and  much  of  wonder  in  the  words.  Perhaps 
the  enemy  sees  better  than  we  the  significance  of 
our  part  in  the  struggle. 

War,  the  greatest  of  all  devils,  should  receive  his 
dues.  His  hands  are  red,  but  they  hold  some  bles- 
sings. So  far  he  has  dethroned  a  czar,  perfected 
the  aeroplane,  quickened  man's  moral  and  physical 
courage,  and  made  innumerable  scientific  discover- 
ies that  will  remain  to  comfort  humanity  for  all 
time.  To  the  United  States  there  has  come  a  rich 
and  tangible  gift  in  the  form  of  a  merchant  marine. 

During  the  years  when  the  public  opinion  was 
apathetic  on  the  question  of  ships,  our  post  office 
buildings  showed  a  healthy  rate  of  increase,  but  our 
merchant  marine  languished.  Then  along  came  the 
war.  It  became  our  war.  We  could  no  longer  dis- 
cuss whether  we  ought  or  ought  not  to  have  ships. 

We  had  to  have  ships.  We  had  to  have  as  many 
— or  maybe  more  than — we  could  get,  and  we  had 
to  have  them  at  once.  They  were  necessary  to 
serve  our  battle  fleets,  to  carry  troops,  to  keep  the 


fighting  men  in  boots,  shells  and  buttons,  to  save 
our  allies  from  the  famine  threat,  and  to  defeat  the 
undersea  boats.  The  vessels  that  we  had  scorned 
became  suddenly  our  most  vital  and  urgent  neces- 
sity. 

By  virtue  of  a  genius  for  adaptability  the  United 
States  developed  during  the  months  of  the  war  into 
a  great  ship-building  country.  We  were  launching 
more  merchant  tonnage  than  any  country  in  the 
world.   But  a  great  deal  of  it  was  sold  to  foreigners. 

The  builders  might  have  kept  on  selling  to  aliens 
had  not  Germany  forced  us  into  the  war.  Injustice 
carries  its  own  punishment.  The  declaration  for  a 
lawless  submarine  blockade  drew  into  the  fight 
against  the  Germans  factors  certain  to  defeat  their 
fervent  ambitions  for  starving  England. 

The  Germans  released  against  themselves  627,181 
tons  of  their  own  shipping  which  had  scuttled  into 
American  ports  to  escape  British  cruisers  at  the  out- 
break of  hostilities.  These  ships  were  damaged  but 
not  ruined  by  their  crews.  A  greater  consequence 
of  the  declaration  was  the  added  impetus  to  Ameri- 
can shipbuilding. 

Already  our  yards  were  working  twenty-four 
hours  a  day  to  meet  the  demand  for  shipping.  With 
our  stand  against  Prussianism  came  the  full  realiza- 
tion that  the  defeat  of  the  enemy  rested  in  the  one 
word — Ships !  Since  we  were  in  the  fight  with  all 
four  feet,  the  weight  of  government  force  and 
money  got  behind  the  vast  shipbuilding  organiza- 
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tion  that  had  developed  itself  since  the  year  1914. 

The  Shipping  Board  set  its  teeth  in  the  problem. 
The  Emergency  Fleet  Corporation,  with  Major 
General  George  Goethals  at  its  head,  was  formed 
to  speed  up  production.  Congress  laid  aside  a  half 
billion  dollars  as  an  emergency  shipping  fund  to  in- 
sure the  success  of  any  steps  taken  against  the 
world  enemy. 

On  June  15  President  Wilson  put  his  signature 
to  the  War  Budget  Bill.  Next  day,  by  force  of  one 
of  its  clauses,  it  was  announced  that  steel  merchant 
tonnage  building  in  our  yards  would  be  taken  over 
by  the  government  and  chartered  by  the  Shipping 
Board  to  private  companies  or  perhaps  to  the  gov- 
ernments of  the  allies. 

Steel  ships  under  construction  or  ordered  in  the 
United  States  comprised  2,039,261  gross  tons,  ac- 
cording to  the  last  official  figures.  About  half  of 
this  was  for  British  owners.  The  Cunard  Com- 
pany is  said  to  have  ordered  150  big  freighters  in 
the  United  States — a  thing  undreamed  of  before  the 
war.  The  British  government  voluntarily  relin- 
quished the  vessels  it  had  building  to  the  Shipping 
Board.  In  addition  to  the  steel,  our  wooden  ship- 
builders were  busy  with  214,753  gross  tons  at  the 
same  time.  The  government  also  will  take  as  many 
of  these  as  it  needs. 

Seven  hundred  and  four  ships  of  about  2,254,014 
gross  tons  are  being  furiously  rushed  to  completion. 
That  is  almost  three  times  the  ocean  tonnage  we 
were  building  on  December  1,  1915.  Many  of  these 
vessels  will  be  on  the  seas  before  long.  They  will 
have  American  flags  rippling  at  their  sterns  with 
American  guns  and  gunners  beside  them.  The  phe- 
nomenon discovers  us  with  a  greater  fleet  under 
construction  than  we  had  engaged  in  foreign  trade 
at  the  end  of  June  last  year. 

A  comparison  with  the  world-famous  yards  of 
England  will  tell  you  whether  the  United  States 
has  in  this  instance  lived  up  to  its  reputation  for 
resourcefulness.  At  the  start  of  the  war  Great 
Britain  practically  stopped  merchant  ship  construc- 
tion to  focus  its  energies  on  navy  work.  But  the 
submarine  crisis  made  cargo  tonnage  as  important 
as  dreadnoughts — perhaps  more  so. 

You  can  kill  a  man  just  as  effectually  by  starving 
him  to  death  as  by  shooting  him  through  the  heart. 
That  fact  was  the  one  on  which  Germany  staked 
her  fading  hopes  of  world  supremacy.  By  a  mag- 
nificent effort  the  British  yards  have  lately  regained 
lost  ground  so  that  on  March  31  they  were  building 
merchant  ships  at  the  rate  of  1,000,000  tons  a  year, 
and  it  was  estimated  that  they  would  have  increased 
the  rate  of  a  million  and  three-quarters  by  this 
month. 

Back  in  1913 — one  of  those  distant,  curious  years 
when  there  was  no  world  conflict — Great  Britain 
produced  1,788,977  tons  of  steam  shipping,  about 
62  per  cent,  of  the  world  output.  Thus  we  prob- 
ably are  building  more  tons  annually  than  were 
launched  in  the  British  yards  before  the  war. 

Even  this  astonishing  advance  should  not  be  taken 
as  the  measure  of  what  the  coming  months  will 
chow.    General  Goethals  declares  that  he  expects 


to  turn  out  3,000,000  or  more  tons  within  the  next 
eighteen  months.  As  soon  as  vessels  now  building 
are  launched  their  places  will  be  taken  by  the  keels 
of  the  Fleet  Corporation's  standardized  ships.  Some 
doubt  might  be  cast  on  these  figures  were  it  not 
that  they  came  from  the  man  who  made  it  possible 
for  liners  to  cross  mountains  that  had  known  only 
goat  and  donkey  trails  before — a  man  who  deals 
with  inexorable  engineering  facts. 

Already  our  fleets  have  risen  with  the  war  tides 
until  we  have  something  like  8,750,000  gross  tons  of 
merchant  ships.  Last  year  the  English  tonnage  was 
placed  at  21,000,000;  before  the  war  Germany  had 
5,134,720  tons. 

Our  total  is  encouraging  and  misleading.  The 
trouble  is  that  only  a  small  part  of  it  is  engaged 
in  foreign  trade.  The  figures  include  everything 
from  Maine  fishing  boats  to  Lake  Superior  ore 
freighters.  But  2,185,008  tons  was  engaged  in  over- 
sea trade  at  the  end  of  the  1916  fiscal  year — and 
that  was  a  hopeful  increase  over  an  ignominious 
past.  Our  ships  represented  4  per  cent,  of  the  ton- 
nage that  left  American  ports  for  other  continents 
in  1914.  The  next  year  our  share  rose  to  8  per  cent, 
and  last  year  it  reached  11  per  cent. 

Our  merchant  ships  should  reach  12,000,000  tons 
within  the  next  two  years — allowing  the  increase  in 
wooden  vessels  and  the  possible  excess  over  the 
Goethals  estimate  of  steel  building  to  offset  losses 
by  torpedoes.  In  competition  with  countries  that 
pet  and  encourage  their  yards  by  every  artificial 
stimulant,  we  have  at  one  leap  reached  the  position 
where  we  shall  be  able  to  place  on  foreign  routes 
after  the  war  a  greater  tonnage  than  Germany  had 
and  to  fortify  ourselves  in  second  place  not  only  in 
regard  to  total  tonnage,  but  as  to  overseas  traffic 
as  well. 

A  shipping  journal  estimates  that  our  vessels  are 
now  worth  about  a  billion  dollars  and  that  we  have 
approximately  $250,000,000  in  shipbuilding  plants. 
There  is  ground  for  the  belief  that  this  is  too  low. 

No  account  has  been  taken  here  of  the  seized 
German  ships  because  the  government  made  it  clear 
that  they  would  be  used  during  the  war  and  that 
their  disposition  afterward  would  depend  on  the 
terms  of  peace. 

Itatements  have  been  repeatedly  made  in  British 
shipping  circles  that  the  Germans  must  make  ton- 
for-ton  restitution  for  ships  torpedoed  lawlessly. 
The  Teutonic  vessels  would  not  go  far  toward  re- 
plenishing this  loss.  According  to  the  London 
"Economist,"  the  world  tonnage  available  for  mer- 
chant use  at  the  end  of  1916  was  24,000,000 — a  loss 
of  6,300,000  since  the  conflict  started.  M.  Cels,  a 
French  deputy,  estimated  that  3,000,000  tons  was 
lost  during  the  first  four  months  of  1917. 

There  probably  is  little  foundation  for  the  reports 
that  the  Germans  are  busy  with  merchant  shipping. 
It  is  not  likely  that  they  are  preparing  for  a  doubt- 
ful future  by  building  peaceful  tramps  when  the 
country  is  developing  a  last  desperate  hope  of  starv- 
ing the  hated  British  Isles  by  the  submarine  weapon. 

The  continuation  of  tins  interesting  article  ivill  appear  in  our 
September  issue. 
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HEN  this  is  read  the  big  semi-annual 
sale  of  notions  will  be  a  near  event. 
\/\f  Thousands  of  notion  buyers  will  be 
planning  such  a  sale  as  will  sweep 
along  the  complete  array  of  articles 
which  come  within  the  scope  of  the 
department.  The  buyer's  aim  is  to 
make  the  offerings  so  complete  that 
every  shopper  can  be  met  with  all  the  items  she  sets 
out  to  purchase  and  at  the  same  time  offer  for  her 
approval  a  fine  array  of  things  outside  of  her  pre- 
arranged list  of  purchases. 


The  Mid-Summer  Notion  Sale. 

These  semi-annual  sales  of  notions  which  are  now 
a  fixed  event  in  nearly  all  big  stores  are  amongst  the 
most  successful  of  the  year.  While  the  amount  of 
money  taken  in  may  not  be  as  large  as  that  of  the 
special  sales  frequently  held  in  other  departments, 
their  value  and  importance  by  reason  of  the  number 
of  people  they  bring  to  the  store  who  buy  other 
things  besides  notions,  can  scarcely  be  overesti- 
mated. 

These  semi-annual  sales,  which  grow  in  impor- 
tance each  succeeding  season,  should  be  made  a  feat- 
ure of  by  every  dry  goods  or  department  store. 
They  not  only  serve  to  bring  the  notion  department 
into  prominence  and  liven  up  the  business  for  the 
balance  of  the  year,  but  give  the  store  an  air  of 
activity  at  a  time  when  general  business  is  ordin- 
arily extremely  dull. 

How  often  it  happens  that  a  person  who  is  out  on 
what  is  called  a  shopping  excursion — that  is,  a  look- 
ing around  trip,  with  no  intent  of  purchasing,  will 
walk  around  a  store  entirely  uninterested  by  the  at- 
tractive articles  displayed  at  the  different  counters, 
but  catching  sight  of  a  well-known  article  ticketed  at 
a  low  price  at  the  notion  counter  with  a  crowd  pur- 
cashing  freely,  will  get  the  fever  and  join  the  buying 
brigade. 

This  is  sometimes  just  a  beginning,  but  it  starts 
them  in  a  buying  mood,  and  if  they  are  sufficiently 
impressed  with  the  cheapness  of  the  articles  bought 
at  the  notion  counter,  imagine  that  everything  in  the 
store  is  of  equal  value,  and  after  making  their  pur- 
chases at  the  Notion  department  shop  at  various 
other  counters,  the  result  being  a  good  bill  of  goods. 

Reliability  should  be  the  keynote  of  these  special 


sales.  The  merchandise  must  be  such  as  can  be  posi- 
tively guaranteed.  One  thing  is  absolutely  sure — 
no  establishment  can  either  create  or  maintain  a  rep- 
utation as  a  good  place  to  purchase  notions,  unless 
the  qualities  of  the  goods  are  maintained  at  all  times. 
The  introduction  of  inferior  grades,  or  such  as  are 
unreliable  regarding  lengths  and  count,  will  not  only 
tend  to  bring  the  notion  department  into  bad  re- 
pute, but  will  injure  the  fame  and  reputation  of  the 
entire  establishment. 

One  thing  the  merchant  and  notion  buyer  must 
positively  insist  upon,  and  that  is,  that  every  price 
statement  made  in  the  advertisements  must  be 
strictly  in  accord  with  the  facts  and  that  the  mer- 
chandise offered  for  sale  must  be  exactly  of  the 
quality  which  it  is  claimed  to  be. 

There  is  no  single  factor  which  has  done  so  much 
to  injure  the  reputation  of  notion  departments  and 
indirectly  curtail  its  profits,  than  the  practice  fre- 
auently  indulged  in  by  otherwise  respectable  firms 
of  purchasing  the  most  miserable  imitations  of  well- 
known  standard  goods  and  advertising  them  as  genu- 
ine at  prices  far  below  what  the  genuine  could  pos- 
sibly be  sold  at. 

The  ill  effects  of  such  procedure  are  widespread 
and  demoralizing  to  the  trade,  not  only  in  the  imme- 
diate vicinity  of  the  merchant  resorting  to  such  tac- 
tics, but  all  over  the  country.  These  misleading  ad- 
vertisements are  read  by  other  merchants  in  distant 
cities,  and  who  believing  them  to  be  true  are  misled 
as  to  actual  conditions  in  the  trade,  and  are  harmed 
thereby. 

A  Good  Display  Necessary  to  Success. 

Nothing  tends  more  to  the  success  of  a  notion  sale 
than  a  liberal  and  tasteful  inside  display  of  the 
articles  on  sale  in  the  department.  This  is  unfortun- 
ately a  matter  which  frequently  is  not  given  the  at- 
tention which  its  importance  demands. 

A  good  display  does  not  necessarily  mean  an  expen- 
sive one,  as  a  most  effective  and  attractive  display  can 
be  made  at  very  little  cost,  time  and  judgment  being 
the  chief  essentials.  A  most  satisfactory  demonstra- 
tion can  be  made  by  cutting  pieces  of  cardboard  or 
very  thin  board  into  various  attractive  shapes,  such 
as  stars,  crescents,  etc.,  and  covering  them  with 
colored  paper-muslin.  These  can  be  trimmed  with 
all  sorts  of  notions  items,  such  as  cards  of  hooks 
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and  eyes,  safety-pins,  tapes,  dress-shields,  etc.,  either 
assorted  or  in  numbers  of  a  single  variety.  Pearl 
buttons  also  make  a  most  attractive  display. 

These  displays  assist  very  largely  in  the  making  of 
sales,  although  it  must  be  acknowledged  that  the 
greatest  influence  in  disposing  of  merchandise  is  the 
liberal  quantities  of  goods  shown  and  complete  as- 
sortment of  goods  properly  displayed.  Care  should 
be  taken  that  all  goods  which  are  specially  priced  for 
the  occasion  be  plainly  marked  with  price  tickets. 

A  Few  Hints  on  the  Window  Dressing. 

No  notion  sale  can  be  made  the  success  it  should 
be  unless  in  addition  to  a  good  interior  display  the 
goods  are  properly  represented  in  the  show  windows, 
for  without  a  doubt  the  most  valuable  assistance  that 
can  be  secured  is  an  attractive  window  display. 

The  point  must  not  be  lost  sight  of,  however,  that 
the  purpose  of  the  display  in  the  window  is  to  sell 
goods.  Many  window  dressers  in  striving  to  secure 
artistic  effects  entirely  lose  sight  of  their  main  object. 
A  pretty  window  display  or  even  a  highly  artistic  one 
is  not  necessarily  a  business  getter.  Many  windows 
handsomely  dressed  excite  the  admiration  of  the 
passers-by  without  at  all  inducing  them  to  do  any- 
thing more  than  comment  on  their  arrangement.  The 
sort  of  window  display  that  sells  the  largest  amount 
of  goods  is  the  one  that  first  fixes  the  attention  and 
then  creates  a  desire  to  purchase. 

Don't  allow  your  windows  to  be  overcrowded ;  no 
matter  how  well  dressed,  a  window  that  contains 
simply  a  mass  of  stock  with  price  tickets  attached  is 
not  by  any  means  an  ideal  window.  As  in  newspaper 
advertising,  have  some  things  stand  out  more  prom- 
inently than  others,  and  let  every  item  stand  for 
something.  A  common  fault  with  most  show  win- 
dows is  the  absence  of  novelty.  It  is  not  so  much 
the  graceful  grouping  of  the  various  articles,  as  the 
showing  of  some  new  or  novel  article  that  will  at- 
tract the  attention  of  possible  customers. 

Articles  that  are  likely  to  arouse  curiosity  should 
be  given  the  most  prominent  position.  Curiosity 
prompts  the  ordinary  woman  to  stop  and  examine  the 
contents  of  such  a  window.  When  it  does  this  much 
it  has  accomplished  its  purpose,  for  it  has  served  as 
an  introduction  to  the  goods  on  sale  within  the 
store. 

Good  Advertising  Most  Important. 

Don't  forget  the  advertising.  Considering  the 
importance  of  these  notion  sales  to  the  store,  notions 
seldom  get  their  due  proportion  of  advertising.  Put 
in  plenty  of  items,  customers  looking  for  notions  are 
not  attracted  by  high  sounding  phrases,  and  hand- 
some displays,  what  they  are  most  interested  in  are 
figures,  and  they  must  be  low  enough  to  make  an 
impression.  So  feature  price  everywhere — on  the 
counter,  in  the  show  windows  and  in  the  advertising. 
Make  this  sale  a  money  saving  event,  and  it  will  be 
long  remembered  and  add  prestige  and  luster  to  the 
store. 

But  don't  let  your  advertising  talk  dwell  entirely 
on  price ;  talk  quality  as  well.  Notions  are  like  every 
other  kind  of  merchandise :  good,  bad  and  indifferent. 
They  offer,  however,  particularly  when  well  known 


brands  are  advertised,  a  good  chance  for  comparison. 

So  let  your  merchandise  be  such  as  you  can  stand 
by  and  in  your  advertising  emphasize  the  fact  that 
no  matter  what  merchandise  is  offered  and  sold  at 
the  sale,  all  of  it  is  of  standard  quality  and  good 
values  at  the  price,  and  give  some  effective  examples 
in  this  connection. 

During  these  midsummer  sales  it  is  particularly 
important  that  the  stock  be  so  arranged  as  to  per- 
mit of  quick  service.  The  sooner  a  customer's  wants 
are  supplied  the  larger  the  volume  of  her  purchases 
and  the  greater  her  satisfaction.  Narrow  aisle  tables 
are  particularly  valuable.  As  a  rule  these  tables 
should  be  filled  with  a  certain  kind  of  goods  all  at 
one  price.  The  advantages  of  a  liberal  supply  of 
aisle  tables  are  that  customers  can  wait  upon  them- 
selves, and  examine  the  goods  at  their  leisure,  and 
owing  to  the  fact  that  all  goods  are  plainly  marked 
considerable  selling  help  is  saved. 

Recent  Novelties  for  Notion  Departments. 

In  spite  of  prevailing  conditions,  the  lack  of  im- 
ported goods,  the  scarcity  of  materials,  etc.,  many 
novelties  which  can  be  strictly  classed  as  notions 
are  continually  being  placed  on  the  market.  The 
enterprising  and  wide  awake  buyer  is  continually 
on  the  lookout  for  new  things  in  his  line,  and  by 
promptly  taking  advantage  of  his  opportunities  en- 
larges his  sales  and  increases  the  profits  of  his 
department. 

In  addition  to  these  novelties,  which  would  not 
be  expected  to  be  found  in  any  other  department 
than  that  devoted  to  notions  and  small  wares,  there 

are  many  good 
selling  articles 
which,   while  or- 
dinarily sold  in 
some   other  de- 
partment, can  be 
profitably  sold  at 
the  notion  count- 
x       er  as  well. 
\         One  of  the  new- 
It     est  entrants  into 
!     the  notion  field  are 
\     hat  linings,  which, 
\    up  to  a  short  time 
ja    ago,  were  sold  ex- 
J    clusively   in  the 
hat  department. 
An  improved  form 
of  hat  lining, 
known  as  the 
"Pullastic"  adjust- 
able hat  lining, 
gave  notion  buyers  an  opportunity  which  they  were 
not  slow  to  take  advantage  of. 

A  very  large  number  of  women  make  their  own 
hats,  and,  knowing  that  the  proper  fitting  of  the  hat 
depends  almost  entirely  upon  the  lining,  readily 
perceived  the  advantages  of  the  new  lining,  insur- 
ing, as  it  does,  a  perfect  fit  for  any  hat  and  any 
style  of  hairdress.  They  are  made  in  black  and 
white  in  two  grades,  which  retail  respectively  at 
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fifteen  and  twenty-five  cents,  these  prices  affording 
the  retailer  a  comfortable  margin  of  profit. 

A  matter  of  considerable  interest  to  notion  buyers 
is  the  fact  that  boys'  pant  bands,  which  for  some 
time  past  have  been  practically  unobtainable,  can 
now  be  secured  in  all  sizes  and  in  various  grades. 
The  ones  which  are  in  greatest  demand  and  which 
sell  most  readily  are  those  having  elastic  under  the 
back  button  holes,  as  by  this  means  the  strain  on 
the  buttons  is  relieved  and  their  tearing  off  largely 
prevented. 

The  Rising  Costs  of  Notions. 

As  predicted  in  our  last  issue,  the  price  of  notions 
of  almost  every  description  is  constantly  advancing. 
The  best-informed  men  in  the  trade  predict  that  this 
rising  movement  will  continue  for  some  time  to  come 
and  that  prices  will  be  much  higher  next  spring  than 
they  are  at  present. 

Take  cotton,  for  instance.  Few  notion  buyers 
realize  the  important  part  the  price  of  raw  cotton 
plays  in  notions  and  small  wares.  Higher  prices  in 
cotton  mean  higher  prices  in  corset  and  shoe  laces. 
Crochet  cottons,  darning  cottons,  elastic  and  non- 
elastic  webs,  braids,  hook  and  eye  tape,  bias  fold 
tapes,  shopping  bags,  stay  bindings,  sanitary  aprons 
and  belts,  wash  cloths,  stickerei  trimmings,  ric-rac 
braids,  featherstitch,  middy  laces,  skirt  bandings  and 
many  other  items. 

Raw  cotton  has  made  a  gain  of  over  five  cents  a 
pound  during  the  past  month  and  is  now  higher  than 
it  was  even  during  the  Civil  War.  The  total  acreage 
of  the  South  is  over  five  per  cent,  less  than  last  year. 
The  condition  of  the  crop  according  to  the  United 
States  Government  report  for  July  shows  a  decrease 
of  about  four  million  bales. 

Then  there  are  the  important  items  of  toilet  pins, 
sewing  and  knitting  needles.  An  advance  of  approx- 
imately twenty  per  cent,  has  been  made  in  the  price 
of  the  latter  during  the  past  month.  The  situation 
in  imported  sewing  needles  has  somewhat  improved, 
however,  by  the  arrival  of  some  fairly  satisfactory 
shipments  from  England. 

Supplies  of  pins  have  not  been  replenished  to  any 
great  extent  during  the  past  month,  and  there  is  not 
a  great  deal  of  optimism  apparent  as  to  the  prospect 
for  future  deliveries.  Dealers  have  apparently  made 
up  their  minds  to  take  the  condition  in  a  philosophic 
manner  and  get  along  as  best  they  may  until  addi- 
tional stocks  arrive.  The  condition  of  the  metal  mar- 
ket naturally  affects  the  production  of  all  articles  of 
this  character  and  the  needs  of  the  Allied  govern- 
ments have  the  right  of  way. 

The  prices  of  cotton  threads  have  been  holding 
steady  for  some  time  past,  but  in  the  face  of  the  con- 
stant increase  in  the  price  of  the  raw  material 


higher  prices  in  the  near  future  would  seem  to  be  a 
natural  result. 

While  it  is  asserted  that  the  stocks  of  raw  cotton 
on  hand  in  most  instances  are  sufficient  to  meet  the 
requirements  of  the  trade  for  some  two  months  yet, 
the  prices  which  manufacturers  have  had  to  pay 
recently  for  raw  cotton  would  seem  to  indicate  an 
advance  in  prices  in  the  near  future. 

The  Importance  of  Dress  Shields. 
The  constantly  increasing  demand  for  dress 
shields  is  a  matter  which  should  be  of  interest  to 
every  notion  buyer,  and  the  keeping  in  stock  of  a  full 
and  complete  line,  particularly  the  brands  which  are 
being  so  liberally  advertised  should  be  a  prime  con- 
sideration. 

The  present  styles  of  costumes  make  the  wearing 
of  dress  shields  a  positive  necessity.  The  classic 
women  of  Ancient  Greece  did  not  find  dress  shields 
a  necessity  in  their  time,  but  to-day  dress  shields 
are  a  necessary  part  of  practically  every  woman's 
wardrobe. 

Dress  shields  are  most  important  units  in  feminine 
toilettes.  They  serve  to  protect  delicate  dress 
goods,  sheer  fabrics  and  other  dainty  textiles  from 
wear  and  also  from  body  moisture.  A  good  dress 
shield  contributes  likewise  to  the  proper  fit  of  the 
waist. 

A  good  dress  shield  should  not  only  have  a  per- 
fect waterproof  qualities,  but  should  properly  fit. 
Many  women  wear  dress  shields  that  are  too  small, 
much  after  the  fashion  of  their  sisters  who  wear 
shoes  that  are  not  large  enough. 


SIDEWALK  ADVERTISING. 
It  Is  Economical  and  Efficient. 

HEN  searching  for  new  fields  for  adver- 
tising most  of  us  are  very  apt  to  overlook 
the  splendid  opportunities  offered  to  us  near  at 
hand.  For  instance  the  opportunity  offered  by  the 
humble  sidewalk  is  rarely  taken  advantage  of. 

Overdone,  the  practice  defeats  its  own  purpose, 
but  undertaken  and  carried  out  with  care  a  cam- 
paign of  sidewalk  advertising  can  hardly  help  but 
produce  practical  results. 

In  form  the  advertising  can  take  in  the  place- 
ment of  permanent  advertising  phrases  in  letters 
of  stone  or  metal,  a  projectoscope  can  flash  ad 
copy  from  above  by  night,  or  special  messages 
can  be  chalked  out  on  parts  of  the  sidewalk  not 
too  heavily  traversed. 

Thus  the  merchant  can  drive  home  store  news 
to  the  man  who  never  looks  to  the  right  or  left, 
missing  the  store  windows,  but  always  having  his 
eyes  focused  upon  the  sidewalk. 
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"HE     Kftt.SER  REGRETS 
THE.     NOTION    HE  HftP 
TO    UlCK    THE    W  Oft  LP 


MONTMORENCV    HAS  A  CLEVER 
NOTION    TO     KEEP  AWAY 
FROM  CIGftRETTES, 


There  Are  Notions  and  Notions 

Nobody  ever  lived  an  hour  without  having  some  kind  of  a  notion  to  be  some- 
thing, or  do  something,  or,  well,  a  notion  of  one  sort  or  another.  A  notion 
may  be  "the  goods"  or  maybe  an  "idea."  Some  are  full  of  humor,  such  as  these 
with  which  Freydberg  Brothers  lightened  up  their  own  special  house  organ 
called  "Notions  on  Notions." 
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News  Budget 


A  Glimpse  Into  Novelty-Land  as  Seen  By  MRS.  R.  K.  MITLER,  One  of  the   Best  Known  Fancy 

Goods  Specialists. 


HE  present  depression  of  war 
conditions  visibly  does  not  seem 
to  affect  the  New  York  market,  in- 
asmuch as  the  forerunner  for  the 
coming  fall  and  holiday  seasons 
is  a  most  encouraging  one ;  and 
the  placing  of  quantity  orders  for 
fancy  goods  of  all  kinds  is  prevalent  everywhere. 

A  few  interesting  and  novel  items  as  seen  by  the 
writer  in  her  travels  through  the  manufacturers'  sam- 
ple rooms  and  advance  showings  in  the  various  prom- 
inent stores  of  New  York  City,  are  described  as  fol- 
lows : 

Particularly  attractive  and  fascinating  is  the  Amer- 
ican made  beaded  bag,  the  contrasting  of  colors,  and 
the  beautiful  workmanship  fully  equals  the  former 
imported  French  and  German  beaded  bags,  though 
not  in  price,  for  the  American  made  bag  is  consid- 
erably less.  Varied  assortments  are  shown  in  all 
sizes,  including  the  change  purse.  The  artistic 
designs  and  the  bags  in  general  differ  greatly  from 
those  previously  shown,  inasmuch  as  the  draw-string 
beaded  bag  has  been  replaced  by  the  beaded,  oxidized 
frame  bag. 

The  large  patent  leather  knitting  bag  is  the  latest 
and  most  practical  acquisition  to  the  Bag  and  Art 
Departments.  This  bag  is  made  similar  to  the  cre- 
tonne ones  in  shape  and  size,  though  more  graceful 
and  softer  in  appearance.  Various  sizes  are  obtain- 
able and  present  indications  predict  a  tremendous  de- 
mand for  the  holiday  and  gift  trade. 

The  popularity  of  the  sweater  and  how  to  main- 
tain its  graceful  appearance  has  brought  into  the 
market  a  popular  priced  sweater  holder.  This  is  con- 
sidered a  practical  and  attractive  device  made  of  a 
heavy  circled  wire  daintily  covered  with  fancy  and 
Chinese  silk,  now  being  made  up  in  three  distinct 
styles — including  one  with  sachet  pouches. 

A  few  words  pertaining  to  the  knitting  needle.  A 

Some  dressing  table  novelties  in  black  ebony.    Notiee  the  diamond 
shaped  bottles.     Selected  from   the  new   liiw  of  the  Friseh  Toilet 
Mirror  Co. 


transformation  has  taken  place — from  the  plain  No- 
tion Department  article ;  a  fancy  headed  needle  is 
shown  in  various  styles;  the  sterling  silver  engraved 
tops,  the  enameled  jeweled  tops  and  the  silver  and 
enameled  combinations.  These  are  all  attractively 
displayed  and  sold  in  the  Jewelry,  Fancy  and  Art 
Goods  Departments.  The  demand  seems  to  be  far 
greater  than  anticipated  by  the  manufacturer. 

An  enameled  manicure  kit,  pocket  size,  has  been 
patented  recently  and  is  being  distributed  by  one  of 
the  foremost  Providence  manufacturers.  This  at- 
tractive article,  made  of  sterling  silver,  daintily  col- 
ored, is  approximately  the 
size  of  a  pocket  knife ;  ad- 
justable to  a  vest  chain  or 
a  ladies'  purse.  It  con- 
tains a  file  and  orange 
stick  attached  automati- 
cally as  blades  are  to  a 
knife. 

A  few  new  novelties 
added  to  your  stock  occa- 
sionally will  aid  the  sell- 
ing power  of  your  general 
merchandise. 

Frequently  this  ques- 
tion arises — "What  can 
you  suggest  as  a  suitable 
gift  for  a  man?"  From  my 
own  experience  as  a  buyer,  to  aid  in  the  selection  of 
such  gifts  was  a  difficult  problem  for  both  concerned. 
And  yet  today  it  is  successfully  being  solved  by  vari- 
ous manufacturers  who  are  concentrating  and  mak- 
ing every  effort  in  behalf  of  the  opposite  sex. 

An  attractive  and  most  appreciated  combination 
Waldemar  watch  chain  is  causing  quite  some  en- 
thusiasm and  gaining  favor  among  the  merchants. 
It  is  made  of  black  ribbon,  having  a  swivel  at  each 
end,  one  for  the  watch,  and  the  other  has  attached 
to  it  a  2-bladed  gold-filled  pocket  knife.  An  artistic 
center  slide  completes  the  combination.  This  makes 
an  ideal  and  welcome  gift  and  can  be  reproduced 
with  sterling  silver  or  solid  gold  trimmings.  An- 
other Waldemar  ribbon  chain  has  been  shown;  in 
fact  it  is  patented  by  its  maker.  This  one  reaches  in 
length  from  pocket  to  pocket,  with  a  moire  or  gros 
grain  ribbon,  having  the  slide  so  adjusted  to  the 
center  of  the  vest  as  to  prevent  it  from  rubbing  back 
and  forth  and  remaining  intact  at  all  times.  The 
slide  is  patented  and  can  be  made  in  sterling  silver, 
gold  filled  or  solid  gold. 

Uppermost  in  our  thoughts  today  is — "Our  Sol- 


Of  course  you  know  "Fan- 
cieta,"  the  latest  tiling  out 
In  the  season's  new  ideas 
as  shown  by  Ben  Felsenthal 
&  Co. 
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dier  Boy."  What  can  we  purchase  for  him  as  a  me- 
mento that  is  easily  carried  and  has  no  weight?  That, 
too,  has  been  a  problematic  question  since  war  was 
declared,  but  I  can  safely  mention  the  fact  that  this 
also  has  been  solved  and  will  relieve  the  minds  of 
many  of  your  patrons.  Military  articles  are  mod- 
erately priced  and  should  be  displayed  patriotically 
and  prominently  in  your  departments. 

Possibly  you  are  not  aware  of  the  fact  that  a  sol- 
dier is  allowed  to  wear  at  war  but  certain  limited 
pieces  of  jewelry  and  in  view  of  this  fact  I  am  sug- 
gesting only  such  as  can  be  worn,  viz. : 

Foremost  and  certainly  very  essential  is  the  wrist 
watch  and  when  making  a  selection  for  your  stock 
it  is  advisable  to  buy  only  the  "Kitchener"  strap — 
for  it  is  more  practical  and  wider  than  the  regula- 
tion wrist  strap.  There  is  a  cheap  army  watch  in 
the  market  having  a  nickel  case  fitted  with  a  jew- 
eled movement  and  a  radium  dial. 

A  particularly  popular  and  serviceable  army  wrist 
watch  is  one  having  7  or  15  jewels  encased  in  a 
nickel  or  silver  case — adjusted  to  heat  and  cold — 
and  with  a  radium  dial  and  indestructible  crystal. 
This  is  the  most  salable  one. 


A    lace-edged   and    Iwo-col'or   effect    from    the   neckwear    line  of 
Samstay  &  Hilder  Bros. 


The  Army  and  Navy  ring  is  a  welcome  gift  to  a 
soldier — one  particularly  designed  with  our  coat  of 
arms  and  made  of  oxidized  sterling  silver  and  enamel 
combined;  or  it  may  also  be  reproduced  in  solid 
gold. 

The  identification  locket  should  be  worn  by  every 
soldier.  It  is  a  small,  round  locket  in  which  on  one 
side  his  name,  number  and  home  in  embossed,  and 
his  photo  encased  on  the  other  side.  The  locket  is 
to  be  worn  around  the  neck  or  waist  or  on  the  body 
attached  to  a  substantial  ribbon  or  chain. 

The  above-mentioned  are  the  most  valuable  sug- 
gestions for  the  Soldier  Boy  :  and  now  for  the  girl 
or  sister  he  left  behind : 

A  clever  idea  indeed  is  the  hat  and  brooch  pin, 
the  belt  buckle  and  the  cuff  links — patented  and 
manufactured  by  a  Providence  concern.  A  button 
conveniently  "stolen"  from  the  soldier,  cherished 
and  hidden  as  a  memento,  can  now  be  inserted  in 
any  of  the  mentioned  articles  without  difficulty  and 
worn  with  pride.  These  are  in  great  demand  and 
undoubtedly  if  you  do  not  already  have  them  on 
sale  you  are  contemplating  doing  so. 


THE    ARLINGTON    CO.,    A  FLOURISHING 
DU  PONT  DE  NEMOURS  BUSINESS  ARM. 

OF  the  many  fields  in  which  the  E.  I.  duPont 
De  Nemours  &  Company  is  prominently 
identified  there  is  none  where  they  have  accom- 
plished more  on  behalf  of  domestic  manufactures 
than  has  been  done  with  The  Arlington  Company 
as  manufacturers  of  Ivory  Pyralin.  A  recently 
issued  catalogue  is  profusely  illustrated  with  the 
kind  of  pictorial  work  that  shows  the  sense  of  pride 
which  the  manufacturers  feel  in  the  grade  of  their 
products.    The  catalogue  is  a  work  of  art. 

THE  GIVING*  OF  CREDIT. 

AT  THE  present  when  the  cost  of  merchandise 
is  advancing  and  nearly  everybody  is  em- 
ployed at  good  wages,  with  prosperity  generally 
prevalent  and  the  public  in  buying  mood,  and  with 
conditions  generally  seeming  to  warrant  these 
things,  the  careful  merchant  will  watch  his  credits 
and  will  preserve  the  right  balance  between  the  pur- 
chases of  his  customers  and  their  ability  to  pay. 

It  is  a  good  time,  therefore,  to  consider  the  credit 
proposition  as  a  whole  and  to  make  plans  for  its 
improvement. 

The  man  who  grants  credit  to  whomsoever  asks 
for  it,  without  limit  and  without  arranging  for  a 
definite  time  for  payment  is  in  serious  danger  of  get- 
ting into  all  kinds  of  trouble  that  it  will  cost  him 
money  to  get  out  of. 

Consequently  there  should  be  some  regular  sys- 
tem of  granting  credit,  so  that  the  merchant  will 
know  what  he  is  doing  and  why  he  is  doing  it. 

No  merchant  without  a  rating  in  the  commercial 
agency  books  can  get  credit  from  a  manufacturer 
or  wholesaler  unless  he  supplies  his  prospective  cred- 
itor with  such  information  as  will  enable  the  latter 
to  judge  properly  the  risk  that  such  credit  will  entail. 

So  it  should  be  with  the  retailer.  He  should  not 
allow  a  man's  name  to  appear  on  his  books  without 
knowing  at  least  something  about  his  debtor,  his 
resources  and  when  he  expects  to  pay  the  account. 

It  is  all  a  matter  of  educating  the  customer,  and 
of  carefully  watching  the  accounts  receivable. 

In  a  small  or  moderate  sized  retail  store,  no  one 
but  the  owner  or  manager  should  be  allowed  to  grant 
credit  and  he  should  only  do  it  after  the  proper  ques- 
tions have  been  asked  and  the  answers  noted  down 
on  a  slip  provided  for  the  purpose,  in  the  presence  of 
the  customer. 

When  the  store  is  large,  one  or  two  others  can 
have  the  power  delegated  to  them. 

This  seems  like  a  simple  procedure.  It  is.  Yet 
the  results  from  it  have  proven  time  and  time  again 
to  be  out  of  all  proportion  to  the  effort  required. 

It  is  simply  another  case  of  installing  a  system, 
keeping  it  going  and  reaping  the  benefits. 

Once  more :  Never  grant  credit  unless  you  know 
the  character  and  resources  of  the  customer  and  have 
from  him  a  definite  promise  of  payment  at  a  certain 
time,  which  information  and  promise  should  be 
written  down  in  the  presence  of  the  debtor. 

There  is  a  good  deal  to  be  learned  before  a  man 
can  step  behind  the  counter  and  sell  a  customer 
something  that  does  not  suit  him  at  first  sight. 
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Flat   Pocket-Book  Bails. 

By  Courtesy  oj 

Cambridge  Leather  Goods  Co. 


Novelty  Knittmii  Bays 
By  Courtesy  of 
B.  A.  a  nth  man  Co. 


Encouraging  Prospects  For  Hand  Bags 


HE  early  months  of  every 
season  in  the  fancy  leather 
goods  trade  are,  as  a  rule, 
fraught  with  indecision,  sur- 
mise and  conjecture  on  the 
part  of  buyers  generally  as 
to  the  kind  and  style  of  mer- 
chandise that  will  lead  in 
popular  favor  during  the  season  to  come. 

The  present  season  has  been  no  exception  to  the 
general  rule  so  far,  but  it  has  now  reached  a  stage 
where  it  can  be  seen  pretty  clearly  along  which 
lines  it  will  be  profitable  for  the  trade  to  proceed. 

That  leather  for  hand  bags  will  be  in  much 
stronger  favor  than  was  the  case  last  season  seems 
to  be  pretty  well  settled,  although  manufacturers 
who  have  been  making  a  specialty  of  fabric  bags 
assert  that  fabrics  will  continue  to  hold  the  lead 
for  at  least  another  season. 

Be  that  as  it  may,  some  of  the  leading  manufactur- 
ers are  showing  fairly  liberal  lines  of  leather  hand- 
bags and  are  showing  a  goodly  number  of  new  de- 
signs for  the  approval  of  buyers.  Most  of  the  new 
models  are  in  black  and  rather  small  in  size. 

The  one  great  drawback  to  the  revival  of  leather 
however,  is  the  condition  of  the  leather  goods  mar- 
ket.  All  kinds  of  leathers  are  both  scarce  and  high 


in  price  and  the  prospects  are  that  they  will  con- 
tinue to  increase  in  price,  in  fact  the  majority  of 
manufacturers  are  of  the  opinion  that  by  the  time 
the  holidays  are  reached  a  high-water  mark  in  prices 
will  have  been  attained.  If  they  are  right  in  their 
surmises  a  great  many  manufacturers  will  have  to 
revise  their  present  price  lists. 

Flat  bags  on  the  pocketbook  order  seem  destined 
to  lead ;  in  fact  a  very  satisfactory  business  is  al- 
ready being  done  in  goods  of  this  character.  We 
illustrate  three  of  the  newest  and  most  popular 
shapes.  They  are  very  attractive  and  have  the  ap- 
pearance of  being  much  more  expensive  than  they 
really  are,  a  selling  point  that  all  buyers  appreciate. 
They  closely  resemble  real  pin  seal  in  appearance, 
are  well  and  carefully  made,  have  metal  inside 
frames,  wide  pockets  and  are  lined  with  fancy  silks 
in  various  attractive  patterns  and  colorings.  They 
retail  at  two  dollars  each,  this  price  giving  a  liberal 
margin  of  profit  to  the  retailer. 

In  the  opinion  of  many  well  informed  men  in  the 
trade,  patent  leather  will  be  largely  used  in  the  con- 
struction of  hand  bags  for  fall.  There  is,  they  say, 
a  constantly  increasing  call  for  them  all  the  time. 
They  are  already  being  shown  in  liberal  assortment, 
in  regular  shapes  and  in  envelope  shape  in  all  sizes 
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and  at  all  prices.  Many  of  them  have  fancy  striped 
and  other  novel  and  beautiful  linings. 

Beaded  Bags  Continue  to  Be  Favored 

Beaded  bags  promise  to  hold  the  very  favorable 
position  which  they  have  held  for  some  time  past, 
and  many  beautiful  and  novel  designs  are  being 
shown.  They  are  all  hand-made  and  display  most 
unusual  designs  in  brilliantly  harmonized  colors. 
The  beads  for  the  most  part  are  of  the  seed  variety. 
This  is  owing  to  the  scarcity  and  consequent  high 
prices  of  crystal  beads.  While  most  of  the  designs 
are  prominently  brought  out  in  high  colors,  the  back- 
grounds are  most  frequently  of  black,  brown  or  navy- 
blue  beads,  which  are  more  readily  procurable.  Jet 
makes  a  very  smart  and  charming  contrast  to  the 
bright  colors  in  seed  beads  when  used  in  the  design 
or  sometimes  as  a  portion  of  the  background,  and 
this  jet  bids  fair  to  enjoy  quite  a  popularity  this  com- 
ing season. 

Some  of  the  most  charming  effects  in  beading  is 
achieved  by  using  a  solid  color  bead  for  the  upper 
portion,  with  a  design  worked  in  many  contrasting 
colors  in  the  lower  portion.  As  example,  the  upper 
half  of  one  of  the  most  popular  models  in  this  line 
is  beaded  solidly  in  navy  blue  with  the  lower  portion 
in  beige  and  carrying  a  flower  basket  design  in  a 
glorious  harmony  of  colors. 

There  is  no  limit  to  the  variety  of  colors  used  or 
to  the  number  of  combinations,  the  bright  colors  be- 
ing used  to  accentuate  the  design  while  the  back- 
grounds are  of  some  more  sombre  color.  Navy  blues 
however  predominate  in  the  backgrounds,  as  they 
are  really  the  most  adaptable  color  for  any  street 
garment  worn,  especially  the  Georgette  dresses  and 
suits  of  navy. 

Increasing  Popularity  of  Framed  Bags. 

The  report  that  fashion  has  decreed  that  framed 
handbags  are  to  lead  during  the  coming  season 
should  be  welcome  news  to  the  trade  generally.  One 
of  the  great  drawbacks  to  the  business  of  the  past 
two  seasons  has  been  the  popularity  of  the  draw- 
string style  of  handbags.  As  nearly  every  woman 
could  make  a  bag  of  that  character  with  very  little 
trouble,  the  natural  result  was  that  instead  of  buy- 
ing their  bags  in  the  store,  they  made  them  at  home. 

Not  only  is  this  reinstatement  of  the  framed  bag 
acceptable  to  the  trade  from  a  profit-bearing  stand- 
point, but  framed  bags  being  far  more  practical  and 
convenient  than  the  draw-string  variety  which  have 
so  long  been  popular,  should  find  favor  with  the 
public  generally.  Especially  is  this  true  of  the  solid- 
ly-beaded bag,  as  the  continual  drawing  back  and 
forth  of  the  ribbon  handle  weakens  the  beads,  and 
in  many  cases  causes  them  to  fall  off. 

Tremendous   Demand   for   Fancy   Knitting  Bags 

A  splendid  opportunity  for  doing  business  in  art 
needlework  accessories  is  afforded  by  the  wonderful 
interest  women  all  over  the  country  are  taking  in 
knitting  and  crocheting,  and  managers  and  buyers 
for  this  department  should  take  full  advantage  of 
their  opportunities  in  this  direction  and  lay  their 
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plans  accordingly.  The  present  fad  for  knitting  has 
been  largely  stimulated  by  the  needs  of  the  soldiers 
and  sailors  who  are  about  to  leave  to  engage  in  war. 

There  are  various  lines  of  goods  in  which  the 
sales  are  largely  augmented  by  this  knitting  activity. 
Not  only  is  there  an  almost  unprecedented  demand 
for  the  various  kinds  of  knitting  wools,  but  a  splen- 
did business  is  being  done  in  the  new  knitting  bags 
— that  is,  bags  that  are  used  by  knitters  to  carry 
their  materials  and  work. 

These  popular  receptacles  are  made  in  all  sorts 
of  shapes  and  sizes  and  of  almost  every  conceivable 
kind  of  material,  including  brilliantly-colored  cre- 
tonnes and  damasks,  the  former  being  particularly 
favored.  All  sizes  are  selling  freely,  the  larger  ones, 
however,  sell  the  best,  for  the  reason  that  as  the  ma- 
jority of  articles  being  made  are  large  in  size,  the 
receptacle  needed  to  carry  them  must  necessarily  be 
correspondingly  large. 

Knitting  bags  are  sold  at  all  kinds  of  prices;  so 
far,  however,  the  more  inexpensive  ones  have  been 
the  most  popular,  for  the  reason  that  the  average 
woman  who  knits  feels  that  she  must  discourage  ex- 
travagances. There  is  no  doubt  but  that  as  the  sea- 
son advances  and  women  generally  take  up  the  knit- 
ting fad,  that  the  more  expensive  bags  will  sell 
readily. 

Already  there  are  signs  of  this,  as  handsome  bags 
made  with  pockets  for  pin  cushion,  scissors,  needle 
case,  thimble  and  thread  holders  are  selling  in  fairly 
good  quantities.  Many  of  these  are  already  fitted 
with  the  necessary  equipments.  Most  women,  how- 
ever, prefer  to  buy  them  without  the  fittings,  fitting 
them  up  from  their  own  sewing  baskets  at  home. 

In  buying  the  necessary  wools,  buyers  should  be 
careful  to  buy  only  the  right  sorts,  and  to  be  sure, 
should  find  out  definitely  from  the  Government  and 
Red  Cross  officials  exactly  the  sorts  that  are  re- 
quired. It  may  not  be  generally  known,  but  it  is  a 
fact,  that  the  Government  allows  any  of  its  men  to 
accept  and  use  only  a  standard  type  of  garment,  and 
buyers  and  heads  of  art  needlework  departments 
should  put  themselves  in  a  position  to  be  able  to  ad- 
vise customers  correctly.  The  necessary  informa- 
tion can  be  secured  by  writing  to  the  Red  Cross 
headquarters  at  Washington,  D.  C,  or  to  the  Com- 
fort Committee  of  the  Navy  League  of  the  United 
States,  509  Fifth  Avenue,  New  York. 

Satisfactory  Business  in  Mesh  Bags. 

A  very  satisfactory  business  is  being  done  in  mesh 
bags  and  from  present  indications  their  popularity 
is  likely  to  increase  rather  than  diminish. 

Manufacturers  in  spite  of  the  pressure  of  business 
are  showing  quite  a  number  of  novelties  in  shapes 
as  well  as  meshes,  some  of  them,  however,  being 
almost  too  expensive  for  the  general  run  of  trade. 
There  is  no  lack  of  novelties,  however,  in  medium 
priced  goods. 


The  nations  that  want  peaceful  neutrality  have 
to  fight  for  it. 

It  is  better  to  be  partly  right  in  practice  than  per- 
fectly right  in  theory. 
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Mile- Post  Advertising 

A  Splendid  Idea  for  the  Up-to-date  Merchant. 


AVERY  progressive  garage  man  is  Zacharias, 
Asbury  Park,  N.  J.,  for  he  has  found  one  of 
the  solutions  of  permanent  advertising  at  a  ridicu- 
lously low  cost. 

His  idea  was  to  erect  special  posts  every  mile 
on  every  prominent  road  that  led  to  Asbury  Park. 
The  posts  were  white,  bore  a  big  black  "Z"  and 
read  "One  Mile  to  Asbury  Park  and  Zacharias 
Garage,"  "Two  Miles  to  Asbury  Park  and  Zach- 
arias' Garage,"  etc.  A  hand  pointed  the  proper 
direction  and  a  hand  pointing  in  the  opposite  di- 
rection would  read  "63  Miles  to  New  York"  or 
"70  Miles  to  Philadelphia." 

Touring  towards  Asbury,  Zacharias'  name  is 
so  firmly  fixed  in  the  minds  of  passers  by  that  he 
is  certain  to  do  business  with  them  should  they  re- 
quire his  services. 

These  little  sign  posts  are  informative  and 
genuinely  helpful — better  still,  they  are  inexpen- 
sive, as  when  once  erected  the  annual  cost  of  re- 
painting is  trifling  compared  to  their  advertising 
value.  Moreover,  they  can  serve  the  general 
merchant  equally  as  well  as  the  garage  man.  In 
this  event  the  store  should  have  an  unusual  name, 
such  as  has  been  suggested  in  the  last  issue  of 
Notions  and  Fancy  Goods,  for  instance:  the 
"Thread  and  Thimble  Shop,"  the  "Belt  and  Bag 
Shop,"  the  "Jewel  Box  Fancy  Goods  Shop,"  etc. 
The  sign  should  take  the  form  of  the  merchandise 
giving  its  name  to  the  shop,  and  it  will  be  found 
very  attractive. 

Here  is  outdoor  advertising  at  a  cost  that  can 
be  borne  by  anyone. 


ARE  YOU  COMING  BACK? 

YES — you — the  man  who  put  up  his  best  at 
stake — and  failed. 
At  this  moment  Discouragement  has  you  on  the 
down  grade  and  you  can't  find  the  brakes — 


She  is  drilling  it  into  your  mind  that  your  next 
efforts  will  prove  as  fruitless — 

She  is  hammering  at  you  to  hang  up  you  hat 
and  quit  for  good  and  all — 

She  is  jamming  you  down  in  a  corner  and  saying 
that  ther«  is  your  place — 

She  is  hedging  you  in  with  "Impossibles," 
"Nobody  can  do  its"  and  "You  are  a  fool  to  start 
over  agains" — 

She  has  your  eye  glued  on  the  past  and  your 
head  bent  over  your  failure — 

She  is  making  you  say  "What's  the  use"  and  "I 
am  one  of  the  Downs  and  Outs" — 

She  has  painted  your  sky  a  bluish  tint  and  you 
are  ready  to  look  to  the  sign  boards  she  has  set  up. 

And — Because — The  call  of  her  kind  rings  so 
loud  to  your  ears  Opportunity  raps  away  in  vain. 

But — Listen — 

We  are  banking  on  your  coming  back. 
Failure  means  to  stop  dead  still  and  to  stay  dead 
still. 

If  you  are  on  your  way  back  you  haven't  failed, 
you  have  only  struck  a  rough  place  in  the  road  of 
trade. 

And — If  you  are  coming  back,  make  the  start 
right  now — 

Because — Waiting  by  the  side  of  Failure  classi- 
fies you  with  the  Failed — 

Hesitating  too  long  in  her  company  brands  you 
as  one  of  her  kind — 

And  you  know — 

How  Branded  goods  are  shelved  up. 
Therefore — 

Call  Courage  back — Invite  Persistence  in — Line 
up  with  Grit  once  more — 
And — Have  Faith — 

It  may  be  a  little  rough  to  travel  along  the  road — 
But— 

It's  the  only  way  to  get  to  the  end. 
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The  Toilet  Goods  Department 

Its  Steady  Growth  and  Wonderful  Possibilities  for  Business.   Its  Value  as  a  Business  Bringer  to  Other  Depart- 
ments Now  Generally  Recognized.    A  Few  Hints  to  Buyers  of  This  Interesting  Line. 


HE  import- 
ance and 
value  of  a 
well  organ- 
ized toilet 
goods  department  to  the 
store  is  now  very  gener- 
ally recognized.  It  is  not 
so  very  many  years  ago 
that  this  department  was 
not  considered  to  be  of 
very  much  importance, 
and  was  very  often  put  in 
the  background  in  some 
unfrequented  corner  of 
the  store.  Things  have 
changed,  however,  and  to- 
day the  toilet  goods  de- 
partment is  usually  put  well  to  the  front  in  first- 
class  stores. 

The  reason  for  this  change  is  not  far  to  seek.  The 
American  women  of  today  recognize,  perhaps,  to  a 
fuller  extent  than  the  women  of  any  other  nation  on 
earth  the  importance  of  not  only  being  well  dressed, 
but  properly  groomed  as  well,  and  to  that  end  they 
take  advantage  of  all  the  modern  appliances  and 
toilet  requisites,  so  that  today  the  American  woman 
is  the  envy  of  the  women  of  the  world. 

Women  of  today  pay  more  attention  to  the  cultiva- 
tion of  their  facial  charms  than  ever  before,  and  what 
was  formerly  the  diversion  of  the  few  is  now  the  seri- 
ous occupation  of  the  many.  This  disposition  on  the 
part  of  women  to  maintain,  if  not  to  increase,  their 
personal  charms  is  destined  to  increase  as  time  goes 
on,  and  the  large  amount  of  money  spent  in  the 
popular  women's  magazines  to  exploit  the  various 
kinds  of  beautifiers  is  evidence  of  the  confidence  of 
the  manufacturers  in  the  future  of  the  business. 

The  Possibilities  of  the  Department. 

The  possibilities  of  a  thoroughly  equipped  and 
well  stocked  toilet  goods  department  under  the  guid- 
ance of  a  first-class  man  are  being  more  and  more 
understood  and  appreciated  as  the  science  of  mer- 
chandising advances.  That  this  is  a  fact  is  shown  by 
the  increasing  attention  being  paid  to  this  depart- 
ment by  owners  and  merchandise  managers  of  the 
large  department  stores  throughout  the  country. 
Some  of  the  most  handsomely  fitted  up  and  most  at- 
tractive departments  in  these  great  stores  today  are 
those  devoted  to  the  sale  of  toilet  requisites  of  all 
kinds. 

Its  value  as  a  business  bringer  to  other  departments 
is  now  generally  recognized  by  progressive  and  up- 
to-date  merchants  everywhere,  and  it  is  often  used 
very  extensively  to  that  end.  This  is  usually  done  by 
advertising  certain  popular  articles  at  cut  prices. 
They  have  found  out  from  practical  experience  that 


when  they  advertise  well  known  and  meritorious 
articles  at  lower  than  regular  prices,  that  they  serve 
as  powerful  magnets  to  draw  people  in  large  num- 
bers to  the  store.  Not  only  is  a  good  business  done 
in  the  department  itself,  but  many  that  are  attracted 
by  the  special  bargains  advertised  often  make  pur- 
chases in  other  departments  exceeding  in  amount 
that  spent  in  the  advertised  goods. 


Advertised  Goods  the  Buyers'  Long  Suit. 

Goods  that  have  been  liberally  advertised  should 
be  the  buyer's  long  suit.  The  buyer  that  gives  a 
preference  to  advertised  lines  rather  than  to  goods 
that  he  knows  nothing  about  seldom  makes  a  mis- 
take in  so  doing.  The  very  fact  that  they  are  adver- 
tised gives  them  a  standing  in  the  trade.  Advertis- 
ing long  continued  is  an  assurance  of  the  merit  of 
goods.  Every  business  man  knows  that  the  first 
sales  which  come  from  the  advertising  are  rarely 
large  enough  to  come  anywhere  near  paying  for  it. 
The  profits  come  from  repeat  orders. 

If  the  first  sales  which  come  as  a  result  of  advertis- 
ing please  the  purchaser  a  customer  is  created,  and 
if  he  or  she  continues  to  buy  year  after  year  the  cost 
of  the  original  advertising  is  spread  over  a  long 
period,  and  is  therefore  a  profitable  transaction. 

On  the  other  hand,  if  the  goods  were  not  right  and 
only  one  sale  could  be  made  to  each  possible  cus- 
tomer, the  cost  of  the  advertising  would  be  pro- 
hibitive and  naturally  would  not  long  continue.  It 
should  therefore  be  perfectly  plain  to  every  think- 
ing person  that  advertised  goods  as  a  rule  are  a 
perfectly  safe  proposition. 

The  foregoing  is  not  meant  to  infer  that  all  un- 
advertised  goods  are  to  be  shunned  and  that  pur- 
chases should  be  confined  to  advertised  lines — not  by 
any  means.  All  we  wish  to  do  is  to  impress  buyers 
with  the  importance  of  at  least  looking  at  the  lines 
advertised  and  then  use  their  own  judgment  as  to 
purchasing. 

The  constantly  increasing  demand  for  better  goods 
in  all  kinds  of  toilet  requisites  is  a  most  encouraging 
sign.  That  portion  of  the  public  which  demands  ar- 
ticles of  sterling  merit,  richness  of  design,  and  good 
wearing  qualities  is  growing  larger  every  day. 

Public  Demanding  Higher  Grade  Goods. 

The  toilet  goods  trade  generally  has  every  reason 
to  congratulate  themselves  not  only  upon  the  satis- 
factory state  of  business,  but  also  upon  the  interest 
taken  by  the  public  in  the  latest  productions  in  the 
line.  This  has  been  evidenced  particularly  in  the 
business  done  in  brushes  of  all  kinds,  and  the  pro- 
nounced demand  for  better  goods  than  ever  before. 
The  extensive  and  forceful  advertising  which  has 
been  done  by  several  leading  manufacturers  of  high 
grade  goods  has  been  productive  of  splendid  results, 
and  those  dealers  who  have  stocked  these  advertised 
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articles  have  received  considerable  benefit  in  the 
way  of  increased  sales. 

As  a  result  of  this  liberal  advertising  much  better 
grades  are  being  sold  today  than  ever  before.  The 
fact  that  there  is  real  economy  in  buying  first-class 
brushes  seems  to  have  been  impressed  on  the  minds 
of  the  buying  public.  This  being  so,  the  keeping  in 
stock  of  a  full  line  of  good  quality  brushes  and  push- 
ing them  to  the  exclusion  of  the  cheap  and  unsatis- 
factory sorts  would  seem  to  be  only  the  sensible 
business  action  to  be  taken  by  buyers  of  this  class  of 
merchandise. 

American  Manufacturers  Improving  Their  Output. 

Domestic  manufacturers,  too,  recognizing  this 
phase  of  the  present  buying  are  doing  their  share  to 
meet  this  demand,  and  are  now  producing  brushes  of 
a  quality  that  formerly  could  only  be  found  in  im- 
ported goods.  The  assortments  being  shown  are  un- 
usually extensive,  and  comprise  many  novelties  in 
shape  and  in  the  woods  of  which  the  backs  are  con- 
structed. There  appears  to  be  a  steadily  increasing 
demand  for  hair  brushes  with  pyroxylin  or  imitation 
ivory  handles  and  backs,  and  many  attractive  lines 
of  these  goods  are  being  shown. 

Some  years  ago  the  statement  that  a  brush  was 
imported  was  considered  to  be  a  "clincher"  by  the 
average  salesperson.  Today,  however,  such  a  state- 
ment not  only  carries  no  weight  with  the  customer 
of  average  intelligence,  but  in  many  cases  really 
deprecates  the  value  of  the  brush  shown. 

The  statement  is  made,  and  it  cannot  be  success- 
fully disproved,  that  brushes  as  fine  as  are  produced 
in  the  entire  world  are  made  in  this  country.  Not 
only  are  the  very  best  materials  used  in  their  con- 
struction, but  the  making  and  finishing  of  them  is 
equal  to  any  of  the  productions  of  the  Old  World,  and 
thousands  upon  thousands  of  dollars  have  been  spent 
in  making  this  fact  known. 


COMING  AND  GOING. 

HEN  the  cash  changes  hands,  when  the 
customer  pays  the  price  and  starts  to  leave 
the  store,  do  you  say  "Thank  you"  as  pleasantly  as 
you  said  "Good  morning"  when  the  customer 
came  in? 

It's  the  going  out  and  not  the  coming  in  that  tells 
the  time,  salesman. 

Get  them  coming,  but  be  sure  to  get  them  go- 
ing— right. 


SLOW  ACCOUNTS. 

THAT  poor  account  that  you  don't  go  after  often 
and  persistently  will  never  be  collected.  The 
surest  way  to  make  such  an  account  worthless  is  to 
stop  trying  to  get  the  money. 


THE  USE  OF  PERFUMES. 

THE  use  of  perfumes,  from  the  standpoint  of 
good  breeding,  is  a  subject  much  discussed. 
An  important  feature  generally  overlooked,  how- 
ever, is  the  fact  that  perfumes  have  decided  medici- 
nal characteristics,  a  fact  well  known  to  the  an- 
cients. One  Latin  writer  listed  more  than  a  hun- 
dred scents  as  remedies  for  disease,  the  place  of 
honor  being  given  to  the  violet.  It  is  essential,  of 
course,  that  the  essence  be  pure  and  actually  made 
from  the  flower. 

Most  of  the  "violet"  extract  and  toilet  water  on 
the  market  today  is  merely  a  chemical  imitation, 
and  most  chemical  imitations  of  perfumes  are  irri- 
tating to  the  nerves.  The  lavender  scented  sheets 
of  our  grandmothers  were  delightfully  soothing  to 
the  nerves  of  the  persons  sleeping  between  them, 
for  lavender  is  both  quieting  in  its  effect  and  a  re- 
markable sleep  inducer,  and  having  the  exceptional 
merit  of  combining  refreshment  and  relaxation. 
Most  refreshing  perfumes  are  stimulating.  Old 
writers  assert  that  jasmine  alone  is  a  most  valuable 
general  tonic,  but  add  that  in  most  compounds 
it  is  injurious,  producing  nerve  exhaustion  and  de- 
pression. 

The  compounding  of  perfumes  is  a  distinct  branch 
of  chemistry — a  perfume  maker  may  be  regarded  as 
an  artist  of  chemistry,  blending  his  ingredients  with 
the  care  of  one  and  the  taste  and  skill  of  the  other 
profession.  Almost  all  perfumes  have  as  a  basis 
ambergris  or  civet,  and  while  these  materials  are 
most  necessary,  great  care  must  be  exercised  in 
their  use,  for  a  grain  too  much  will  make  the  per- 
fume distressingly  irritating  to  the  user.  The  same 
is  true  of  many  combinations  of  scents,  such  com- 
binations even  producing  hysteria  in  a  mild  or  sev- 
ere form.  If  indulged  in  at  all  but  one  distinct 
scent  should  be  used. 


RANDOM  ADVERTISING. 

RANDOM  advertising,  like  random  shooting  in 
the  woods,  fails  to  bring  down  the  game.  Ad- 
vertising— the  real  kind — is  a  continuous  campaign 
closely  related  to  salesmanship,  and  no  business 
house  would  hire  salesmen  just  for  a  day  or  a  week 
Advertising  is  a  steady  drive  for  business.  How 
to  do  it  most  intelligently  is  an  important  subject 
of  consideration  in  every  successful  business. 


SPECIALIZATION. 

THOROUGHNESS  is  not  only  commendable, 
but  most  essential  to  permanent  success.  The 
human  mind  at  its  best  is  a  limited  faculty  and  by  its 
very  essence  is  designed  to  comprehend  fully  and 
thoroughly  only  one  thing  at  a  time.  Hence  the  ad- 
visability and  desirability  of  specialization. 
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Hooks  and  Needles  Are  Flying 

Old-Fashioned  Grandmothers  Give  Modern  Women  a  Heritage  of  Crocheting  and  Knitting. 

Son  in  the  Army  Must  Be  Warmly  Clad  This  Winter. 


Every  Mother's 


ONTRARY  to  the  expectations  of 
many  there  appears  to  be  no  diminu- 
tion in  the  popularity  of  crochet  work 
and  apparently  more  women  than  ever 
before  seem  to  be  interested  in  crochet- 
ing. For  sweater  coats,  lingerie  of  all  kinds,  edgings, 
borders,  towels  and  inset  medallions  wherever  they 
are  used  crocheting  finds  a  leading  place.  The  fad 
for  knitting  sweaters  by  hand  still  continues.  Since 
silk  has  become  so  expensive  most  of  them  are  be- 
ing made  of  fine,  soft  wools  in  white,  grey,  rose  and 
blue,  as  well  as  some  of  the  more  striking  colors. 
Many  are  made  with  fancy  strongly  contrasting 
borders. 

In  cotton  crochet  work  there  is  a  slight  tendency 
for  the  heavier  kind  of  work.  Many  of  the  new  gowns 
show  a  yoke  effect  brought  out  by  crocheted 
medallions  buttoned  into  the  material  and  done  in 
coarse  thread.  These  crocheted  medallions  also  ap- 
pear in  the  newest  hand  made  curtains,  in  dresses, 
scarfs,  runners,  sofa  pillows,  etc.,  and  are  very  effec- 
tive. 

Now  that  the  real  French  Torchon  laces  are  so 
scarce  and  high  priced  there  is  a  decided  revival  in 
the  demand  for  Renaissance,  which  are  comparitively 
cheap,  particularly  those  made  in  Japan.  The  Jap- 
anese have  introduced  a  new  touch  in  the  way  of 
little  crocheted  motifs  worked  in  the  braid  and  thread 
design.  In  both  crochet  and  embroidery  work  pinks 
and  blues  are  worked  into  almost  every  type  of  article 
where  the  foundation  cloth  is  white.  Other  colors 
have  place  also — yellows,  helio,  greens,  deep  blues, 
rose,  etc.  Japan  blue  is  shown  in  a  number  of 
luncheon  sets.  One  set  has  a  border  showing  in  out- 
line pagodas,  bits  of  cloud,  willow  trees  and  cherry 
branches,  and,  of  course,  Japan  blue  and  black  are 
the  only  colors  allowable.  Another  striking  but 
simple  design  is  shown  in  a  luncheon  set.  The  scroll 
design  is  done  entirely  in  large  French  knots,  which 
appear  like  small  polka  dots.  A  neat  narrow  edge  is 
crocheted  in  the  same  color — French  blue. 

Splendid  Prospects  for  Stamped  Goods. 

Nothwithstanding  the  popularity  of  knitting  and 
crocheting  there  is  a  good  demand  for  stamped  goods 
for  embroidering.  Manufacturers  are  showing  many 
new  and  effective  designs.  In  the  opinion  of  many 
art  embroidery  men  chenille  embroidery  is  likely  to 
recover  its  old  prestige  before  the  snow  flies.  Al- 
ready there  has  developed  quite  a  demand  for  the 
new  designs  in  this  most  effect  kind  of  work. 

Black  mercerized  rep  is  the  favored  material,  the 
brilliant  colors  of  the  chenille  showing  off  to  good 
advantage  against  the  dark  background.  While  far 
richer  and  brighter  than  wool  all  the  brilliant  colors 
that  have  been  used  in  wool  are  shown  in  chenille. 
One  thing  that  is  likely  to  make  this  chenille  work 
attractive  to  the  majority  of  women  is  the  ease  and 
rapidity  with  which  the  work  can  be  executed. 


Chenille  is  also  being  used  in  many  ways  besides 
embroidering.  Many  hand  made  boudoir  articles  for 
the  woman  who  likes  dainty  and  fancy  things  in 
harmony  with  her  room.  One  very  attractive  line  is 
made  of  silk  chenille  in  gold,  rose  or  cherry  shades. 
The  chenille  is  glued  by  hand  to  glass  or  paste  board 
forms  for  trinket  boxes,  bon-bon  dishes,  pincushions, 
candle-sticks,  vases,  powder  puff  boxes,  talcum  box 
holders,  hair  receivers,  etc.,  and  is  further  ornamented 
with  tiny  gold  and  silk  flower  edging,  making  very 
handsome  and  rich  looking  sets. 

Very  little  change  is  noticed  in  stitchings,  those 
that  were  popular  all  last  season  will  continue  in 
vogue,  with  French  knots  the  most  favored.  They 
are  to  be  seen  in  many  of  the  handsomest  designs  in 
both  the  delicate  work  and  the  heavy  deep  colored 
pieces.  In  the  new  fall  showings  rich  colorings  done 
on  brown  lines  are  very  prominent ;  one  of  the  hand- 
somest shows  a  cone  design  glimmering  amidst  some 
five  or  six  tones  of  gold  and  brown.  A  handsome  set 
consisting  of  a  scarf  cushion  and  center  had  bouquets 
of  conventional  looking  pansies,  the  predominating 
colors  of  which  were  deep  purple,  blue  and  gold. 
The  entire  design  was  outlined  in  black,  emphasizing 
the  rich  shades.  In  fact  many  of  the  new  designs  are 
outlined  in  black  around  the  solid  color  embroidery. 

Quite  a  lively  business  is  being  done  in  knitting 
and  crochet  needles.  Owing  to  the  scarcity  of  steel 
crochet  and  knitting  needles  those  of  amber,  bone  and 
celluloid  are  taking  their  place,  and  many  women 
claim  that  they  are  easier  to  knit  with,  and  are  less 
noisy. 

Judging  only  by  the  variety  of  tatting  shuttles 
shown  by  the  wholesalers,  one  must  conclude  that 
the  demand  for  them  is  strong.  There  are  brass  ones 
and  steel  ones,  ivory  and  ebony  ones,  and  they  are 
the  old  familiar  one-piece  kind  or  new  types  which 
may  be  taken  apart  and  the  spool  wound  on  the  serv- 
ing machine,  which  is  a  big  time-saver.  The  sizes, 
too,  vary  from  small  for  very  fine  work  to  much 
larger  and  heavier  ones  for  use  with  coarse  thread. 

The  Problem  of  Good  Service. 

Service  is  always  more  or  less  of  a  problem  in 
to  be  done  by  the  girl  behind  the  counter.  It  is  neces- 
this  department,  because  of  the  nature  of  the  help 
that  has  to  be  employed.  This  is  emphatically  the  be- 
ginners' department,  and  the  general  staff  is  youth- 
ful and  untrained.  If  price  tickets  and  display  are 
adequate,  little  but  the  checking  of  the  sale,  the  mak- 
ing of  the  bill  and  having  the  goods  parceled  remains 
sary  to  maintain  a  vigilant  watch  on  instances  of  in- 
attention to  the  wants  and  needs  of  customers.  When 
such  act  of  inattention  occurs  a  quiet  talk  with  the 
offender,  pointing  out  the  consequences  both  to  the 
store  and  to  the  influence  it  has  on  the  success  of  the 
department,  as  well  as  to  the  salary  question,  will 
doubtless  have  the  required  effect. 
One  large  store  endeavors  to  interest  the  salespeople 
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in  this  section  by  offering  a  bonus  of  5c  for  each 
check,  no  matter  what  is  its  size,  after  a  certain  num- 
ber of  checks  have  been  filed.  This  is  done  in  a  large 
department,  and  in  using  this  bonus  idea  the  average 
number  of  checks  each  day  would  have  to  be  taken 
into  consideration.  This  idea  has  been  found  to  work 
well  in  the  store  making  use  of  it.  Some  such  plan 
might  be  adopted  with  advantage  in  many  smaller 
sized  establishments. 

Necessity  of  Competent  Help. 

A  matter  which  frequently  fails  to  receive  the 
attention  its  importance  warrants  is  the  employment 
of  suitable  help.  The  fact  that  a  girl  has  had  some 
experience  in  selling  notions,  for  instance,  is  no 
warrant  for  believing  that  she  would  be  competent 
to  sell  art  embroidery.  The  salesperson  who  has  a 
knowledge  of  fancy  work  is  worth  two  who  have 
the  selection  of  the  proper  silks,  etc.,  for  prices  they 
are  thinking  of  purchasing,  and  unless  the  person 
waiting  upon  her  is  able  to  give  the  desired  informa- 
tion the  sale  is  very  likely  to  be  lost. 

Salespeople  who  are  thoroughly  versed  in  art 
goods  and  are  able  and  willing  to  give  the  benefit 
of  their  experience  to  customers  are  a  strong  factor 
in  the  upbuilding  of  an  art  department.  It  is  ex- 
tremely doubtful  if  there  is  any  line  of  merchandise 
in  which  a  woman  is  more  susceptible  to  the  sugges- 
tions of  a  salesperson  who  thoroughly  understands 


the  merchandise  she  is  handling.  Such  a  sales- 
person frequently  makes  a  casual  customer  a  steady 
one,  and  by  showing  an  interest  in  the  customers' 
needs,  increase  the  sales  of  the  department  to  a  con- 
siderable extent. 

See  That  Your  Clerks  Are  Posted. 

A  buyer  should  keep  constantly  in  his  mind  the 
fact  that  his  salespeople  are  not  likely  to  be  as  well 
posted  as  he  is  on  the  merchandise  he  has  purchased 
for  them  to  sell.  The  buyer  has  many  advantages 
over  his  help  in  this  respect.  He  goes  to  the  mar- 
ket, sees  the  new  things  and  the  points  he  does  not 
understand  are  explained  to  him  by  the  salesman 
or  the  manufacturer. 

This  information  he  should  not  keep  to  himself. 
If  he  wants  his  goods  sold,  and  what  buyer  doesn't, 
he  should  take  his  salespeople  into  his  confidence 
and  explain  to  them  all  the  good  selling  points  of 
the  merchandise.  They  are  not  likely  to  know  un- 
less he  tells  them.  It  is  important  for  them  to  know 
all  about  the  goods  they  have  to  sell.  They  are  on 
the  firing  line  and  it  is  to  them  that  the  shopping 
public  looks  for  information  about  the  merchandise. 

It  is  all  the  more  important  to  especially  inform 
the  salespeople  on  selling  points  nowadays  that  there 
are  innumerable  items  in  stock  which  have  features 
making  them  entirely  different  than  goods  of  other 
days. 
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MARKED  ACTIVITY  IN  NOVELTY  JEWELRY. 


HE  spirit  of  optimism  that  now  pre- 
vails so  generally  in  business  circles 
is  decidedly  manifest  amongst  manu- 
facturers and  jobbers  of  jewelry,  par- 
ticularly   what    might    properly  be 


termed  department  store  jewelry.  Many  buyers  are 
already  in  the  market  looking  for  the  latest  novelties, 
and  their  purchases  compare  most  favorably  with 
those  of  former  years.  Judging  from  that  and  from 
other  favorable  indications  manufacturers  of  this 
class  of  merchandise  all  unite  in  predicting  that  the 
coming  fall  and  holiday  season  will  be  one  of  the 
best  in  years.  Whether  their  prognostications  turn 
out  to  be  correct  or  not  the  fact  undoubtedly  remains 
that  the  success  of  the  season's  business  will  depend 
largely  on  the  merchant  himself  and  the  methods 
that  he  adopts  for  the  handling  of  this  business. 

It  must  be  conceded  that  it  is  next  to  impossib'e 
for  an  old  established  firm  to  change  their  tactics, 
but  the  policies  of  a  house  can  be  so  moderated  as 
to  show  better  results.  Methods  of  buying,  selling 
and  handling  the  help  are  all  issues  that  go  to  make 
up  success,  and  the  improving  of  the  system  of  do- 
ing these  things  means  the  betterment  of  the  store's 
standing  and  the  increase  of  the  business. 

This  season  will  unquestionably  be  a  season  of 
novelties.  In  order  to  keep  abreast  of  the  times  the 
retailer  will  be  compelled  to  brush  aside  a  little  con- 
servatism and  put  them  in.  The  only  time  to  show 
up  novelty  jewelry  is  right  at  the  beginning  of  the 
season.  It  is  practically  the  only  time  that  the 
dealer  is  able  to  get  the  best  price  for  his  merchan- 
dise, and  by  putting  in  a  comprehensive  assortment 
early  he  is  given  ample  time  to  dispose  of  this  stock 
before  the  demand  has  waned. 

It  must  not  be  understood  that  we  urge  the  buy- 
ing of  a  quantity  of  questionable  numbers,  but  even 
the  most  cautious  need  not  be  afraid  to  go  in  lightly 
on  some  of  the  odd  effects  that  are  now  being  shown 
for  fall  trade.  It  gives  the  store  tone  and  creates  an 
atmosphere  of  up-to-dateness  that  is  as  profitable  as 
many  dollars  spent  in  newspaper  publicty. 

What  Good  Buying  Means. 

Good  buying  shortens  appreciably  the  road  to  suc- 
cess ;  but  good  buying  means  more  than  simply  buy- 
ing the  right  things  at  the  lowest  possible  prices.  It 
means  buying  the  things  that  you  need  and  in  quan- 
tities no  larger  than  you  are  able  to  sell.  Good  buy- 
ing, as  a  rule,  depends  less  on  price  than  on  judgment 
in  selection.  The  largest  profits  are  secured  from  the 
new  things  that  happen  to  "catch  on"  with  the  pub- 
lic, and  the  losses  from  those  which  are  neglected. 

The  rock  on  which  the  hopes  of  many  an  energetic 
and  ambitious  buyer  have  been  wrecked  is  called 
"over-buying."  It  is  so  much  easier  to  buy  goods 
than  it  is  to  sell  them  afterwards.  No  more  stock 
should  be  purchased  at  one  time  than  it  is  possible  to 
dispose  of  in  short  order.  Modern  merchandising 
methods  recognize  the  importance  of  keeping  the 
stock  down  to  the  lowest  point  consistent  with  good 
business,  and  turning  it  frequently.  The  time  has 
gone  by  when  the  buyer  who  turned  his  stock  two  or 
three  times  a  year  was  considered  a  success.  Today 


Notions  and  Fancy  Goods 

stocks  are  expected  to  be  turned  at  least  four  times 
a  year,  and  in  the  large  cities  five  is  not  considered 
anything  extraordinary. 

No  matter  how  many  traveling  men  call  to  see  a 
buyer,  he  should  make  frequent  trips  to  the  market, 
not  only  to  see  for  himself  what  is  going  on  in  the 
wholesale  trade,  but  to  see  what  retailers  in  the  same 
line  of  business  are  doing.  There  is  always  an  ad- 
vantage in  being  able  to  buy  in  person,  right  in  the 
market,  as  the  buyer  usually  sees  many  things  that 
would  not  come  to  him  through  the  traveler,  and  he 
sees  the  stock  as  it  runs,  the  way  it  is  put  up,  etc. 
instead  of  having  to  rely  upon  his  imagination. 

It  is  the  little  thing  in  the  treatment  of  a  customer 
that  brings  them  back  another  day  or  sends  him 
away  never  to  return. 


U.  S.  APPOINTS  JEWELER  TO  STUDY  SOUTH 

AMERICAN  MARKETS. 
Commerce  Bureau  to  Compile  Jewelry  and  Silver- 
ware Data. 

Hp  HE  Bureau  of  Foreign  and  Domestic  Com- 
"*>  merce  of  United  States  Department  of  Com- 
merce is  planning  to  make  a  thorough  investigation 
of  South  American  markets  for  jewelry  and  silver- 
ware for  the  purpose  of  obtaining  complete  and  de- 
tailed information  about  these  markets  to  aid  Amer- 
ican jewelers  and  silversmiths  in  building  up  their 
trade  with  Latin-America. 

Before  the  war,  South  America  bought  most  of 
these  wares  abroad,  purchasing  in  this  country  less 
than  3  per  cent,  of  her  total  requirements.  But  now 
that  their  usual  sources  of  supply  are  cut  off,  South 
American  countries  are  depending  upon  this  coun- 
try in  a  great  measure  to  furnish  these  goods. 

After  examinations  were  held  throughout  the 
country  to  find  a  man  properly  qualified,  S.  W. 
Rosenthal  was  appointed.  He  is  an  experienced 
jeweler,  and  has  had  several  years'  training  in  ex- 
port trade,  having  been  the  manager  of  the  export 
department  of  the  Shiman-Miller  Manufacturing  Co. 
He  has  the  endorsement  of  the  National  Jewelers' 
Board  of  Trade,  has  a  college  training  and  speaks 
several  languages. 

Argentina  Market  Neglected. 

The  records  of  the  Republic  of  Argentina  illus- 
trate very  well  the  conditions  that  prevailed  before 
the  war.  As  an  instance,  in  the  year  1914  that 
country  imported  jewelry  and  kindred  lines,  exclu- 
sive of  precious  stones,  to  the  amount  of  about 
$1,015,117.  Of  this  American  manufacturers  fur- 
nished only  about  $24,360.  The  fact  that  they  have 
neglected  these  neighboring  markets  may  be  due  to 
the  rapid  growth  and  development  of  our  country, 
which  has  kept  the  factories  busy  in  furnishing 
goods  to  our  own  people.  But  the  point  has  now 
been  reached  where  our  jewelers  and  silversmiths 
can,  if  need  be,  turn  out  more  goods  than  are  re- 
quired for  home  consumption,  and  South  America  is 
a  logical  outlet. 

Before  leaving  for  South  America,  it  has  been 
deemed  advisable  to  have  Mr.  Rosenthal  visit  some 
of  the  important  jewelry  centers  to  consult  with  firms 
about  the  individual  export  problems. 
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Jersey  City  Merchants  Building  Up 

BY  JOSEPH  E.  BERNSTEIN. 

Editor's  Note:    Mr.  Bernstein,  /'resident  of  Bernstein  &  Company  and  treasurer  of  the  Furst  Store,  analyzes  the  local  situation. 


THE  failure  of  the  Perlmutter  concern,  which  is 
most  unfortunate  and  is  indeed  to  be  regretted, 
brings  back  to  my  mind  and  bears  out  forcibly  a 
public  statement  made  by  me  in  the  year  1914,  to 
the  effect  that  the  tunnel  and  rapid  transit  did  seri- 
ously affect  the  women's  retail  business  during  the 
years  1911,  1912  and  1913. 

To  survive  and  overcome  that  unlooked-for  situa- 
tion, which  no  merchant  in  the  above  lines  could  have 
guarded  against,  or  could  have  been  held  account- 
able for,  was  to  stop,  think  and  readjust  one's  affairs, 
which  meant  cutting  down  every  conceivable  and 
unwarranted  expense  so  as  to  meet  with  decrease  in 
business  from  former  years,  and  to  formulate  some 
concrete  plan  to  overcome  the  common  business 
enemy  that  threatened  Jersey  City's  shopping  district 
up  and  until  the  year  1914. 

Nothing  would  please  me  more  and  be  more  con- 
vincing to  those  in  and  outside  of  our  city  who  may 
still  look  upon  us  as  an  undesirable  place  for  busi- 
ness, than  to  have  five  disinterested  men  to  investi- 
gate my  statement  of  today  as  to  the  present  volume 
of  retail  business  done  by  our  local  merchants.  Their 
report  would  agree  that  since  the  year  1914  things 
have  so  adjusted  themselves  that  each  year  from 
that  time  on  has  shown  a  steady  gain. 

For  instance,  the  year  1915  showed  an  improve- 
ment over  the  year  1914,  the  year  1916  closing  was 
better  than  1915,  and  up  to  this  time  for  the  year 
1917  merchants  here  apparently  are  running  ahead  of 
their  sales  for  1916. 

This  statement,  if  verified,  would  be  an  inspiration 
for  newcomers  to  locate  here  for  business,  and  so  the 
worst  is  over,  though  we  must  not  waver  now,  in 
view  of  the  serious  blow  which  struck  Perlmutter's, 
which  we  all  regret,  in  hopes  that  they  may  be  per- 
mitted to  adjust  their  affairs  satisfactorily  and  again 
make  a  new  start,  for  we  certainly  want  merchants 
who  have  spent  their  life's  work  here  to  continue 
here,  to  adjust,  reconstruct  and  again  prosper.  The 
past  must  be  forgotten,  as  only  by  grit  we  win. 

We  must  be  frank  and  open  with  ourselves,  and 
truthful  to  those  who  ask  questions  about  Jersey 
City's  business.  We  can  conscientiously  invite  mer- 
chants from  other  cities  to  come  here  to  locate,  but 
they  must  be  permitted  to  know  that  business  here 
struck  bedrock  in  the  year  1914.  It  has  been  better 
ever  since,  however,  and  with  such  honest  and  earnest 
efforts  on  our  part  confidence  in  Jersey  City  as  a  good 
business  place  will  again  be  restored,  and  everyone 
here  investing  their  funds,  be  it  in  business  or  real 
estate,  will  again  share  that  prosperity  such  invest- 
ments justly  merit. 

The  practical  woman  wanting  medium  priced  mer- 
chandise is  fast  appreciating  that  New  York  stores  do 
not  give  away  gold  bricks.  They  exact  handsome 
profits,  and  get  it,  and  little  by  little  our  local  women 
realize  that  the  tremendous  overhead  expenses  and 
side  attractions  New  York  offers  to  the  shoppers 


must  be  paid  for  by  someone,  and  so  Jersey  City 
women  are  again  turning  back  to  their  home  stores. 
From  my  knowledge  and  judgment  of  merchandis- 
ing, I  am  fully  convinced  that  the  local  stores  do 
ask  and  get  less  profit  for  their  merchandise  than 
the  same  class  of  goods  bring  on  the  other  side  of 
the  river. 

Improved  business  conditions  in  the  downtown 
section  have  had  a  healthy  effect  on  real  estate. 
There  has  been  more  activity  in  the  line  of  buying 
and  selling  during  the  last  six  months  than  for  years, 
and  while  real  estate  values  in  this  section  may  not 
return  to  the  former  high  mark  of  1909  and  1910,  I 
have  reason  to  believe  that  the  various  contemplated 
improvements  outlined  by  our  City  Commission  will 
help  to  bring  many  manufacturing  interests  here,  and 
in  little  time  we  will  have  occasion  again  to  be  happy 
to  be  classed  as  owners  of  realty  in  our  home  town. 


EMPLOYEES  MADE  HAPPY  BY  BONUSES. 

THE  employees  of  the  Carl  Co.,  Schnectady,  N. 
Y.,  have  just  received  the  quarterly  bonuses 
which  this  department  store  distributes  every  three 
months  among  those  who  excel  in  the  amount  of 
sales  in  their  respective  departments.  This  inno- 
vation, inaugurated  by  the  officials  of  the  Carl  store 
organization  a  few  months  ago,  has  served  as  a 
unique  stimulus  in  creation  of  greater  interest  in  the 
store  on  the  part  of  the  employees,  and  has  been 
instrumental  in  building  up  a  salesforce  efficiency 
which  has  attained  marvelous  results. 

In  a  recent  interview,  Mr.  V.  H.  Baker,  a  mem- 
ber of  the  firm,  said :  "The  method  which  we  have 
adopted  for  the  distribution  of  bonuses,  although 
not  original  with  the  Carl  Company,  is,  I  believe, 
the  only  one  observed  in  this  vicinity.  Each  em- 
ployee of  this  store,  we  figure  based  on  actual  sales, 
has  a  certain  valuation  to  the  firm.  When  that 
employee  exceeds  that  valuation,  judged  by  his 
sales  record  for  the  preceding  three  months,  we 
recognize  it  by  presenting  him  with  a  bonus  which 
is  actually  earned.  We  do  not  consider  the  bonus 
distribution  as  a  gift  distribution ;  it  is  remunera- 
tion  due   every   employee  in   recognition  of  his 


services. 


BUSINESS  BRIEFS. 

Keep  your  eyes  open  all  the  time  you  are  on  any 
business  street  for  the  plans  others  are  using  to  get 
people  to  buy. 

If  you  can  get  into  the  habit  of  being  honest  with 
yourself  you  will  have  little  trouble  in  being  honest 
with  other  people. 

Have  you  a  mournful,  funeral  voice,  a  solemn 
look,  a  cheerless  manner?  All  these  dampen  the 
ardor  of  possible  purchasers. 

Being  contented  with  your  lot  is  all  right  as  far 
as  it  goes,  but  it  never  goes  far  enough  to  get  you 
any  of  the  great  things  of  life. 
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Notions  and  Fancy  Goods 


Appalling  Waste  In  Delivery  Costs 

Council  of  National  Defence  Urges  Co-operative  Delivery — Some  Figures  That  Should 

Interest  Every  Merchant. 


NATION-WIDE  campaign  to  correct 
the  store  delivery  system,  whereby 
not  less  than  100,000  men  and  millions 
of  dollars  in  equipment  can  be  di- 
verted to  vital  war  service  has  been 
instituted  by  the  Commercial  Economy  Board  of  the 
Council  of  National  Defence. 

"Carry  home  your  small  purchases."  "Don't  re- 
turn goods  without  imperative  reasons."  "Plan  all 
your  buying."  "Be  a  real  patriot;  save  your  own 
money  and  the  country's  resources  by  doing  your 
share  to  prevent  this  tremendous  yearly  waste." 

These  are  the  cardinal  points  made  by  Mr.  A.  W. 
Shaw,  chairman  of  the  Commercial  Economy  Board, 
in  an  interview. 

Plan  the  Cutting  Down  of  Deliveries. 

"Our  plans  will  mean  hardship  to  nobody,"  said 
Mr.  Shaw.  "Merchants  have  long  realized  the  fright- 
ful waste  of  our  present  delivery  system.  We  have 
just  recommended  to  retail  stores  that  deliveries  be 
cut  to  one  a  day  over  each  route,  and  that  special  de- 
liveries be  eliminated  altogether. 

"Many  leading  business  men  have  already  heartily 
favored  the  plan.  In  some  stores  a  plan  is  already 
in  operation  through  which  a  discount  is  given  to 
buyers  who  carry  their  packages  home.  Retailers 
are  anxious  to  find  methods  of  abating  the  returned 
goods  leakage.  In  a  certain  store,  with  total  annual 
sales  of  $3,000,000,  returned  goods  amount  to  20  per 
cent.,  involving  a  sheer  waste  of  $50,000  annually. 

"But  to  make  this  patriotic  saving  of  millions  of 
dollars,  and  the  service  of  men  and  equipment  pos- 
sible, the  retail  stores  must  have  the  co-operation  of 
the  buyer,  and  the  woman  buyer  in  particular.  We 
want  to  make  the  women  realize  the  enormous  loss 
being  caused  by  aimless  shopping  and  needless  de- 
liveries. Take  department  stores,  for  example.  One 
of  the  leading  New  York  department  stores  spends 
$880,000  a  year  for  outside  deliveries  alone. 

Home  Deliveries  More  Costly  Than  Freight  Rates. 

"Few  people  have  any  idea  of  the  tremendous 
amount  spent  for  delivery  service  throughout  the 
country.  Secretary  Redfield  has  estimated  that  the 
factors  of  distribution  represented  by  the  word 
'cartage'  are  more  costly  than  the  total  railway 
freight  rates  of  the  country.  How  unnecessary  much 
of  this  expense  is  may  be  judged  from  a  typical  ex- 
ample found  by  our  investigations. 

"Four  glass  tumblers,  at  four  cents  each,  were 
packed  in  excelsior  and  delivered  in  a  basket  worth 
50  cents.  The  driver  had  to  make  a  second  trip  to 
the  house  to  get  the  basket.  Thus  the  cost  of  packing 
and  delivery  cost  the  store  far  more  than  the  value 
of  the  goods,  which  could  have  been  carried  by  the 
customer. 

"In  large  city  department  stores  the  delivery  ex- 
pense averages  about  4  per  cent,  of  the  net  sales. 
The  cost  of  delivery  of  packages  in  these  stores 


ranges  from  8  cents  to  25  cents.  One  department 
store  in  England  released  three  thousand  men  for 
war  service  through  eliminating  unnecessary  ex- 
penses of  this  sort. 

Co-operative  Delivery. 

"Deliveries  by  retail  grocery  stores,  which  average 
a  cost  of  about  3  per  cent,  of  net  sales,  should  be  re- 
duced to  one  a  day,  instead  of  the  four  or  five  often 
made  over  the  same  route.  This  can  be  done  by  a 
little  planning  ahead  on  the  part  of  the  buyers,  by 
cutting  out  accommodation  deliveries  and  by  patri- 
otic carrying  home  of  small  purchases. 

"The  Board  has  been  investigating  the  co-oper- 
ative delivery  systems  now  being  used  in  at  least 
thirty-five  cities  and  towns,  and  finds  that  they  are 
almost  invariably  successful,  greatly  cutting  down 
the  number  of  men  and  equipment  employed.  It 
has  resultes  in  the  saving  of  from  25  to  75  per  cent, 
over  the  competitive  delivery  service." 

Retailers  Using  Parcels  Post. 

It  is  reported  that  some  of  the  big  New  York  de- 
partment stores  are  intending  to  abolish  their 
delivery  systems  for  certain  classes  of  parcels  in  fa- 
vor of  the  parcels  post  delivery  through  the  post  of- 
fice. It  is  likely  that  a  great  deal  of  money  could  be 
saved  by  such  a  system  and  the  public  would  be  well 
served  if  the  parcels  post  system  was  efficient. 

This  is  an  idea  which  might  be  adopted  by  mer- 
chants in  towns  much  smaller  than  New  York.  An 
example  of  the  efficiency  of  the  system  as  it  could  be 
worked  out,  is  contained  in  the  experience  of  one 
shopper  who  purchased  something  in  a  city  store 
about  4.30  in  the  afternoon.  Some  little  changes  had 
to  be  made  to  the  article,  but  it  was  wanted  that 
night  and  the  company  agreed  to  deliver  it  during 
the  evening.  At  about  8.30  or  9  p.  m.  it  came  via 
special  delivery  through  the  post  office,  and  cost  14 
cents  for  delivery.  Of  course  the  parcel  could  have 
crossed  the  continent  for  the  same  price,  but  the  cost 
of  sending  a  messenger  would  have  been  at  least 
twice  the  cost  by  mail. 

Delivery  costs  present  a  big  problem  to  the  retail 
merchant  to-day  with  the  high  levels  of  labor  cost 
and  upkeep,  but  it  is  possible  that  much  money 
could  be  saved  to  the  merchant  by  sending  certain 
packages  by  first-class  mail  and  special  delivery. 


BUSINESS  HINTS. 

BETWEEN  grieving  over  the  past  and  worrying 
about  the  future  too  few  enjoy  the  living 
present. 

The  man  who  does  his  best  will  hold  his  job 
longer  than  the  man  who  could  do  better  but 
doesn't. 

Indifference  to  what  people  say  is  the  preroga- 
tive of  only  those  who  know  they  are  doing  right. 

Learn  as  much  as  you  can  about  as  many  as  you 
can  of  the  items  in  your  store  and  encourage  the 
rest  of  the  force  in  the  same  direction. 
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No.  24749. — A  man  in  Norway  wishes  to  secure 
an  agency  for  the  sale  of  embroidered  linen  tape, 
cotton  yarns  and  thread,  and  white  goods  Samples 
of  assorted  embroidered  tape  such  as  he  desires 
may  be  examined  at  the  Bureau  or  its  district  offices. 
(Refer  to  file  No.  89295.)  Quotations  should  be 
made  f.  o.  b.  American  port.  Cash  will  be  paid. 
Correspondence  may  be  in  English.  Reference. 

No.  25019. — A  mercantile  and  manufacturing 
company  in  Italy  desires  to  purchase  leather  ciga- 
rette and  cigar  cases,  leather  and  imitation  leather 
valises,  toilet  articles  and  accessories,  especially 
novelties,  purses  and  pocketbooks  in  leather  and 
art  leather  (stamped,  tooled,  and  novelty).  Manu- 
facturers are  requested  to  forward  latest  catalogues. 
Payment  will  be  made  in  30  days  after  receipt  of 
the  goods.  Correspondence  should  be  in  French  or 
Italian.  References. 

No.  24864. — A  business  firm  in  Russia  desires  to 
be  placed  in  communication  with  American  dealers 
in  small  practical  novelty  articles,  patented  or  not 
patented,  or  any  inventions  for  commerce  and  in- 
dustries. References. 

No.  25127. — A  firm  in  India  wishes  to  buy  or  se- 
cure an  agency,  on  commission  basis,  for  the  sale 
of  razors,  slates,  lead  pencils,  suspenders,  garters, 
spoons,  cutlery,  safety  pins,  hair  pins,  aluminum 
ware,  steel  pens,  etc.  Payment  will  be  made  in  60 
days  or  cash  against  documents  at  destination.  Cor- 
respondence may  be  in  English.  Reference. 

No.  24884. — A  firm  of  import  merchants  in 
Greece  desires  to  form  connections  with  American 
firms  exporting  cotton  spool  thread,  black,  white, 
and  other  colors ;  cotton  skein  thread  mercerized, 
all  colors,  5-ply,  in  packages  of  12  ounces  (333 
grams)  each.  Reference. 

No.  24962. — A  manufacturer's  agent  and  importer 
in  New  Zealand  wishes  to  be  placed  in  touch  with 
manufacturers  of  American  flags  made  of  cotton  or 
silk,  sizes  from  4  by  6  to  12  by  16  inches,  in  lots  of 
100.  He  also  desires  all  sizes  of  suit  cases  in  can- 
vas, fiber,  and  imitation  leather. 

No.  25015. — An  agency  is  desired  by  a  man  in  the 
Netherlands  for  advertising  blotters,  calendars, 
show  cards,  pictures,  etc. ;  ash  trays,  clocks,  letter 
openers,  and  similar  articles  which  may  be  used  for 
advertising  purposes.  Correspondence  may  be  in 
English.  References. 


No.  25016. — A  merchant  in  Italy  desires  to  pur- 
chase a  good  quality  of  pocket  knives,  razors,  scis- 
sors, shears,  and  notions.  Cash  will  be  paid.  Cor- 
respondence may  be  in  French  or  Italian. 

No.  24740. — A  company  in  The  Azores  is  in  the 
market  for  general  merchandise,  especially  fancy 
goods.  Quotations  should  be  made  f.  o.  b.  New 
York.  Correspondence  may  be  in  English.  Ref- 
erence. 

No.  25006. — A  man  in  Italy  desires  to  purchase 
toilet  articles  and  accessories,  hair  brushes,  flesh 
brushes,  plain  and  ornamental  of  tortoise  shell,  and 
celluloid  combs  for  ladies'  headdress ;  hand  mirrors 
and  pocket  mirrors ;  manicure  articles,  perfume  at- 
omizers and  vaporizers ;  thermos,  leather,  and  skin 
toilet  boxes;  and  all  articles  of  haberdashery  used 
in  connection  with  the  perfumery  trade.  Quota- 
tions should  be  f.  o.  b.  American  port.  Credit  will 
be  opened  for  payment  at  local  bank  against  docu- 
ments. Correspondence  may  be  in  English.  Ref- 
erences. 

No.  24994. — A  firm  in  India  desires  to  purchase 
or  to  secure  an  agency,  on  a  commission  basis,  for 
cheap  toilet  soaps.  Terms,  usually  60  days,  or  cash 
against  documents  at  destination.  Reference. 

No.  24904. — A  merchant  in  East  Africa  desires  to 
purchase  a  cheap  grade  of  tooth  powder  put  up  in 
attractive  packages.  Quotations  should  be  made 
f.  o.  b.  New  York.  Payment  will  be  made  by  sight 
draft  attached  to  bill  of  lading.  Reference. 

No.  24701. — A  merchant  in  Italy  desires  to  pur- 
chase 5,000  to  10,000  tons  of  copper,  electrolyte  (99.8 
per  cent),  Lake  (99.8  per  cent),  Castring  (98.5  per 
cent),  in  ingots,  wire,  bars,  and  cathodes  (electro.). 
Correspondence  should  be  in  French  or  Italian. 
Reference. 

No.  24742. — A  complete  collection  of  samples  of 
various  prices,  discounts,  etc.,  of  imitation  leather 
is  desired  by  a  firm  in  the  British  West  Indies. 
Correspondence  may  be  in  English. 

No.  25038. — A  firm  in  Bolivia,  importers  of  Ameri- 
can goods,  desires  to  be  placed  in  communication 
with  manufacturers  of  inexpensive  watches  and 
watch  fobs  of  black  silk. 

No.  24839. — An  agency  is  desired  by  a  man  in 
Cuba  for  toilet  preparations,  and  solicits  correspon- 
dence and  catalogues  in  Spanish. 


42 


Notions  and  Fancy  Goods 


Disadvantages  of  the  "P.  M."  System 

Payments  of  Bonus  at  Once  Leads  to  Many  Evils  That  Yearly  Premiums  Do  Not 


NOBODY  seems  to  know  exactly  what  the  let- 
ters "P.  M."  stand  for,  but  everybody  in  the 
retail  selling  business  is  agreed  that  the  bonus  sys- 
tem, to  which  it  is  applied,  appeals  rather  to  the 
salesperson  than  to  the  store  owner. 

There  are  some  houses  that  still  cling  to  the 
P.  M.  system  as  a  means  of  moving  out  undesir- 
able merchandise.  The  method  is  obsolete  and  the 
evils  that  attend  its  use  are  fairly  well  recognized. 
In  one  way  the  P.  M.  is  due  thanks  by  employer 
and  clerk  alike,  since  it  was  the  starting-out  point 
of  the  various  bonus  and  commission  plans  that 
feature  modern  merchandising  methods.  As  a 
means  to  an  end,  however,  it  deserved  little  praise. 

The  retailer  who  adopted  the  P.  M.  arrange- 
ment thought  to  establish  thereby  an  incentive  to 
his  employes  to  make  sales  of  merchandise  that  was 
"sticking."  By  a  little  extra  effort  on  the  clerk's 
part  the  customer  might  be  induced  to  take  some- 
thing that  was  not  first-class  stock.  This  extra 
service  was  bought  by  the  P.  M.  Recognition  was 
taken  of  the  principle  that  it  is  easy  enough  to  sell 
merchandise  that  practically  sells  itself,  but  it  re- 
quires real  ability  to  dispose  of  articles  for  which  a 
desire  has  to  be  created. 

How  far  wrong  the  inaugurators  of  this  system 
were  in  their  calculations  most  of  them  have  seen 
when  the  results,  now  obtained  through  a  wholly 
different  system  of  rewards,  are  compared  with 
those  that  followed  the  old  idea.  The  P.  M.  ar- 
rangement, at  first  glance,  has  this  glaring  fault. 
It  makes  the  clerk  anxious  to  sell  only  the  mer- 
chandise with  the  P.  M.  attached.  He  or  she  will 
use  every  wit  at  command  to  get  the  customer  to 
buy  the  old  in  preference  to  the  new  merchandise, 
falling  back  on  the  latter  to  make  a  sale  only  when 
it  is  absolutely  necessary.  Thus  the  example  pre- 
sents itself  of  the  shoe  clerk  who  will  take  back  the 
pair  of  shoes  a  customer  complains  are  too  tight, 
pour  some  powder  into  them  and  return  to  try  them 
on  the  customer  again,  giving  the  latter  the  impres- 
sion that  the  size  is  another  and  larger  one. 

As  a  result  of  pushing  the  old  merchandise  to  the 
neglect  of  the  new,  the  merchant  who  has  installed 
the  P.  M.  system  finds  that  he  is  practically  putting 
his  whole  stock  in  this  catagory  because,  before  he 
is  rid  of  his  "stickers,"  the  fresh  goods  have  lost 
the  virtue  of  their  newness  and  may  properly  be 
classed  as  "stickers"  also. 

Another  abuse  that  is  mentioned  as  an  out- 
growth of  the  P.  M.  is  that  of  buying  only  mer- 
chandise upon  which  a  commission  of  the  kind  can 
be  given.  Thus  a  merchant  will  purchase  an  ar- 
ticle to  sell  at  $1.25,  with  the  premium  to  the  sales- 
person included,  whereas  he  might  offer  it  to  his 
customers  at  $1.10  if  he  had  no  P.  M.  to  pay.  From 
this,  in  fact,  can  be  traced  the  evil  of  asking  for 
an  extra  discount,  which  in  reality  is  only  a 
psychological  gain  to  the  retailer.  It  is  not  to  be 
supposed  that  the  manufacturer  will  take  the  loss 


represented  by  the  extra  discount.  And  yet,  in 
some  strange  fashion,  the  retailer  who  asks  for  it 
imagines  he  is  getting  something  for  nothing. 

The  effect  of  the  P.  M.  plan  on  the  sales  force 
is  matter  for  further  consideration.  The  system 
yields  an  irregular  income.  It  is  natural  to  sup- 
pose for  this  reason  that,  to  the  majority  of  those 
who  receive  such  added  compensation,  the  P.  M. 
money  means  only  a  largess  to  go  easily  as  it  came 
easily.  It  passes  without  question  that  a  few  dol- 
lars extra  made  during  the  week  does  not  usually 
spur  on  the  possessor  to  start  a  bank  account.  Ex- 
ceptions may  be  taken  merely  as  a  proof  of  the  rule. 

The  system  that  gives  much  better  results  is 
built  on  the  principle  that,  first  of  all,  a  salesperson 
should  be  capable  of  selling  a  certain  amount  of 
merchandise  during  a  year's  time.  With  this  basis, 
he  or  she  is  given  a  fixed  percentage  on  that  amount 
as  salary.  On  sales  over  that  amount  a  certain 
commission  is  granted  for  which  payment  is  not 
made  until  the  expiration  of  a  year.  Then  the  extra 
commission  earned  is  something  appreciable. 
There  may  not  be  such  an  immediate  incentive  as 
in  the  case  where  the  commission  is  paid  at  the  end 
of  the  week,  but  close  tab  will  be  kept  on  mounting 
sales  by  the  individual.  In  short,  the  reward  is 
not  brought  as  dose  to  the  clerk,  but  at  the  same 
time  the  yearly  bonus  plan  induces  more  constant 
and  persevering  effort. 

In  one  of  the  largest  retail  houses  in  this  city 
an  executive  of  the  company,  who  has  installed 
such  a  plan,  speaks  of  its  benefits. 

"Our  bonus  system,"  he  says,  "creates  an  alto- 
gether different  type  of  salesman  than  existed 
under  the  old  order  of  things.  He  will  sell  you  an 
article,  but  you  must  be  satisfied  with  it,  because 
he  wants  your  trade  just  as  much  as  the  store 
wants  it.  His  bonus  at  the  end  of  the  year  de- 
pends on  you  and  others  like  you  coming  back  to 
buy  again.  In  other  words,  the  main  fault  with  any 
but  the  yearly  system  of  bonus  payments  is  that  it 
inclines  the  salesman  toward  taking  the  chance  of 
creating  a  dissatisfied  customer  to  make  a  sale. 
The  P.  M.  system  spells  little  more  than  loss  of 
trade.  The  only  proper  way  to  get  rid  of  merch- 
andise that  has  been  kept  too  long  in  stock  is  to 
cut  its  price  and  hold  a  sale  at  the  end  of  the  seas- 
on. Then  you  have  the  direct  advertising  value 
of  a  bona  fide  sale  and  no  dissatisfied  customers. 
The  average  person  can  tell  the  difference  between 
real  value  and  a  P.  M.  a  good  deal  better  than  most 
merchants  realize. 


FOOD  FOR  THOUGHT. 

It  takes  two  to  make  a  quarrel,  and  your  most 
disagreeable  customer  cannot  start  anything  with- 
out your  help. 

If  you  don't  care  how  you  do  your  work  you  can- 
not fool  anybody  into  thinking  you  do  care.  The 
work  itself  shows. 


August,  1917 


43 


AMERICAN  BEAD  CO.  HAS  FINE  NOVELTIES 
ON  VIEW 

IT  has  long  been  a  distinctive  feature  with  the 
American  Bead  Company  to  present  attractive 
show-room  displays  of  novelty  merchandise  for  the 
delectation  of  visitors,  and  the  present  arrangement 
of  novelties  which  meet  the  eye  on  entering  is  an 
inspiration  in  itself.  This  concern  has  utilized  its 
facilities  for  gathering  merchandise  in  a  most 
thorough  manner.  Various  sections  of  the  show- 
room floor  have  groups  of  fine  novelties  of  every 
sort  that  can  be  executed  in  bead  work. 

One  of  the  most  attractive  features  is  a  group  of 
flower  trimmings  in  which  the  petals,  leaves  and 
stems  of  the  flowers  are  executed  in  beading.  It  is 
essentially  an  American  flower  trimming  group,  as 
nearly  all  the  flowers  reproduced  are  those  that  are 
best  liked  and  most  grown  in  America. 

Other  displays  take  in  bags,  necklaces,  bracelets, 
ornaments  and  so  on  through  the  long  list  of  arti- 
cles, all  of  notable  character  and  design.  The  dress 
trimmings  and  ornaments  are  particularly  hand- 
some and  run  the  full  range  of  prices  from  a  frac- 
tion of  a  dollar  to  hundreds  of  dollars  per  yard. 


STANDARD  FASTENERS  FEATURE  THE  ALL- 
SPRING  POINT  OF  MERIT. 

IN  a  talk  with  W.  A.  Lawrence,  of  the  Standard 
Snap  Button  &  Fastener  Co.,  the  point  of  dif- 
ference  between  dress  fasteners  with  and  without 
a  wire  spring  was  discussed  in  connection  with  the 
merits  of  the  Standard  four-spring  fastener  which 
this  company  is  making  and  marketing. 

"The  only  value  of  any  dress  fastener  is  utility 
and  we  have  produced  one  which  represents  the 
highest  utility  value  because  it  cannot  get  out  of 
order,"  said  Mr.  Lawrence.  ."The  standard  gives 
four  points  of  contact,  all  made  of  the  best  spring 
brass  obtainable,  and  so  does  away  with  any  chance 
of  dislocations  which  occur  where  a  wire  spring  is 
used." 


LEVY    &    MERZBACH    SAY  DIVERSIFIED 
BUYING  OBTAINS  IN  LEATHER  GOODS. 

JOE  LEVY,  of  Levy  &  Merzbach,  says  the  call 
is  especially  for  fancy  leather  goods,  a  tendency 
that  his  firm  made  adequate  preparations  for.  Mr. 
Levy  says  the  buying  has  set  in  with  such  steady 
confidence  that  an  unusually  good  season  is  evi- 
dently before  the  retailers.  This  firm  is  featuring 
an  excellent  line  in  silk,  velvet  and  leather,  trimmed 
with  French  beads. 


ALFRED  FANTL  ACQUIRES  NEW  NORTH 
DAKOTA  ACCOUNT. 

TO  their  list  of  accounts  the  firm  of  Alfred  Fantl 
have  recently  added  that  of  the  Herbst  De- 
partment Store,  of  Fargo,  North  Dakota.  Just 
about  this  time  of  year  the  retailers  who  are  not 
represented  in  New  York  begin  to  feel  the  need 
of  a  buying  representation  most  keenly.  Sometimes 
they  let  the  matter  drift  awhile  longer,  but  the  im- 
portance cf  constant  representation  in  the  Market 
Place  usually  leads  them  to  this  step  eventually. 


COLONIAL     QUALITY     MAKERS  INVITE 
RESIDENT  BUYERS'  INSPECTION. 

HENRY  F.  SAMSTAG,  President  of  Stamstag 
&  Hilder  Bros.,  recently  sent  a  special  invita- 
tion to  resident  buyers  in  connection  with  the  show- 
ing of  the  new  season's  Colonial  Quality  goods. 
The  object  of  the  communication  was  to  arrange 
appointments  with  the  buyers  beforehand,  so  that 
all  possible  facilities  would  be  assured  for  the  show- 
ing of  merchandise. 

The  letter  commented  on  the  congestion  of  traffic 
which  will  occur  when  the  troops  begin  to  move, 
and  therefore  the  advisability  of  early  deliveries. 
Having  many  lines  of  merchandise  to  consider,  the 
assembling  department  of  Samstay  &  Hilder 
Brothers  can  render  a  doubly  valuable  service  to 
retailers  who  facilitate  deliveries. 

In  the  neckwear  department  Hugo  Lederer  has 
been  engaged  to  meet  the  many  buyers  with  whom 
he  is  well  acquainted. 

NEW  YORK  MERCHANDISE  CO.  HAS 
DEVELOPED  SUBSTANTIALLY. 

ABOUT  twelve  years  ago  the  New  York  Mer- 
chandise Company  was  started,  and  in  this 
comparatively  short  time  a  substantial  business  has 
been  developed  in  the  extensive  range  of  merchan- 
dise in  which  the  concern  deals.  The  principals 
are  Phillip  Maslansky,  Joseph  Hattenbach  and  Vic- 
tor Price,  who  have  grasped  the  opportunities 
growing  out  of  conditions,  since  the  beginning  of 
the  European  war,  with  considerable  success.  Pop- 
ular price  merchandise  is  the  special  field  of  service 
covered  by  the  company,  which  announces  that  it 
has  a  host  of  assortments  ready  for  the  season. 


FITCHBURG  HORN  CO.  IS  MAKING  COMPRE- 
HENSIVE LINE. 

RECENT  advices  from  George  V.  Upton,  of  the 
Fitchburg  Horn  Goods  Company,  show  that 
this  company  is  now  featuring  knitting  pins,  but- 
tons and  hair  ornaments  in  addition  to  the  regular 
goods,  such  as  horn  hair  pins,  for  which  they  are 
well  known. 


HOPE   WEBBING  CO.  EXPECTS   SOON  TO 
INCREASE  ITS  FACILITIES 

CS.  WHITE,  New  York  manager  for  the  Hope 
•  Webbing  Company,  says  that  they  have 
plans  under  consideration  which  will  enable  them 
to  increase  their  output.  Mr.  White  reports  that 
the  demand  for  merchandise  is  continuing  as  urgent 
as  it  has  been  for  some  time  and  that  the  proba- 
bilities are  in  favor  of  there  being  a  still  greater 
call  for  merchandise. 


FRISCH  PUTS  HAND  SPRUNG  MIRROR  ON 
MARKET. 

A HAND  SPRUNG  MIRROR,  made  in  natural 
and  black  ebony,  is  being  made  by  the  Frisch 
Toilet  Mirror  Company.  This  is  a  highly  desir- 
able character  of  mirror  and  ought  to  prove  a  big 
seller  for  retailers  because  of  its  special  attractive- 
ness and  value. 
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Losing  Profits 

Present  Conditions  Do  Not  Warrant  Price  Cutting  in 
of  the  Tendency.    Manufacturers  Cannot  Well 


ECIDED  activity  prevails  in  the  silk 
glove  industry,  both  in  the  manufac- 
turing and  retailing.  Manufacturers, 
as  a  rule,  are  still  behind  on  orders 
and  are  making  strenuous  efforts  to 


complete  deliveries.  There  is  one  feature  of  the  busi- 
ness, however,  which  is  far  from  being  satisfactory. 
In  the  constant  struggle  for  business  both  manufac- 
turers and  retailers  have  been  in  the  habit  of  selling 
their  merchandise  with  too  small  a  profit. 

To  the  "man  up  a  tree"  the  spectacle  of  merchants, 
at  a  time  when  good  merchandise  is  hard  to  secure 
and  prices  constantly  advancing,  selling  good  up-to- 
date  wanted  merchandise  without  a  profit  and  some- 
times even  at  a  loss,  seems  incomprehensible.  Yet 
that  is  exactly  what  is  happening  in  the  silk  glove 
field. 

As  a  rule  this  price  cutting  business  is  no  fault  of 
the  head  of  the  department.  The  operation  is  some- 
what like  this — the  head  of  one  store,  in  the  belief 
that  a  sale  of  silk  gloves  at  cut  prices  would  create  a 
stir,  and  bring  a  number  of  customers  to  the  store 
who  would  buy  other  articles  besides  gloves,  decides 
on  having  such  a  sale. 

He  naturally  advertises  the  sale  and  quotes  prices 
that  allow  but  little  if  any  margin  of  profit.  His 
competitors,  not  to  be  outdone,  go  one  better  and 
offer  gloves  at  a  still  lower  price,  and  so  it  goes  on 
from  store  to  store,  from  city  to  city  until  the  ma- 
jority of  glove  departments  who  should  at  this  sea- 
son of  the  year  be  making  liberal  profits  are  being 
operated,  if  not  at  a  loss,  at  least  at  a  much  reduced 
profit. 

As  previously  stated,  the  blame  for  these  tactics 
cannot  be  placed  at  the  door  of  the  buyer,  the  ma- 
jority of  them  believe  that  the  selling  of  silk  gloves 
season  after  season  at  constantly  diminishing  profits, 
or  as  a  matter  of  fact  at  a  positive  loss,  is  a  decided 
mistake,  and  that  if  a  sane,  reasonable  price  policy 
was  generally  adopted  by  merchants  and  merchan- 
dise men  generally,  a  better  and  more  profitable 
business  could  be  done. 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


Notions  and  Fancy  Goods 

on  Silk  Gloves 

the  Glove  Department.    Retailers  Should  Take  Notice 
ord  to  Help  Retailers  Make  Up  Lost  Profits. 

These  "cuthroat"  tactics  are  most  derogatory  to 
trade.  They  are  the  cause  for  a  non-purchasing  atti- 
ture  on  the  part  of  the  buyer.  And  the  public  does 
not  want  prices  cut.  The  consumer  would  sooner 
have  things  the  opposite  way  so  that  he  can  buy  an 
article  which  possesses  the  most  merit  at  the  most 
reasonable  price.  Talk  to  any  man  or  woman  and  he 
or  she  will  tell  you  that  such  is  the  case ;  tell  the  man 
in  the  street  that  goods  have  been  sold  to  them  over 
the  retail  counter  on  which  the  manufacturer  has  lost 
money  and  the  consumer  will  laugh,  say  it  is  impos- 
sible, or  silently  flutter  the  left  eyelid. 

No  business  can  continue  doing  business  unless  it 
makes  money.  What  is  needed — and  needed  badly — 
in  the  silk  glove  industry  is  a  general  movement  to 
maintain  quality  and  advance  prices  to  where  they 
legitimately  should  be.  Then — and  no':  until  then 
— will  the  industry  be  put  upon  the  high  plane 
where  it  belongs. 

THE  BEST  BUYERS. 

IF  you  have  a  clerk  who  shows  an  unmistakable 
preference  for  the  customers  who  wear  fine 
clothes  convince  him  that  the  best  dressers  are  not 
always  the  best  buyers. 


FOWNES 
GLOVES 

Established  1777 

119  West  40th  St. 
New  York 

BOSTON  CHICAGO 
Carter  Building  1627  Marquette  Bldg. 

12  West  St.,  Room  614     140  So.  Dearborn  St. 

SAN    FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


August,  1917 
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TRADE  MARK 
Registered 


TRADE  MARK 
Registered 


IMPORTERS 

373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRAUE  MARK 
Registered 


SPECIALTIES  IN  NOTIONS  @ 

Poirier  &  Lindeman  Co. 


TRADE  MARK 
Registered 


BIAS  SEAM  TAPE 


AND 


Tell  Your 
Jobber  It 

"£LomB»  DRESS  BINDING 

YOUR  OWN  NAME  ON  THE  PACKAGE  IF  YOU  WISH 

THAT  BIG  SEMI-ANNUAL 

NOTION  SALE 

YOU  ARE  PLANNING  WILL  BE 
MORE  PROFITABLE  THAN  EVER 
IF  YOU  FEATURE  ECONOMY  TAPE, 
PACKAGED  IN  TRANSPARENT 
ENVELOPES,  AND  E  C  O  N  O  MY 
BINDING  IN  CONVENIENT  ROLLS. 

SPECIAL  QUOTATIONS  TO  JOBBERS 

ECONOMY 
BINDING 


CO 


120  East  27th  St. 

•  NEW  YORK 


American 
Bead  Company 


The 

Largest 
Bead 
Concern 
in  the 
Universe. 


With  an 
Interna- 
tional 
Reputation 
for 

Novelties. 


TRADE.  MARK 


HOLIDAY  LINES  NOW 
READY 

Tremendous  Assortments  of  Exclusive  Novel- 
ties in  Beads  and  Beadwork,  including  Hand 
Bags,  Belts,  Girdles,  Necklaces,  Ornaments, 
Braids,  Laces,  Spangles  and  Trimmings. 

485  Fifth  Avenue 

Opposite  Public  Library 

New  York 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


BOSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  50  Sansome  Street 
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Notions  and  Fancy  Goods 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 

ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


315-321  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 


OUR  ENTIRE  FACTORY 

is  devoted  to  the  manufacturing  of 

Popular  Priced  Hand  Bags 
Pocket  Books  and  Belts 


AND  WE  KNOW  HOW 


You  will  find  a  big  difference  between  Cam- 
bridge made  goods  and  the  general  run  of 
popular  price  leather  goods  lines.  Our  goods 
are  well  made,  possess  style  and  quality  and 
satisfy  your  customer.  Come  in  and  see  us  or 
write  for  sample  assortments. 

CAMBRIDGE  LEATHER  GOODS  CO. 

JULIUS  B.  COLEMAN,  President 

12  West  17th  St.,  New  York 


YOU  CAN'T  LOSE 

the  pins  from  the  Climax  Safety  Hairpin  Cards, 
the  patented  slot  prevents  that.   We  can  furnish 
you  any  size  card,  any  arrangement  of  pins,  any 
color  scheme,  any  special  designs  wanted. 
we  also  MrcT   RHYPQ  F0R  3-  6 

MAKE        llEjO  1        DV/ACj  OR  12  PINS 
Let  us  know  your  requirements. — We  will  do  the  rest. 


SOLE  MANUFACTURERS 

WHITNEY  &  COMPANY 

Leominster,  Mass. 


it, 


HOYTS  FAST  SELLERS 


HOYT'S 

GENUINE  GERMAN  COLOGNE 

HOYTS 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BV 

F.  HOYT  &  CO.,  Ltd..  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER       CO.,  Inc.,  Selling  Agents 


August,  1917 
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BLACK-REAL  EBONY-NATURAL 

When  you  are  buying  mirrors  be  sure 
they  are  FRISCH — the  best  selling  mir- 
rors made.  Have  us  tell  you — today — 
about  this  new  sprung-in  mirror,  won- 
derfully made  by  our  skillful  process. 

FRISCH  TOILET  MIRROR  CO. 

Factory:  157-161  West  29th  Street 
NEW  YORK 

CHICAGO:  SAN  FRANCISCO:  717  Market  Street 

Jas.  A.  Campbell  EXPORT:  25  W.  Broadwav,  New  York 

218  S.  Wabash  Ave.,  McClurg  Bldg.  Geo.  B.  Hall,  Manager 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

NARROW  FABRICS 

OF     ALL  KINDS 
Belting,  Featherstitch,  Elastic  Tapes,  Etc. 


*Smiaa  NECK  BANDS 


Fiftht  Grades — A  Grade  for  Fvery  Purpose — Every  BandJPerfect 


v5W#&  BELTINE 


15  Numbers— Duck,  Crinoline — Shaped  and  Straight 


*SnUtfo  BOYS'  PANTS  BANDS 


BOYS' 

Pants  Band 

No.  201 

10  27)i 

1 

3  Grades— With  Elastic  Under  Back  Buttonholes 


GILMAN  B.  SMITH  CO.,  InC.  Manufacturers 
121-125  West  17th  Street  NEW  YORK 


Geo.  S.  Colton  Elastic  Web  Co, 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


Unna's  Mending  Plaster 

Mends  Rain  Coats 
and  Mackintoshes 

PUT  UP  BY 

NEW  YORK  SPECIALTIES  CO. 

467  Broadway,  New  York 

Also  Manufacturers  of  UNNA'S  MENDING  TISSUE 

Always  the  Best  by  Test 


Notions  and  Fancy  Goods 


Low-Cost,  Result-Bringing  Solicitation 
For  Jobbers  and  Manufacturers 

Every  day  salesmen  make  thousands  of  calls  that  do  not 
produce  orders.  Hundreds  of  thousands  of  catalogues, 
booklets,  folders,  letters  and  other  follow-up  matter  are 
sent  out  with  no  returns. 

Our  service  reduces  the  mail  and  personal  solicitation  that 
does  not  bring  results.  For,  its  advance  daily  reports  of 
easy  prospects  for  opening  stock  orders  and  other  new 
business  lessen  indiscriminate,  haphazard  solicitation  and 
increase  low-cost,  result-bringing,  opportune  solicitation 
of  concerns  in  the  market. 

Its  superior  efficiency  in  securing  profitable  new  accounts 
due  to  the  best  organization  in  its  field  has  resulted  in 
numerous  endorsements  by  representative  houses  and  its 
continued  use  year  after  year. 

Six  times  the  results  they  get  from  their  regular  pros- 
pects. Profits  from  a  single  day's  reports  more  than  pay- 
ing the  cost  of  an  entire  year's  service.  As  high  as  70% 
returns.  These  are  the  experiences  of  well-known  users 
of  our  easy  to  use  reports. 

Tell  us  your  requirements  and  territory  when  we  will 
give  you  complete  details  of  our  service  in  its  application 
to  your  business,  and  names  of  representative  users  you 
know. 

Commercial  Service  Company 

Chicago  Milwaukee  Cincinnati 

Main  Office:    Loan  &  Trust  Bldg.,  Milwaukee,  Wis. 


"EVERYBODY    IS  KNITTING" 
WE  CARRY 

AMBER  and  WHITE  KNITTING  PINS 

10—12— 14— Inches 
Popular  Sizes.  Prompt  Deliveries. 

WE  ARE  NOW  SHOWING  OUR  FALL  LINE 
PLAIN  AND  FANCY  SHELL  GOODS 

WE  CARRY  A  LARGE  VARIETY  OF 

SILK  AND  REAL  HAIR  NETS 

WRITE  US  FOR  SAMPLES 

THE  ATLAS  SPECIALTY  HOUSE 

67  Chauncey  Street,  Boston,  Mass. 


FITCHBURG  HORN  GOODS  CO. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS, 
HORN  HAIR  PINS 

Knitting  Pins,  Buttons  and 
Hair  Ornaments 


LET  ME  START  YOUR  INFANT'S  NOVELTIES  DEP'T 

SPECIAL  $25.00  ASSORTMENT 
Which  You  Retail  for  $50.00 

JOSEPH  H.  JOSEPH 

MANUFACTURER  AND  IMPORTER 

31-33  West  31st  St.,  New  York 


BABY  SCALES 

JEWEL  and  TRINKET  BOXES 
HAND  PAINTED  ART  GOODS 
BABY  ARMLETS 
SAFETY  PIN  HOLDERS 


EVERY    BOX  HAS  THE 


CARRIAGE  STRAPS 
IVORY    and    PEARL   TEETHING  RINGS 
BABY   BASKETS,  RATTLES 
BABY  DECORATED  SETS 
BABY  COAT  &  CLOTHES  HANGERS 


MARK  OF  THE  GENUINE 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co.  ,8WN.3vdSt 


Dress  Shields  are  a  necessary  requisite 


The 


TRADE  MARK 
(REGISTERED) 


is  a  reliable,  hygienic  protection! 


114-H6  Bedford 
24  Kingston  St. 
Beach  5422 


GUARANTEED  AND  LIGHT  WEIGHT, 
POPULAR  STYLES  AND  SIZES 

IRVING  NEUHOFF  &  CO. 

Wholesale  Distributors 
BOSTON,  MASS. 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  to  list  for  Fall 
PRICES  RIGHT        SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House" 


BUTTON  SELLING 


■ 


When  Is  A  Button  Not  A  Button? 

Answer :    When  Miss  Shelton  of  Shelton  Looms  Fame  Trims  a  Hat. 


£0 


Motions  and  Fancy  Goods 


COMMON  SENSE 

When  a  simple,  inexpensive  little  button-covering  outfit  will  make 
all  the  buttons  you  can  sell  at  a  profit,  why  keep  on  stocking  fancy 
and  novelty  buttons? 

Why  keep  on  taking  season-end  losses  from  off -color,  off-style  and 
odd-lot  button  stocks,  when  covered  buttons  in  shapes  and  sizes  to 
suit  every  taste  and  requirement  are  obtainable  with  the 

MENKIN  $12  BUTTON  COVERING 

OUTFIT 

Our  equipment  is  different  because  it  is  interchangeable.  On  one 
die  many  styles  may  be  made.  On  the  Counterbalanced  Hand  But- 
ton Covering  Machine  furnished  with  our  $12  outfit  a  hundred 
different  styles  are  available  at  a  fraction  of  the  cost  of  carrying 
these  styles  in  stock. 

Mr.  Merchant!  A  real  Sales  Promotion  Service  goes  with  every 
Menkin  Equipment — the  work  of  merchandising  and  advertising 
experts.   Such  a  service  for  covered  buttons  is  unique. 


Ask  How  "The  Menkin  Way  Made  Button  Covering  Pays" 
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America 
is  Prepared 

OPPORTUNITY  comes  to  the  door 
but  once.  We  should  be  prepared 
and  answer  ''ready"  when  she 
knocks.  That  America  is  prepared  for  war 
is  demonstrated  by  our  new  army  of  500,000 
men  taking  the  field  September  first. 
American  manufacturers  of  pearl  buttons 
are  also  ready  and  prepared  for  the  condi- 
tions which  the  war  has  brought. 

We  are  strongly  fortified  with  an  abundance  of 
raw  material,  even  more  complete  than  in  past 
seasons,  and  with  a  handsome  and  extensive  range 
of  cabinets,  nine  in  all — headed  by  the  Wisconsin 
Maid. 

Our  Commanding  Position  in  the  Pearl  Button 
Industry  gives  you  a  commanding  grip  on  the  pearl 
button  merchandising  in  your  territory. 

The  unsurpassed  facilities  of  the  Wisconsin 
organization  afford  you  positive  assurance  that  your 
every  requirement  will  be  taken  care  of  satisfactorily. 

Your  order  placed  now  for  your  complete 
season's  requirements  in  pearl  buttons  will  have 
back  of  it  every  resource  of  the  country's  greatest 
organization  of  pearl-button  specialists. 

For  the  garment  manufacturer,  we  have  10 
sizes,  12  patterns,  and  8  grades  of  fish  eye,  2  hole 
and  4  hole  buttons  to  choose  from.  We  supply 
manufacturers  direct — jobbers  throughout  the  coun- 
try supply  retail  trade. 

Wisconsin  Pearl  Button  Company 

LA  CROSSE,  WIS. 
377  Broadway,  N.  Y.  Utica,  N.  Y. 


This  advertisement  is  placed  on  a  bulletin 
board  in  each  department  of  our  factory. 


Notions  and  Fancy  Goods 


Sterling 

'What's  In  A  Name"  VALUES 

I  STYLES 

Custom  decrees  that 

a  name  be  accepted  as 
the  business  designation 
of  a  company. 


"Sterling"  is  mow 

than  merely  a  name  to 
the  Buyers  of  Buttons. 
They  realize  that  we 
have  put  into  our  service 
a  worth  which  is  indeed 
"Sterling/' 


Sterling  Button  Company 

M.  TURKELTAUB  JULIUS  LICHTER 

Telephones-Madison  Square,  5327-5328-5329-4121 

8-I0-I2-I4  WEST  30TH  STREET,  NEW  YORK 

STERLING  BUILDING— NEAR  5TH  AVENUE 


SERVICE 

Buttons 

iiiiiiiiiiiiiiiiiitiiiii 

FACTORS 

for 

Hampton  Button  Mfg.  Co. 
Newark  Pearl  Works 
W.  &  C.  Manufacturing-  Co. 
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Button  Selling  and  Buying 


BY  HENRY  A.  RICHMOND 

A  Tale  of  the  Day  in  Retailing  Methods  Applied  to  Button  Selling. 

Despite  Rising  Costs. 


How  Card  Prices  are  Maintaine 


S  IN  all  other  lines,  it  has  been 
necessary  for  buttons  to  meet 
the  conditions  imposed  by  to- 
day's complete  dependence  on 
the  resources  of  America's 
awakened  industries.  The  com- 
ing awake  of  the  button  indus- 
try has  not  been  without  its  own 
special  problems  and  the  very  indispensibility  of 
buttons  has  compelled  the  trade  to 
find  ways  and  means  whereby  the  tttSHRSSBI 
supply  would  reach  the  ultimate  con- 
sumer at  economical  prices. 

So  much  for  round  statements. 
Now  the  thing  that  the  buyer,  the  rep- 
resentative of  the  retail  store,  wants 
to  know  is — what,  specifically,  has 
been  done  to  make  the  retailing  of 
buttons  as  simple  and  easy  as  it  has 
always  been  in  the  past  to  move  this 
kind  of  stock?  Well,  in  the  first  place, 
let  us  consider  the  main  retailing 
point,  the  question  of  the  selling  price 
per  card.  As  long  as  the  woman  who 
comes  to  buy  buttons  can  continue  to 
get  staple  buttons  on  five  or  ten  cent 
cards  she  is  not  particularly  worried 
about  the  high  cost  of  buttons.  Often 
as  not  she  wants  a  half  dozen  or  so, 
just  a  few  such  buttons.  But  she  has 
always  bought  them  by  the  card. 

Always  the  card  cost,  say,  five 
cents.  She  bought  the  card.  Before 
the  rising  prices  required  that  some- 
thing be  done  to  relieve  the  cost  pres- 
sure on  the  manufacturer,  in  the  old 
days  of  far  lower  costs,  that  card  held 
a  dozen  buttons.  At  this  time  of  writ- 
ing the  card  price  hasn't  gone  up  but 
the  number  of  buttons  per  card  has 
decreased.  Sometimes  there  are  six,  more  often 
nine,  buttons  on  the  good  old  standard  five-cent 
card.  So  the  number  of  buttons  has  come  down  to 
prevent  the  less  agreeable  alternative  which  meant 
charging  more  for  the  card.  As  a  merchandising 
proposition  the  button  has  retained  its  strategical 
advantage  on  the  grounds  of  immovable  prices  per 
card.  The  retailing  end  of  the  business  of  selling 
buttons  has  not  been  obliged  to  bring  the  consumer 
to  accept  a  new  and  higher  scale  of  card  prices. 
Every  buyer  knows  what  an  important  thing  it  is 


iwjy 


Barm  on  Bros.,  apparel  makers  of  Buffalo, 
made  the  buttons  the  bin  point  of  their 
selling  argument. 


to  maintain  the  "package"  price.  In  the  case  of  but- 
tons it  has  been  possible  to  do  this  without  disturb- 
ing the  quality  of  the  buttons.  The  only  change  is 
in  the  number  on  the  card,  remembering  always  that 
we  have  so  far  been  talking  only  of  staple  buttons. 

Fancy  buttons,  the  artistic,  decorative  sort  that 
are  so  widely  in  demand  as  a  trimming  and  quite 
frequently  do  not  reach  the  regular  employment  of 
buttons  that  are  used  to  "button,"  in  most  cases 
have  not  been  reduced  in  the  number 
CHBBMlSK      Per  card.    They  have  found,  or  the 
buyer-heads    of    retail  departments 
have  found  for  them,  another  means 
of  suiting  the  consumer's  pocketbook. 
It  has  long  been  the  custom  to  cut 
cards  into  sections,  selling  three,  four, 
six,  or  any  part  of  the  dozen  buttons 
on  the  card  that  the  customer  desires. 
Not  all  stores  did  this  in  the  past  but 
there  are  very  few  today  in  which  this 
custom  is  not  the  accepted  thing.  The 
increased  cost  of  some  varieties  of 
fancy  buttons  has  made  it  absolutely 
necessary  to  sell  broken  cards. 

Whether  or  not  the  general  practice 
of  breaking  cards  is  detrimental  to 
profitable  business  is  a  matter  of 
opinion.  Some  buyers  claim  it  is  the 
only  way  to  successful  button  selling. 
Others  are  not  quite  so  enthusiastic 
on  the  score.  But  all  agree  that  hav- 
ing pleased  the  customer  by  selling 
her  just  what  she  wants  there  is  good 
material  for  special  sale  days  in  the 
broken  cards  of  buttons. 

Since  the  fashionableness  of  but- 
tons has  warranted  buyers  in  paying 
particular  attention  to  this  class  of 
their  merchandise,  a  great  many  in- 
genious devices  have  been  put  into 
practice  by  the  stores.  And  fortunately  the  design- 
ers for  the  manufacturers  have  created  a  fine  array 
of  styles  in  buttons  which  are  just  right  for  the 
garment  styles. 

Judging  from  the  new  fall  garments  which  have 
appeared  within  the  month,  there  is  plenty  of  oppor- 
tunity for  the  retail  trade  to  profit  by  the  extensive 
use  of  buttons  on  the  ready-to-wear  styles.  This 
offers  one  of  the  best  arguments  for  deciding  cus- 
tomers in  favor  of  buttons. 

Have  your  department  well  stocked. 
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THE  SUNNY  SIDE  OF  COVERED  BUTTONS. 

SMENKIN,  INC.,  is  putting  across  a  lively 
•  campaign  for  covered  buttons  and  here  is 
the  latest  that  the  retail  trade  received,  in  picture 
and  verse: 

"Old  Sol  is  happy  as  can  be, 
He  likes  the  newest,  don't  you  see? 
So  covered  buttons  win  his  smile. 
They  are  so  new  and  up-in-style. 
They  match  the  cloth  of  gown  or  waist, 
And  show  the  wearer  has  good  taste." 

KLOTH-BLACK    FASTENERS  INTRODUCED 
BY  FREYDBERG  CO. 

THE  "Kloth-Black"  fastener  of  the  Gudspring 
kind  is  an  innovation  being  introduced  by 
Freydberg  Bros.,  Inc.  The  principle  feature  of  this 
snap  fastener  is  that  it  is  to  be  used  on  thin  ma- 
terial such  a  Georgette,  voile,  crepe  de  chine, 
etc.  The  Kloth-Black  is  so  finished  that  it  does 
not  shine  through  thin  materials. 

STERLING  MAKES  IMPORTANT  MOVE  IN 
BUTTON  LINE 

THE  button  manufacturing  industry  has  de- 
veloped so  rapidly  in  this  country  that  it  has 
been  necessary  to  build  a  special  type  of  organiza- 
tion to  meet  the  distribution  needs  of  factories 
making  one  or  another  of  the  many  kinds  of  but- 
tons. The  Sterling  Button  Company  has  intro- 
duced into  button  selling  methods  a  plan  which  is 
successful  in  minimizing  the  expense  of  marketing 
the  products  of  the  button  plants  for  which  it  acts. 

The  Sterling  method  provides  quick  access  to  the 
latest  goods  produced.  This  company  acts  in  the 
relation  of  factors  for  the  plants  whose  outputs  it 
sells.  In  this  relation  it  is  the  responsible  mer- 
chandising force  in  the  distribution  of  goods.  The 
trade  is  saved  many  uncertainties  surrounding 
market  conditions,  and  the  close  association  be- 
tween the  manufacturers  and  the  Sterling  Button 
Company  makes  for  a  high  type  of  efficiency. 


WISCONSIN  PEARL'S  NEW  YORK  OFFICE 
HAS  ONLY  WOMAN  MANAGER 

THE  only  button  house  to  have  as  New  York  of- 
fice manager  a  member  of  the  fair  sex  is  the 
Wisconsin  Pearl  Button  Company.  Visiting  buyers 
who  drop  in  at  the  Broadway  office  in  the  Big  City 
are  often  a  bit  astonished  when  they  find  that  E.  W. 
Foerster  is  not  a  man.  The  fact  that  Miss  Foerster 
has  been  looking  after  New  York  business  these 
many  months  with  entire  success  has  the  effect  of 
making  the  buyers  doubly  appreciative  of  her  abil- 
ity. The  Wisconsin  Pearl  Button  Company  has 
still  further  improved  the  grading  process  by  the 
introduction  of  recently  evolved  new  methods. 
About  Labor  Day  the  traveling  salesmen  will  leave 
to  cover  their  respective  territories. 

I 

IOWA  PEARL  OPENS  NEW  YORK  OFFICE  ON 
FIFTH  AVENUE 

E  are  requested  to  call  to  the  attention  of  our 
readers  the  important  fact  that  the  Iowa 
Pearl  Button  Co.,  Inc.,  of  Muscatine,  Iowa,  has  no 
connection  with  any  other  concern  which  uses  a 
similar  name.  This  company  is  a  bona  fide  manu- 
facturer and  is  conducted  by  men  well  known  in 
the  button  industry.  W.  F.  Bishop  is  president  and 
treasurer,  O.  A.  Hammer  is  vice-president  and  J.  C. 
Bishop  is  secretary. 

Their  New  York  office  is  in  charge  of  Smith- 
Angrove  &  Co.,  of  347  Fifth  avenue,  where  stocks 
will  be  at  all  times  available  for  quick  local  de- 
livery. 

UNITED  BUTTON  CO.  MOVES  NEW  YORK 
OFFICES. 

IN  the  same  building,  50  Union  Square,  New 
York,  the  United  Button  Company  has  taken 
new  quarters,  moving  from  the  sixth  to  the  ninth 
floor.  The  company  is  erecting  a  new  factory  to 
take  care  of  the  constantly  growing  demand  for  its 
products. 

i 

PALM  IVORY  BUTTONS  INTRODUCED  BY 
NORDHAUSEN. 

ITH  the  appearance  on  the  market  of  the 
Palm  trade  name  for  the  ivory  buttons  of  the 
Nordhausen  Button  Company,  an  interesting  phase 
of  marketing  methods  presents  itself  in  the  fact 
that  while  many  vegetable  ivory  companies  have 
skirted  the  edge  of  this  valuable  trade  name  no  one 
heretofore  has  grasped  the  special  value  of  using 
the  name  for  a  general  line  of  buttons  made  from 
the  tagua  palms  of  South  America. 

At  various  times  several  ivory  button  interests 
have  shown  pictures  of  tagua  trees  in  their  adver- 
tising literature,  but  it  remained  for  the  Nordhausen 
Button  Company  to  single  out  the  word  Palm  to 
designate  the  product.  This  company  has  estab- 
lished its  New  York  office  at  116-120  West  32nd 
street.  In  the  new  samples  being  shown  there  are 
many  highly  artistic  designs  such  as  make  a  special 
appeal  to  the  garment  manufacturers  as  well  as  to 
the  retail  counter  trade. 
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SNAPTASTENER  TRADE  MARK  REGISTER 

BRAND  NAMES  and  STANDARD  CARDS  —  For  the  GUIDANCE  oC  BUYERS 


Free  copies'  of  the  complete  official  Snap  Vast ener  Trade  MVtrk  Register,  containing  fifty 
illustrations,  will  lie  ready,  for  Retail  Buyers  only,  on  September  21st.  Buyers  are  ad- 
vised to  send  their  names  in  early  to  the  McCready  Publishing  Co..  118  E.  28th  street.  Neic 
York  City. 


Trade  Marks  Illustrated  In  This,  The  Second,  Installment 

(Note:  All  made  Black  and  White) 


ENDURANCE— Carson,  Pirie,  Scott  &  Co. 
LAUREL— Ely  &  Walker  D.  G.  Co. 
MARVEL— J.  B.  Cr  owley 
PERFECTION— A.  Steinhardt  &  Bro. 
SO-E-Z— A.  L.  Clark  &  Co. 


SNAPFAST— Guarantee  Specialty  Mfg.  Co. 
SPRING— New  York  Merchandise  Co. 
SUPREME— Columbia   Fastener  Co. 
TENEO— The  Teneo  Co. 
TIP   TOP— Columbia   Fastener  Co. 


TIP  TOP— Worms  &  Loeb 

VICTOR— New   York   Merchandise  Co. 

WEARWELL— Irving    Neuhoff    &  Co. 

WILSNAP— Wilson    Fastener  Co. 

WIZARD— The   Teneo  Co. 

ZIP — Zip  Snap  Fastener  Sales  Co. 


KW  l»N  MHMI.V 


New  York  Merchandise  Co., 

119  Fifth  Ave..  N.  Y. 


New  York   Merchandise  Co., 

119  Fifth  Ave.,  N.  Y. 


Ely  &  Walker  D.  G.  Co., 
St.  Louis,  Mo. 


Irving  Neuhoff  &  Co., 

Boston.  Sizes:  1-0  00-000-0000 


PERFECTION 


a 

, DRESS 

•  • 

FASTENER 

• 

R  U  S T     PRO  O F 

AcoTsTeRco'  i»ie 

A.  Steinhardt  &  Bro. 

S60  Broadway.  N.  Y. 
Sizes:  0  00 -000 -0000 


Carson,  Pirie,  Scott  &  Co., 

Chicago.  Sizes:  1-0-00-000-0000 


Columbia  Fastener  Co., 

19  E.  24th  St.,  N.  V. 
Western  Distributors: 
Worms  &  Loeb, 

208  W.  Adams  St.,  Chicago. 
Sizes:  2-1-0-00-000-0000 


SO-E-Z 

SNAP    jm* FASTENERS 

w 


A.  L.  Clark  &  Co., 

652  Broadway,  N.  Y. 
Sizes:  1-O-OO-OOO-OOO0 


The  Teneo  Co., 

20  W.  22nd  St.,  N.  Y. 
Sizes:  1-0-00-000 


Columbia  Fastener  Co., 

19  E.  24th  St.,  N.  Y. 
Sizes:  2-1-0-00-000-0000 


Zip  Snap  Fastener  Sales  Co., 

1133  Broadway,  N.  Y. 
Sizes:  0-00-000 


The  Teneo  Co., 

20  W.  22nd  St.,  N.  Y. 
Sizes:  1-0-00-000 
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SNAP    FASTENER  TRADE 
MARK  REGISTER 


■J.  B.  Crowley,  SC.  3d  St.,  San  Francisco. 


VfASHlONs 
FASTENER^ 


Size  0 


Rust  Proof 


Wilson  Fastener  Co.,  Cleveland. 
Sizes:  0-00-000. 


Guarantee    Specialty    Mfg.  Co. 
Cleveland.    Sizes :  0-00-000. 


NOTICE  TO  BUYERS  FOR  RETAIL 

The  Snap  Fastener  Trade  Mark  Reg- 
ister can  only  be  obtained  by  letter 
to  the  McCready  Publishing  Com- 
pany, 

118  East  28th  Street,  New  York. 

ONE  COPY  FURNISHED  FREE  TO  EACH  BUYER 


SALESMAN:  Chicago  resident,  experienced  Notion  and  Fancy 
Goods  man,  wants  to  connect  with  a  manufacturer.  Well  known 
on  State  Street,  the  jobbing  trade  and  garment  manufacturers.  High- 
est references.  Salesman,  c/o  McCready  Publishing  Co.,  118  E.  28th 
St.,  New  York. 


WANTED:  ASSISTANT  BUYER  and  saleslady,  experienced  in 
notions  and  art  goods  department.  Steady  position;  liberal  salary. 
S.  &  W.  Bauman,  2161  Third  Avenue,  New  York. 


FOR  SALE:  A  store  selling  Notions  and  Fancy  Goods,  Shoes,  etc. 
Address  Store,  c/o  106  Forbes  Street,  Amsterdam,  New  York. 


NOTION  AND  BUTTON  MANUFACTURERS  desiring  representa- 
tion in  Eastern  territory  communicate  with  The  Carley  Co.,  30-32 
East  20th  St.,  New  York  City. 


RETAILERS  want  to 
deal  with  folks  who 
know  WHY  they 
have  something  to  sell. 

Ever  stop  to  figure  that  the 
retailers  you  want  to  inter- 
est have  advertising  news  for 
the  public  in  every  day's 
newspapers?  It  is  a  mighty 
poor  kind  of  WHOLESALER 
that  can't  tell  the  retailers 
one  good  point  about  his 
merchandise  once  a  month. 

Don't  act  too  hastily. 
Think  it  over  and  let 
us  strengthen  your  trade 
development  work  be- 
ginning   in   next  month's 

NOTIONS 

and 

FANCY  GOODS 

Established  1876.  Published  monthly 

McCready  Publishing  Company 

n8  East  28th  Street  NEW  YORK 
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W.  F.  BISHOP.  President  and  Treas. 


O.  A    HAMMER,  Vice-President 


J.  G.  BISHOP.  Sec- 


a  Pearl  Button 


euc, 


MANUFACTURER  OF 


Sweett  Water  Peari  Bottoms 

tVlUSCATWTv,  (OWA 

Announcing  that  our  New  York  office  has  been  opened  at 
347  Fifth  Avenue,  in  charge  of 

SMITH-ANGROVE  <SL  CO, 

Stock  will  be  carried  at  our  New  York  City  address.   All  grades,  including  fancy  iridescents,  as  well  as  more  staple  lines,  can 

be  quickly  obtained  there 

Do  not  confuse  the  Iowa  Pearl  Button  Company,  Incorporated,  with  others  which  have  a  similar  title 


Nationally  Advertised 

Both  dealer  and  consumer  are  being  told  we 
are  the  World's  Largest  Manufacturers  of  Pearl 
Buttons.  We  stimulate  interest  in  Chalmers 
Pearls  by  a  novel  Button  Game;  we  insure  re- 
peat sales  by  a  solid  silver  thimble— all  in  addi- 
tion to  perfect  merchandise,  unusually  well 
carded  and  cartoned.  Write  for  full  informa- 
tion as  to  profits. 

HARVEY  CHALMERS  &  SON,  Amsterdam,  N.  Y. 

We  Make  7000  Pearl  Buttons  a  Minute 


NOW  MADE  IN  AMERICA 

The  same  grades  and  values  of  jet,  mat  and 

BEAUTIFULLY  DESIGNED  AND  COLORED 
BOHEMIAN  GLASS  BUTTONS 

that  CH  AS.  HO  YT  ASCH  &  CO.  came 

to  the  United  States  to  sell  from  the  Gablonz  factory  of 
the  company.  We  are  producing  these  buttons  in  our 
factory  at  New  York.  You  are  invited  to  call  at  the  office 
and  show  room. 

24-26    East    21st    Street,    New  York 


Prices  and  Styles  on  Request 


Phone:    Gramercy  5096 


BUTTONS     AND     SNAP  FASTENERS 


IVORY 

BUTTONS 


a  r 


FOR  MEN.  WOMEN  and  CHILDREN 
ON  CARDS  THAT  SELL  AT  SIGHT 

—"Well,"  said  Mrs.  Adams, 
"I've  grown  tired  of  seeing 
my  husband  going  about  in 
suits  that  haven't  first-class 
buttons.  That's  why  I  came 
in  to  get  Palm  Ivory  Buttons 
to  replace  those  now  on  his 
suits." 

—And  the  same  words  will 
be  oft  repeated  by  customers 
in  your  store  the  minute 
you're  known  to  sell  "Palm 
Ivory." 

LET  YOUR  JOBBER  SHOW  YOU 
Palm  Ivory  Buttons  made  only  by 

NORDHAUSEN  BUTTON  CO. 

Rochester  New  York  City 

185  East  Ave.      120  W.  32nd  Street 


BUTTON  CARDS  DESIGNED  and  names  furnished  at  reasonable 
prices.  We  create  appropriate  names  that  help  to  sell  the  goods. 
Write  for  details  and  state  kind  of  buttons  you  want  to  sell.  Origi- 
nal, c/o  McCready  Pub.  Co.,  118  East  28th  Street,  New  York. 


NOTIONS  AND  BUTTONS 
To  manufacturers  starting  in  business,  or  desiring  to  increase  sales:  — 
The  advertisers  are  prepared  to  undertake  whole  or  part  selling 
agency.    The  Carley  Co.,  30-32  East  20th  St.,  New  York  City. 


TELEPHONE  ESTABLISHED  1900 

BERGEN  14M  INCORPORATED  190J 

THE  J.  FELDMAN  COMPANY 

CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 
WJSTSSSSLt  JERSEY  CITY.  N.  J.,  U.  S.  A. 
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Your 
Grandmothers 

used 

"H:B." 

Embroidery 
Cotton 

The  quality  has  been 
steadily  maintained 
throughout  the  last  40 
years  but  the  packing 
has  been  improved. 

S.  E.  HOWARD'S  SON  &  CO. 

1150  Broadway -230  Fifth  Avenue,  NEW  YORK  CITY 


Amber  Knitting  Pins 

10,  12  and  14-inch. 
Sizes— 2,  3,  4,  5,  6,  7,  8,  9,  10,  IOV2 

Steel  Knitting  Pins 


Numbers  11  and  12 

FOR 

RED  CROSS 

WORK 


THE 
QUEEN 
KNITTING 

BALL 
HOLDER 

Insures 
Smooth, 
Uniform 

Work. 


No  tangles 
or  snarls. 
No  soiled 
worsted 
from 
falling 
on  the  floor. 
Always  ready 
for  use. 


Every  one  is  knitting  for  the  Soldiers  and  Sailors 
Here  are  the  Necessities 

C.  H.  CROWLEY 


339  Broadway 
New  York 


215  So.  Market  St. 
Chicago 


September,  1917 


3 


■ 


ALL  GUARANTEED. 
ALL  GOOD  PROFIT 
MAKERS.  «v  ALL 
PRODUCED  BY  THE 

I  B.KLEINERT 

RUBBER  COMPANY 
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Notions  and  Fancy  Goods 


NOTION  SPECIALTIES 

FOR  THE  JOBBING  TRADE  ONLY 


'         WARRANTED  NOT  TO  RUST 


DRESS  FASTENERS 
"ACORN"  AND  "SNAPPY" 

MADE  IN  AMERICA 
BLACK  AND  WHITE 

BLOOD'S  NEEDLES 

VICTORIA— UNION— AMERICA'S 
SAFETY  PINS 

BIAS  SEAM  BINDINGS 

SHOE  AND  CORSET  LACES 

HAIR  AND  CLOTH  BRUSHES 

ELASTIC  CORDS  AND  BRAIDS 

LINDSAY  HOSE  SUPPORTERS 

HORN  AND  IVORY  FINE  COMBS 

GILT— NICKEL— CELLULOID 
BUTTONS 

DRESS  BELTINGS,  ETC. 


EVERYTHING  IN  NOTIONS 

PORTER  BROS.  &  CO. 

Established  1855 

Commission  Merchants 


108  WORTH  STREET 

NEW  YORK 


86  ESSEX  STREET 

BOSTON 
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The  Heart 
of  the  Pearl 

THE  Wisconsin  organization  is  an  in- 
tensely humane  institution.  While  each 
employee  is  a  highest  degree  specialist  in 
his  particular  department,  he  also  knows 
the  Big  Problems  of  every  department. 

Each  Wisconsin  Worker  is  fully  ac- 
quainted with  the  importance  of  his  own 
department  and  its  relationship  to  every 
other  in  the  factory.  He  knows  the  com- 
plete process  of  manufacture.  He  has 
helped  to  make  and  believes  in  the  Wiscon- 
sin policies.  While  he  is  an  expert  in  his 
own  particular  phase  of  the  work,  his  whole 
heart  is  in  the  general  welfare  of  the  entire 
organization. 

This  advertisement  and  all  others  are 
posted  on  department  bulletin  boards  the 
same  day  they  are  issued  to  the  publishers. 
Each  employee  backs  up  our  advertising 
and  takes  a  real  pride  in  producing  the 
finest  of  pearl  buttons  for  the  American 
public. 

Wisconsin  Pearl  Button  Company 

LA  CROSSE,  WISCONSIN 
377  Broadway,  N.  Y.  Utiea,  N.  Y. 


Wisconsin  Buttons  are  unexcelled  for 
either  the  card  or  manufacturing  trade. 


Notions  and  Fancy  Goods 


Experience  this  season  has  convinced 
the  trade  that  the 

A.  J.  HAGUE  CO 

476  Broadway,  New  York 

is  headquarters  for  the  best  variety,  most 
reasonable  prices  and  sure  deliveries 


MAKE  OUR 


NOTIONS 


YOURS 


They're  the  Best — Sure  Sellers  All 

Full  lines  of  Shoe  and  Corset  Laces,  round  and  flat,  all  sizes  and 
colors — Knitting  Needles,  cellulo  id  and  steel — Flat  Centered  Cro- 
chet Hooks — Hat  Pins,  all  lengths — Safety  Pins,  brass  and  steel, 
in  solid  and  assorted  packings — Toilet  Pins — Thimbles,  steel, 
aluminum,  nickel  plated,  cellulo  id  and  silvered  in  assorted  sizes 
—Silk  Hair  Nets,  "Tango,"  "Tipperary"  and  "Chanticler"— Hand 
and  Standing  Mirrors — Pocket  Mirrors — Ric-Rac  Braid — Stick- 
erei  Trimming — Snap  Fasteners — Tooth  and  Hair  Brushes. 
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BIAS  FOLD  TAPES 

AS  MONEY  MAKERS 


Eacli 


season  adds  many  ingenious  uses 
Bias  Fold  Tapes.  That  it  is  indispensable  for 
trimmings,  scams,  lingerie,  and  fancy  work  is  a 
fact  generally  known.  Now  that  women  are  so 
busily  engaged  in  making  things  for  the  comfort 
of  soldiers  the  demand  is  growing  at  a  tremendous 
rate. 


for 


Wm.  E.  Wright 
Pioneer  Manufacturer  of 
Bias  Fold  Tapes 


Take  Advantage  of  your  Opportunities 

A  few  of  the  new  things  women  are  making  with 

WRIGHT'S  BIAS  Ml  Wl 


U.  S.  Pat.  Off. 


Red  Cross  Knitting  Bags 
Soldiers'  Comfort  Kits 
Garden  Aprons  and  Hats 
Colored  Edged  Lingerie 


U.  S.  Pat.  Off. 


We  call  attention  to  our  6-yard  goods  in  fine  quality,  especialty  70A 
Extra  Fine  Cambric  up  to  and  including  No.  6,  and  80A  India  Lawn  in 
white  and  colors  up  to  and  including  No.  5.  These  numbers,  which  can 
be  retailed  for  10  cents,  afford  the  merchant  a  fine  profit  and  the  pres- 
tige of  handling  high-grade  merchandise.  They  have  also  proved  un- 
usually popular  with  the  consumer. 


Made  in  the  U.  S.  A. 


For  Sale  by  All  Jobbers 


WM.  E.  WRIGHT  &  SONS  CO. 

Manufacturers  40  Lispenard  Street,  New  York 

STOCKS    CARRIED    AT    ALL  AGENCIES 

CHICAGO— E.  S.  Ransom.  325  W.  Adams  St.  ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Av. 

PHILADELPHIA— Jos.  F.  McCarriar,  1011  Chestnut  Street 


Notions  and  Fancy  Goods 


Yankee  Notions 


Joseph  L  Porter  Company,  inc. 


1NG 

,Y 


61-63  Leonard  Street 
NEW  YORK 

Leading  Merchandise 
For  the  Jobbing  Trade 
or  Immediate  Delivery 

For  the  Jobbing  Trade 

Flat  Centered  "Daisy"  Crochet  Hooks 
Knitting  Needles 
In  Steel 

In  Celluloid 
In  Wood 

and  Glass 
Society  Brand  Snap  Fasteners 

In  Sizes  0,  00,  000.    White  and  Black 

Featherstitch  Braid — Ric  Rac  Braid 
and  Stickerei  Trimming 

Shoe  and  Corset  Laces 


SOLE  AGENTS 
FOR 

HARPER  &  SONS 
ENGLISH  NEEDLES 


MANY  OTHER 
LINES   OF  SCARCE 
AND  SNAPPY 
MERCHANDISE 


FOR 

THE 
JOBBING 
TRADE 

ONLY 


September,  1917 


Ready  Money  for  You 

YOURS — to  make  larger,  easier,  steadie  r  and  more  profitable  sales  for  YOU — at 
YOUR  counter — and  to  YOUR  customers — and  to  customers  of  other  stores 
which  cannot  satisfy  the  demand  for  covered  buttons  to  match  materials. 


Think  of  how  it  will 
speed  up  your  sales! 
Women  WILL  buy 
materials  for  waists 
and  dresses,  suits  and 
coats  where  they  can 
get  buttons  to  match 
the  material. 


Start  with  our  $12 
Complete  Button-Making 
Outfit 

The  whole  outfit  doesn't  take  up 
more  than  a  foot  or  two  of  counter 
space,  and  the  machine  is  so  EASY 
to  operate  that  an  errand  boy  can 
work  it. 


Once  more — ready 
money  for  YOU, 
easy  money  for 
YOU,  more  money 
for  YOU,  bigger 
sales  at  YOUR  no- 
tion counter. 


Send  your  order  today. 
Try  this  little  button-mak- 
ing, money-making  equip- 
ment for  thirty  days.  Then 
return  it  if  it  doesn't  meet 
your  business  expectations. 


S.  MENKIN,  Inc. 


Sixty  Years'  Experience  Behind  Our  Service 


147  West  28th  Street 


Creators.   Promoters   and  Producers 
of  Covered  Button  Supplies 


NEW  YORK  CITY 


Notions  and 


The  Largest  Establishment 

In  the  World 
Devoted  to  the  Sale  of 

FANCY  AND  STAPLE  NOTIONS 

Gathered  from  the  Four  Quarters  of  the  Globe 


Sole  Agents  for 


KIRBY  BEARD  &  CO.'s  Eng- 
lish Pins,  Needles,  etc. 

GEO.  PRINTZ  &  CO.'s  Light- 
ning Needles  and  Pins. 

ALFRED  NICHOLLS  &  CO.'s 
Hooks  and  Eyes. 

NEWEY  BROS.'  Hooks  and 
Eyes. 

F.  B.  Agate  Buttons. 


ROSENWALD  &  CO.'s  Famous 
Coiffura  "Tidy  Wear"  Hair 
Nets. 

HOWARD  WALL,  LTD.  — 
Dean  Tape  Measures. 

R.  B.  C.  Dress  Bone  and  French 
Corset  Bone. 

SCHOTT  BROS,  and  DIRACO 
— Button  Machines. 


Agents  for 

LUKE  TURNER  &  CO.'s  Best  English  Elastics 

C.  B.  Embroidery,  Crochet  and  Mending  Cottons 

DIECKERHOFF  RAFFLOER  &  CO 

560-566  Broadway,  cor.  Prince  Street,  New  York 
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Long 

Button 


De  Long  Press  Buttonj 


N  -  2 


PR  I  N  G 


WORLDS  FLATTEST  FASTENER 


THE  DE  LONG  HOOK—EYE  COMPANY 

'    "  PH  |  LADELPH  IA.  U.S. A  . 


Rust?Never!! 


A  NOTHER  successful  De  Long-  idea — a  real  improvement 
that  women  will  appreciate!     The  De  Long  WIRE 
SPRING  Press  Button  cannot  be  sewed  on  wrong.  Either 
side  up,  the  WIRE  SPRING  locks  securely,  releases  easily, 
never  loses  its  "springiness." 

The  De  Long  Press  Button  has  every  merit  you  expect 
of  De  Long  products — quality  of  materials,  accurate  work- 
manship, satisfactory  service,  and  the  SELLING  IDEA! 
Put  it  on  your  notion  counter  NOW. 


The  De  Long  Hook  and  Eye  Company 


MANUFACTURERS  OF  THE 

De  Long  Hook  and  Eye  .  De  Long  Safety  Pins. 
De  Long  Hair  Pins  .  De  Long  Toilet  Pins,  etc. 

Philadelphia  ,  U.  S.  A. 
Sx.  Marys,  Canada. 
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Notions  and  Fancy  Goods 


ADJUSTABLE  HAT  LINING 


A  Nationally  Advertised 
Quick  Seller  For  The 
Notion  Buyer 

The  woman  who  trims  her  own  hats  is  a  profit- 
able customer  for  your  store — and  during-  this 
time  of  national  economy  there  are  more  of  them 
than  ever  before.  Attract  this  trade  to  your  store 
by  offering-  them  the  most  important  item  in  the 
successful  making  of  a  hat — the  lining. 


puiiaOic 

$  ADJUSTABLE  HAT  LINING 

makes  any  hat  fit  any 
head  —  comfortably 

Women  all  over  the  coun- 
try are  learning  this  fact 
from  our  persistent  cam- 
paign of  advertising  in 
the  leading  women's  mag- 
azines and  Sunday  news- 
papers. 

Place  an  assortment  of 
Pullastic  Hat  Linings  on 
your  notion  counter  and 
call  the  attention  of  your 
customers  to  them.  Quick- 
sales  will  result. 


stylish  angle 
Dress  your  hair  in  your  favorite  style 

9   ADJUSTABLE  HAT  LININC 

makes  any  hat  fit  any  head-  comfortably 

The  fit  of  a  hat  makes  or  mars  its  style  You  can  wear 
any  shaped  hat.  at  any  angle  Style  dictates  and  the 
Pullastic  Lining  will  make  it  look  right  and  fit  with 
perfect  comfort  You  don't  have  to  dress  your  hair 
to  fit  your  hat-— the  Pullastic  Lining  makes  it  fit 
perfectly  with  any  coiffure 


The  PULLASTIC  Company  of  America,  Inc 

♦9  East  Twenty  urmt  Street.  Ne»  York  City 


This  is  a  reduced  repro- 
duction of  one  of  our 
series  of  advertisements 

Each  in  a  Separate 
Envelope 

Each  Pullastic  Lining  is  en- 
closed in  an  attractive  envelope, 
printed  in  two  colors,  making  a 
striking  package  fop  counter 
display,  and  keeps  your  stock 
fresh  and  attractive.  They  re- 
quire no  extra  wrapping. 

No.  42— $1.35  per  doz. 

$15  per  gross 
No.  45— $2.00  per  doz. 

$22.50  per  gross 
Either  white  or  black. 


Obtainable  from 


NEW  YORK  CHICAGO 

Claflin's,  Inc.        O'Donnell,  Weisberger  &  Co.  Carson,  Pirie,  Scott  &  Co. 


Samstag  &  Hilder  Bros. 
Calhoun,  Robbins  &  Co. 
Poirier  &  Lindeman  Co. 
Mills  &  Gibb  Corp. 
A.  Steinhardt  &  Bro. 
James  H.  Dunham  &  Co. 


Berg  Bros. 
M.  Neuburger  &  Co. 

BOSTON 

John  R.  Ainsley  &  Co. 


KANSAS  CITY 

Burnham.  Munger,  Root 

D.  G.  Co. 
Maxwell.  McClure,  Fitts 

D.  G.  Co. 


MANUFACTURED  BY 

The  Pullastic  Company  of  America,  Inc. 
49  East  21st  Street,  New  York  City 


— for  the  outdoor 
\  girl,  the  indoor  girl 
\  — the  blond,  the 
'  brunette — for  them 
;  all. 


Hump  Hair  Pins 

"Keep  the  Hair  in  Place" 

Every  progressive  merchant  should  keep  a  com- 
plete stock  of  HUMP  HAIR  PINS,  for  women  the 
world  over  are  using  them  more  and  more  each  day. 

The  effectiveness  of  any  coiffure  depends  almost  en- 
tirely upon  the  ability  of  the  wearer  to  secure  her 
tresses  throughout  the  day.  HUMP  HAIR  PINS 
are  most  conducive  to  beautiful  hair  dressing,  for 
they  "Keep  the  hair  in  place"  and  "Stay 
where  they  are  put." 

10c.  Package 

Assorted  sizes.    Five  sizes  to 
the   package.     Twelve  pack- 
ages to  the  bundle, 
banded.  Twelve 
bundles      to  the 
gross. 

Per  gross  pkgs.,  .  $9.00 
(Order  number  six) 

5c.  Package 

One  size  to  the 
package.  Twelve 
packages  to  the 
b  u  n  d  1  e,  banded. 
Twelve  bundles 
to  the  gross. 

Per  gross  pkgs.,  $4.50 
(Order  by  number) 

Hump  Hair  Pin 
Mfg.  Co. 

S.  H.  Goldberg,  Pres. 
CHICAGO 
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Do  You  Know? 


—that  5,000  live  merchants  throughout  the  country  arc 
sending  in  Fashionette  reorders  every  week? 

—that  Fashionette  is  the  one  hair  net  that  the  hig  stores 
are  displaying  in  their  windows  and  on  their  counters  in 
a  predominating  way? 

—that  such  cooperation  is  the  secret  of  their  great  suc- 
cess because  it  connects  them  immediately  and  most 
profitably  with  our  great  national  campaign? 

—that  hair  nets  are  no  longer  a  mere  notion  but  a  fash- 
ionable accessory  of  dress? 

—that  Fashionette  advertising  had  this  in  mind  from  the 
beginning,  and  the  correctness  of  our  logic  is  now  proved 
by  the  endorsement  of  the  leading  fashion  writers  every- 
where? 

—that  once  a  woman  wears  a  hair  net  she  will  never  be 
without  one,  and  do  you  know  that  once  she  wears 
Fashionette  none  other  will  ever  satisfy  her? 

If  you  do  not  know  every  one  of  these  facts  then  you 
are  overlooking  an  opportunity  for  a  remarkable  profit. 
Just  give  Fashionette  a  chance  in  your  window  and  on 
your  counter  and  we  will  hear  from  you  oftener  and 
oftener,  and  every  reorder  will  increase  your  confidence 
in  this  really  wonderful  item. 


£  artist  a gs  ^^UVczo  Works 
1200  Broadway 


Large  and  extra  large  all  over  fringe  net  or  cap  shaped,  $12  per  gross,  less 
n%  for  all  colors.    White  and  gray,  $24  per  gross,  less  10%. 


P.  S. — A  beautiful  combination  glass  and  zvood  cabinet  free  with  every  two 
gross  order.    Let  us  have  your  order  today. 

SAMSTAG   &   HILDEK  BROS. 
1200  Broadway,  New  York 


Are  now  ''The  Fashion 
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Domestic  Department 
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ow 
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Arm  Bands 
Armlets 
Buttons 
Bow  Holders 
Button  Hooks 
Button  Fasteners 
Button  Thread 
Button  Rings 
Brass  Rings 
Bone  Rings 
Barrettes 
Back  Combs 
Barber  Combs 
Corset  Laces 
Corset  Clasps 
Crochet  Hooks 
Crochet  Needles 
Collar  Buttons 
Curling  Irons 
Crochet  Cotton 
Coat  Button  Kits 
Dress  Fasteners 
Dressing  Combs 
Dress  Forms 
Drinking  Cups 
Darning  Cotton 
Darning  Balls 


T 


o 


I 


Iron  Cover  Stretchers 

Knitting  Cotton 

Kid  Curlers 

Key  Rings 

Key  Chains 

Lamp  Wick 

Manicure  Sets 

Nipples 

Pacifiers 

Pocket  Mirrors 

Pins 

Pin  Tickets 

Pen  and  Pencil  Holders 
Pens 

Powder  Puffs 
Pants  Button  Kits 
Pin  Cushions 
Ribbon  Wire 
Ribbon  Headers 
Shoe  Laces 


NSPECT 


Elastic  Webs 
Elastic  Braids 
Embroidery  Hoops 
Emeries 
Fastener  Tape 
Glove  Stretchers 
Glove  Buttoners 
Glove  Darners 
Goggles 
Hair  Pins 
Hair  Curlers 
Hooks  and  Eyes 
Hook  and  Eye  Tape 
Iron  Holders 
Ironing  Wax 


Shoe  Horns 

Shoe  Button  Kits 

Slipper  Trees 

Safety  Pins 

Stay  Binding 

Shopping  Bags 

Sewing  Wax 

Side  Combs 

Spool  Silk 

Soap  Boxes 

Scissors 

Shears 

Shirt  Dryers 

Stocking  Dryers 

Skirt  Markers 

Stilletos 

Shoe  Polishers 

Sanitary  Belts 

Sanitary  Aprons 

Traveling  Kits 

Thimbles 

Tape  Measures 

Tape  Needles 

Tatting  Shuttles 

Tweezers 

Wash  Cloths 

Wash  Cloth  Bags 

Wood  Enamel  Rings 

Window  Hooks 

Yarn  Ball  Holders 


N 


EW 


s 


TOCKS 


Dieckerhof  f ,  Raf  f  loer  &  Co. 


NEW  YORK 
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What  our  Customers  made 

us  do  in  14-  Yescrs 


Sterling  BuitonCompanys 


/C)/(?  Sterlin&Button  Company 


JOin  Stet/indBution  Co 

29&st2lSt 


1908  SMin6BuH*nC° 


6/£\  ll^St 


1905 


Sterling 
BuLtton  Co' 
55E95t 


Sterling  Button  Company 


A.  M.  TURKELTAUB 


Telephones -Madison  Square,  5327-5328-5329-4121 

8-IO-I2-I4  WEST  30TH  STREET,  NEW  YORK 


STERLING  BUILDING-NEAR  5TH  AVENUE 
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I  Extracts  Imported  from  France  I 


<P  SIMON'S  ~*0 

f  FLEURS  de  FRANCE 

CONCENTRATED  PERFUMES 
ONE  DROP 
IS  ENOUGH 

Don't  use  More 


made  in  our  US  Factories  from  pure  essences  imported  from  FRANCE 


Blown  Bottles 
Ground  Glass  Stopper 

With  dropper  attached.  Highly 
polished  nickel  top.  Lasting  and 
delicate  scents.  One  drop  is  worth 
many  drops  of  ordinary  perfume. 

Can  be  carried  in  a  bag  or  about 
the  person. 


=  Put  up  in  packages  of  three  dozen  bottles,  one  dozen  different  scents  equally  assorted. 
=  $24.00  per  gross  bottles. 


Importers 
Manufacturers 
Exporters 
Wholesalers 
Established  1873 
Incorporated  1898 


860  Broadway 


New  York 


THE  NOVELTY  CORNER 

(Broadway  and  17th  Street) 


27  and  29 
East  17th  St. 

Running 
through  to 

32  and  34 
East  18th  St. 


=n iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin  fe-= 


EAGLE  CROCHET  COTTON 


MADE  IN  U.  S.  A. 


SIX  CORD  MERCERIZED 
"CORDONNET  SPECIAL" 

10  BALLS  IN  A  BOX 


Made  in  white,  sizes  1  to  100;  Ecru  and  Linen  shades, 
sizes  3  to  50;  Colors  in  sizes  5,  30,  50,  70. 


ALL  SIZES  CAN  BE  JOBBED  AT  ONE  PRICE 

Eagle  Crochet  Cotton  is  a  six-cord,  hard  twist,  highly  mercerized  Crochet  Cotton  made 
from  the  very  best  long  staple  Sea  Island  Cotton,  which  insures  for  it  strength  and  bril- 
liancy of  lustre,  a  superior  article  for  all  crochet  purposes. 

We  positively  guarantee  the  quality,  finish,  etc.,  to  be  equal  to  that  of  any  other  similar 
article  now  on  this  market,  and  the  price  is  better. 

PRATT  &  FARMER  CO,        48-52  E.21st.  St.,  New  York 


September,  1917 
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SOLDIERS'  REQUISITES 

Trench  Mirrors,  Military  Cases  and  Handy  Kits 


Quick  Selling 
Profit  Bearing 

TRENCH  MIRRORS 
of  highly  polished 
metal.  Put  up  in 
Khaki  cases  to  retail 
at  25c.  to  $1.25. 

Military  Roll-up 
Cases  and  Soldiers' 
Handy  Kits  in  great 
assortment. 


E.  A.  GUTHMAN  CO.,  137  Fifth  Avenue,  New  York 


BUY-WORD 
FOR 
NOTIONS 


HORRAX 


BUY 
YOUR 
NOTIONS 
NOW 


Visiting  Buyers  Are  Invited 
To   Inspect   Our   Stock  of 

NOTIONS  and  SMALL  WARES 


Agents  for  William  H.  Cole  &  Co.'s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 


Edwin  Horrax, 


35-37  East  20th  St. 
NEW  YORK 

A  Few  Doors  East  of  Broadway 


8  tffMffiffi'Ml 


9s  99 95  ft  95  9a  99  99 1 
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GROWTH  and  WORTH 

Steady,  consistent  growth  of  a  manufac- 
turing plant  is  a  sure  indication  that  the 
volume  of  business  is  increasing. 

For  more  than  80  years  the  Russell  plant  has 
grown — grown  as  only  a  plant  can  grow,  the 
product  of  which  is  high  quality  merchan- 
dise. 

It  takes  27  separate  units  to  produce 
"RUSSELL"  Braids  and  Webs  to  meet  the 
constantly  increasing  demand.  Every  em- 
ployee in  every  unit  is  imbued  with  the  de- 
sire to  add  to  the  prestige  of  the  Russell 
Name  and  Trade-mark. 

The  Russell  Counter  Cabinet  stimulates 
sales.  Ask  your  jobber  for  it  when  placing 
your  next  order  for  Russell  Elastic  Webs. 

"The  quality  of  Russell  goods 
brings  customers  back  for  more." 

THE 

RUSSELL  MANUFACTURING  CO. 

Established  1834  Capital,  $900,000.00 

New  York  Office:    349  Broadway 
Factory:    Middletown,  Conn. 
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EFF-BEE  Crochet  Cotton 

10  Balls 
in 


NoTloNS 

ON 

NoTloNS 


'TIS  A  SNAP 


TO  USE 


MERCERIZED 


TWO  ITEMS 
MADE  IN 
U.  S.  A. 


3  Sizes 
0—00—000 

Black  or  White,   iiU|||H||||!||i!lllilLSS^^  Gr.  Gross 

MADE  OF  HIGH-GRADE  BRASS— WILL  NOT  RUST 

"EFF-BEE"  CROCHET  COTTON  is  mercerized  with  a   Trv  the  "gudspring"  snap  fastener, 

high  lustre,  and  is  four  Straild-dividable.     Equal  tO     with  its  patented  U-shaped  spring,  and  note 

many  well  advertised  brands.  The  price  is  also  an  at- 
traction. 

ALSO  DRESS  TRIMMINGS,  BRAIDS,  CORDS,  SKIRT  AND 
PLACKET  BELTING,  BIAS  SEAM  FOLD  TAPES, 
STICKEREI  BRAID,  ETC. 
WE  HAVE  AN  ATTRACTIVE  PROPOSITION  FOR  JOBBERS 

FREYDBERG  BROS.,  Inc.,  49  West  18th  Street,  NEW  YORK  CITY 


"There  is  a  difference. " 
retailer. 


A  wonderful  5c. 


iiiiiliiililiiiliiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiinii 


NoTloNS 

ON 

NoTloNS 


minimi! 
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We  Babies  Demand 

tSTEWART'5  r 
)UPLEX 
5AFETV  PIN5^ 

ASK  TO  SEE  THEM  AND  LEARN  WHY 

.    The  double  head   allows      x  mft 
j  point  to  fasten  From  either  tide.  \ 

2.    The  tongue  prevents  the  fabric  *\ 
from  catching  in  the  head  and  prevents  \^ 
the  points  slipping  through. 

3.    The  long,  sharp  bevelled  point  passes 
easily  through  any  cloth,  but  cannot  bend. 

4.    The  guard    covers  the  coil  spring  at  side 
vhich  comes  next  to  cloth,  no  possible  chance  of 
catching  in  spring. 

Brass  .wire,  cannot  rust,  extra,stif  f  and  strong,  does  not  bend 


i: 


This  Card  In  Your  Window 

will  let  the  people  of  your  section 
know  that  you  believe  in  giving  your 
customers  the  best  quality — even  in 
safety  pins. 

Duplex 

^SAFETY  PIN5V 

TRADI  MARK  ftMISTBftBD 

"CON  SAP  I  CO** 

It  will  add  to  your  reputation  as  a  re- 
liable dealer  and  attract  the  trade  of 
women  who  are  not  satisfied  with  any- 
thing less  than 

"The  Safest 

Safety  Pins  for  Baby" 

Best  Made,  Best  Known, 
Best  Advertised. 

Prompt  Shipment  of  Immediate  Orders. 
Write  for  Display  Card  in  colors  To-Day ! 

CONSOLIDATED  SAFETY  PIN  CO. 


Dept.  L 


Bloomfield,  N.  J. 


iiiiiiiiiiiiiiiiiii 


//  This  Illustration 

attracted  your  attention  to 
this  advertisement,  wouldn't 
attractive  cuts  depicting 
correctly  your  merchandise 
attract  attention  to  your 
advertisement —  embellish 
your  printed  matter — act  as 
silent  salesman,  and  help 
to  increase  your  sales? 

Let  Us  Help  Tou 


The  Mildred  Beardslee  Corp. 

50  East  Twenty-ninth  Street,  New  York 


Phone  4846  Mad.  Sq. 
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Advance  Designs 
andNewEf  f  ects  for  the 
Season  1917-18 


ExJgctteJ 


Special 
Offerings  In 
Notion  Specialties 


Cinderella 
Braid 


Sanf  ord's  Bias  Fold  Tape 
made  of  various  qualities 
of  Lawn  and  Cambric. 
Put  up  solid  or  in  assorted 
sizes — unwinds  like  a  rib- 
bon and  can  be  used  in 
any  quantity  without 
breaking  the  package. 


Picot 
Edge 


Elastic  Braids:  Soutache-Middy  Laces: 
Marking  Initials:  Shoe  Laces:  Fabric  Novelties 


Stic 


Wound  and  boxed 

for  jobbers. 

Put  up  in  bulk  for 

the  manufacturing 

trade. 


Sanf  ord  Narrow  Fabric  Co. 

MANUFACTURERS 

351  Fourth  Avenue,  New  York 


Flutte) 


SANFORD'S  TRIMMINGS  are  different— They  wear  well  and  are  fast  colors 
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ORDER  SO"E"Z 

Through  Your  Jobber 

He  can  supply  you  with  this  wonderful  nationally  adver- 
tised Snap  Fastener.  Twenty  Million  women  are  read- 
ing ahout  the  many  exclusive  So-E-Z  features.  The  tur- 
tle back,  the  long  oblong  holes,  the  individual  care  and 
inspection  of  each  Fastener.  The  superior  finish,  and  its 
sure  holding  and  easy  opening  qualities. 

You  should  have  So-E-Z  on  hand  to  meet  the  demand. 
Order  them  from  your  jobber.    He  can  supply  you. 


Made  in 
Five  Sizes 


Silvered 
and  Fast  Black 


The    Autoyre    Company  —  Manufacturers 


A.  L.  CLARK  &  Company,  Inc.  Distributors 

652  Broadway,  New  York  City 
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As  the  Styles  Unfold 


STYLES  are  embracing-  all  varieties  of  notions  and  fancy 
goods.    Why  interpret  a  perfect  pictorial  story  of  what's 
g-ood  in  our  lines  when  no  words  can  so  adequately  tell  the 
story  as  does  this  page  of  "what's  what." 

IMMEDIATELY  the  new  fall  styles  come  to  be  worn  you  will 
see  on  the  highways  all  that  is  here  shown.  Every  force  of 
the  fashions  is  back  of  the  demand  for  dress  accessories. 
Now  that  America  is  the  very  source  of  all  styles  there  is  quicker 
action  in  the  merchandising  world. 
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Speaking  of  Crocheting 

This  is  the  window  which  Shartenberg  &  Robinson,  of  Providence,  R.  I.,  devoted  to  showing 
crochet  cottons.  The  display  is  arranged  zvith  considerable  Dexterity.  That's  the  entire  truth, 
and  accurately  told,  becaiose  the  materials  for  the  window  dressing  came  from  the  Dexter  Yam 
Company.  Respect  is  paid  to  the  founder  of  the  business  by  placing  a  picture  of  N.  G.  B.  Dexter 
in  the  fore  of  the  window 
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Keep  Notion  Stocks  Filled  In 

It's  the  Little  Things  in  Life  that  Count — Never  Let  a  Customer  Leave  the  Notion  Counter  with  Her 

Wants  Unsupplied. 


T  is  the  very  essence  of  good  store- 
keeping  that  at  all  seasons  of  the 
year,  whether  the  business  be  dull  or 
brisk,  stocks  of  staples  should  be  kept 
up.  While  this  principle  should 
govern  every  department  in  the  store, 
it  is  more  essential  in  the  one  devoted 
to  the  sale  of  notions  and  small  wares 
than  in  any  other  department. 

It  is  unfortunately  too  true  that  many  merchants 
fail  to  recognize  the  fact  that  the  Notion  depart- 
ment is  frequently  the  keystone  of  their  business 
and  following  the  rule  usually  applied  to  other 
parts  of  the  store  allow  their  notion  stock  to  run 
down  to  an  extent  that  not  only  lowers  the  sales 
of  that  particular  department  but  injures  the  repu- 
tation of  the  entire  store. 

While  the  lowering  of  stocks  in  many  other  de- 
partments during  dull  seasons  does  not  appear  to 
produce  any  ill  effects,  it  has  a  decidedly  injurious 
effect  on  the  Notion  department.  Why  this  should 
be  so  it  is  hard  to  explain,  but  it  is  a  fact  neverthe- 
less. It  has  been  demonstrated  over  and  over  again 
that  a  customer  becomes  more  annoyed  at  not  be- 
ing able  to  secure  at  the  notion  counter  a  certain 
brand  of  cotton  or  a  certain  number  of  needle,  than 
she  would  be  at  not  being  able  to  secure  just  the 
dressgoods  she  wanted,  or  any  other  article  the 
value  of  which  would  be  perhaps  a  hundred  times 
that  of  the  particular  notion  item  wanted. 

Why  Customers  Are  Lost 

It  has  been  asserted  by  some  of  the  best  mer- 
chants in  the  country  that  more  customers  are  lost 
or  made  at  the  notion  counter  than  in  any  other  de- 
partment in  the  store.  The  importance  then  of 
keeping  up  a  full  assortment  of  notions  can  be 
readily  seen.  Buyers  should  see  to  it  that  not  a 
size,  not  a  number,  not  a  color  should  be  missing 
and  if  they  attend  to  it  faithfully  day  in  and  day 
out,  they  will  have  the  satisfaction  of  seeing  their 
department  grow  and  carry  other  departments 
with  it. 

The  notion  department  which  has  attained  a  repu- 
tation for  always  keeping  on  hand  a  full  and  well 


assorted  stock  has  performed  a  feat  which  will  re- 
dound to  the  credit  of  the  entire  establishment,  for 
many  people  judge  the  store  itself  by  the  complete- 
ness of  the  notion  department. 

Nothing  tends  more  towards  achieving  this  result 
than  the  keeping  of  a  full  line  of  standard  adver- 
tised notion  specialties.  Many  buyers,  however,  in 
an  effort  to  secure  exceptional  profits,  neglect  these 
standard  brands  for  others  which,  not  being  so  well 
known,  pay  a  larger  percentage  of  profit. 

This  is  a  decided  and  vital  mistake  which  the 
shrewd  buyer  will  never  make.  In  the  laudable 
effort  to  make  all  the  profit  possible  for  his  depart- 
ment by  featuring  and  selling  meritorious,  but  un- 
advertised  merchandise,  he  still  will  not  neglect  to 
keep  in  stock  a  full  assortment  of  those  standard 
brands  of  notions  with  which  almost  every  woman 
shopper  is  familiar. 

He  knows  that  it  is  not  without  cause  that  these 
well  advertised  and  popular  brands  have  gained  the 
reputation  they  hold.  One  very  important  reason 
for  keeping  up  a  good  stock  of  this  class  of  mer- 
chandise is  that,  not  only  are  they,  as  a  rule,  of  bet- 
ter quality  than  unknown  brands,  but  owing  to  the 
large  amount  of  money  spent  in  advertising  their 
merits  to  the  public,  the  extra  demand  created  and 
the  larger  business  that  can  be  secured,  more  than 
makes  up  for  the  slight  difference  in  profit  between 
them  and  cheaper  goods. 

As  a  rule,  the  notion  department  that  makes  the 
most  progress  is  the  one  in  which  the  stock  of  mer- 
chandise is  kept  up  to  date  and  fully  supplied  with 
the  kind  of  goods  demanded  by  its  customers,  and 
no  better  more  lasting  reputation  can  be  gained  than 
that  of  having  customers  tell  their  friends  that  they 
can  always  get  what  they  want. 

Keeping  the  stock  full  does  not  necessarily  mean 
that  a  large  quantity  of  any  kind  of  goods  must  be 
always  on  hand,  but  that  there  must  be  no  saleable 
items  missing  in  the  department. 

A  customer  is  always  ready  to  find  an  excuse  for 
a  store  that  has  not  as  large  a  quantity  of  a  certain 
kind  of  goods  in  stock  as  they  desire,  but  they  have 
very  little  good  will  for  the  store  that  is  entirely 
out  of  any  article  they  ask  for. 
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Many  buyers  in  their  anxiety  to  boost  their  no- 
tion sales  place  to  much  stress  upon  the  featuring 
of  leaders.  They  have  a  liking  for  the  bargain  sale 
and  the  cut  price  argument,  and  they  are  always 
making  a  strong  feature  of  various  attractive  lead- 
ers which  get  the  people  coming  to  the  store  and 
are  supposed  to  sell  other  goods  on  which  the  mer- 
chant makes  a  good  profit — the  profit  on  the  leaders 
being  of  course  little  or  nothing.  But  sometimes, 
if  it  is  not  worked  just  right,  the  people  will  come 
and  buy  up  the  leaders  greedily  and  neglect  the 
regular  profit-payers.    This  cannot  go  on  forever. 

Merchandising  is  the  science  of  giving  the  people 
just  enough  leaders  to  keep  them  interested  and 
keep  them  coming,  and  yet  not  doing  all  the  busi- 
ness of  the  store  on  leaders.  Don't  forget  the  regu- 
lar goods,  the  reliable  profit-payers.  Give  them  a 
chance  once  in  a  while.  Instead  of  always  talking 
the  cut  price  featured  articles  in  your  advertising, 
play  up  the  regular  goods  once  in  a  while. 

Regular  Goods  Are  the  Profit  Makers. 

Everything  should  be  done  to  feature  the  regular 
goods  in  the  store,  so  that  when  the  people  attracted 
by  the  leaders  get  in  there  they  will  buy  staple 
goods  upon  which  a  legitimate  profit  is  made,  as 
well  as  the  non-paying  leaders.  Buyers  should 
never  lose  sight  of  the  profit-payers.  They  are  the 
ones  that  count  when  the  balancing-up  time  comes. 
Another  thing,  the  salespeople  should  be  trained 
to  see  that  customers  don't  force.  It  is  "up  to" 
them  to  see  that  the  people  don't  confine  their  pur- 
chases to  the  leader,  but  that  they  buy  profit-paying 
goods  also. 

If  these  ideas  are  carried  out  and  the  merchan- 
dise is  properly  bought,  and  prominently  displayed 
a  reputation  can  be  gained  that  will  be  hard  for  a 
competitor  to  take  away.  When  this  reputation  is 
once  secured,  it  is  remarkable.  This  is  accounted 
for  by  the  fact  that  the  goods  are  steadily  in  de- 
mand, in  season  and  out,  in  fact,  every  business 
day  in  the  year. 

Nor  does  hard  times  have  as  much  effect  upon  this 
department  as  it  does  upon  many  others,  owing  to 
the  fact  that  the  majority  of  the  items  carried  in 
stock  are  household  necessities.  A  woman  may  for 
economical  reasons  go  without  a  new  hat  or  dress, 
or  her  husband  may  have  to  deny  himself  an  over- 
coat, but  the  thread,  needles  and  buttons  necessary 
to  fix  up  the  old  suit  or  coat  must  be  purchased  at 
the  notion  department. 

In  conclusion,  we  may  say  once  more  that  if  this 
department  is  only  given  one-half  the  attention  and 
care  that  is  devoted  to  some  of  the  other  so-called 


important  departments,  it  will  not  only  pay  a  hand- 
some profit,  but  serve  as  a  splendid  advertisement 
which  will  bring  many  new  customers  to  the  store 
and  will  help  to  turn  the  heavy  stocks  oftener.  This 
has  been  the  experience  of  the  biggest  merchants  in 
the  country  and  they  make  no  secret  of  its  value  to 
the  entire  establishment. 

The  Importance  of  Good  Salespeople. 

A  general  idea  seems  to  be  prevalent  throughout 
the  large  department  stores  of  the  country  that  any 
kind  of  help  is  good  enough  to  wait  on  customers 
at  the  notion  counter ;  a  girl  that  has  been  found  in- 
competent in  other  departments  is  shifted  to  that  of 
notions,  in  preference  to  dispensing  with  her  ser- 
vices entirely. 

In  consequence  of  this  method  the  general  sales 
of  the  salespeople  behind  the  counter  average  much 
less  than  they  should.  Every-day  experience  will 
prove  that  this  is  so.  How  often  is  the  customer, 
who  at  the  notion  counter  for  a  spool  of  thread, 
solicited  to  purchase  a  dozen  spools  instead,  or 
asked  whether  she  is  in  need  of  pins,  hooks  and 
eyes,  tapes  or  one  of  a  hundred  different  things  that 
she  might  be  likely  to  purchase  if  they  were  sug- 
gested to  her? 

A  competent  saleswoman  can  increase  her  sales 
over  that  of  her  incompetent  sister  hundreds,  per- 
haps thousands  of  dollars  a  year,  by  introducing 
new  merchandise,  things  that  customers  don't  ask 
for  because  they  don't  know  about  them,  or  that 
they  make  no  demand  for  because  they  have  never 
seen  or  had  demonstrated  to  them  the  utility  or  the 
convenience  of  the  new  article. 

However  big  a  hurry  a  customer  may  be  in,  it  is 
an  exceedingly  rare  instance  where  they  are  not 
willing  and  even  glad  to  look  at  something  new, 
and  under  the  present  merchandising  policies,  there 
is  hardly  a  day  goes  by  that  something  or  other 
does  not  come  to  the  stock  that  would  interest  cus- 
tomers at  the  counter  if  the  trouble  were  taken  to 
show  them. 

Judging  by  appearances,  it  would  seem  at  though 
the  average  saleswoman  at  the  notion  counter  were 
so  anxious  to  get  to  the  point  of  making  out  the 
sales-slip,  that  she  runs  around  with  her  sales  book 
in  one  hand  and  her  pencil  in  the  other,  instead  of 
putting  them  down  and  giving  customers  the  cour- 
teous attention  to  which  they  are  entitled. 


Some  men  can't  keep  brains  in  their  head  be- 
cause they  leak  at  the  mouth. 

Know  your  goods  as  a  mariner  knows  his  com- 
pass— that  means  every  point. 
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The  China  in  dock  at  Yokohama.  This  steamer  was  one  of  the  old 
Pacific  Mail  fleet.  When  the  Trans-Pacific  liners  were  disposed  of 
there'  was  no  crowding  to  bid  in  the  China.  She  was  getting  along 
in  years,  and  had  the  name  of  being  a  coal  glutton.    Finally  she  went 


to  a  company  of  Chinese  and  Americans  in  San  Francisco  at  what  was 
considered  a  ridiculously  high  price  even  for  war  times.  The  China 
Mail  Steamship  Company  operated  this  one  liner  which  for  a  time 
was  the  only  American  steamer  making  regular  sailings  to  the  Orient. 
The  China  has  made  phenomenal  profits  for  her  owners. 


Courtesy  of  the  Nation's  Business,  Published  by  the  Chamber  of  Commerce,  U.  S.  A. 

At  Last— A  Merchant  Marine 


By  F.  S.  TISDALE- 

AS  the  astute  professor  remarked,  the  United 
States  has  achieved  a  merchant  marine  over- 
night. While  the  figures  that  attest  the  fact  may  be 
uninteresting  in  themselves,  the  facts  behind  them 
are  not.  They  tell  a  tale  of  the  sea  as  engrossing  as 
any  the  world  has  heard  since  the  gaudy  ships  of 
Tyre  dropped  their  silver  anchors  in  the  Aegean 
ports  and  delivered  up  articles  of  worth  and  folly 
to  delight  the  white  maidens  of  Greece. 

Values  of  ships  and  freight  rates  have  risen  to 
unprecedented  heights  under  pressure  of  the  sub- 
marine ravages  and  war  transportation  demands. 
Ancient  steamers  backed  into  weed-grown  harbors 
to  rot  have  been  roused  from  their  reveries  and 
towed  out  to  be  sold  for  more  than  their  original 
costs.  Forgotten  wrecks  have  been  dragged  to 
deep  water  at  enormous  costs  and  their  rheumatic 
engines  put  to  work  again.  Schooners  that  had 
been  shorn  of  their  masts  and  condemned  to  a  hope- 


-Chapter  II. 

less  future  as  barges  were  dry-docked  and  given  to 
the  water  again  to  enter  on  a  second  youth  with 
lofty  poles  and  snow-white  canvas. 

Such  things  wouldn't  happen  if  the  old  wind- 
jammers couldn't  make  money.  A  canny  Scot 
bought  a  decrepit  square  rigger  for  $8,000  and 
cleared  $12,000  on  her  first  voyage.  An  iron  ship 
that  sold  for  $25,000  paid  for  herself  and  earned 
$10,000  to  boot  on  a  single  crossing. 

The  advent  of  war  made  the  question  one  of  ships 
at  any  price.  Under  the  old  dispensation,  when  a 
steamer  could  be  built  on  the  Clyde  for  two-thirds 
of  her  cost  on  the  Delaware,  the  American  builders 
were  under  a  hopeless  handicap.  Mr.  Bernard  N. 
Baker,  president  of  the  Atlantic  Transport  Com- 
pany, placed  an  order  in  1901  for  the  duplication 
by  Americans  of  vessels  built  in  Belfast.  For  a 
boat  that  cost  $1,419,120  in  Ireland,  the  yard  on 
this  side  the  Atlantic  charged  $1,846,800;  and  for 
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two  steamers  that  cost  $534,000  and  $486,000 
abroad,  the  American  builders  were  paid  $729,000 
each.  It  was  an  open  secret  that  the  yard  lost 
money  on  the  order  at  that.. 

With  war  conditions  in  their  favor,  however,  the 
Americans  were  soon  receiving  the  lion's  share  of 
merchant  orders.  Furthermore,  they  became  skilled 
at  the  work  so  rapidly  that  by  the  end  of  1915  im- 
proved methods  equalized  their  rates  with  those  of 
the  British  yards — bottoms  for  general  cargo  pur- 
poses being  worth  from  $55  to  $60  per  dead  weight 
ton  in  Britain  while  contracts  were  being  placed  in 
this  country  at  $54.50  and  $57.00. 

Prices  made  no  pretense  of  stopping  there.  Be- 
for  the  middle  of  this  year  our  yards  were  asking 
$200  a  ton  for  an  8,000  ton  freighter  with  delivery 
in  twelve  months. 

Under  such  encouragement  old  yards  redoubled 
their  activities  while  new  yards  sprang  into  exist- 
ence in  New  England,  on  the  Great  Lakes,  along 
the  Delaware  and  Chesapeake,  around  the  Gulf 
coast,  inside  the  Golden  Gate,  up  the  Columbia 
River  and  throughout  the  Puget  Sound  Country. 

Vacant  lots  in  Seattle  that  had  been  devoted  to 
the  doleful  tin  can  became  shipyards  before  the 
neighbors  realized  what  had  happened.  The  na- 
tional trait  of  doing  a  thing  more  quickly  than  the 
other  fellow  came  into  full  play.  A  10,000-ton  steel 
steamer  left  the  yard  of  her  nativity  under  her  own 
power  four  months  and  three  days  after  her  keel 
was  laid.  Another  builder  cut  the  feat  down  to 
90  days. 

Every  manner  of  new  idea  was  given  a  hearing. 
The  newspapers  reported  the  incorporation  in  Maine 
of  a  $10,000,000  company  by  means  of  which  Simon 
Lake,  submarine  inventor,  was  to  build  5,000  and 
10,000-ton  undersea  freighters.  The  Emergency 
Fleet  Corporation  took  up  the  task  of  constructing 
great  fleets  of  3,500-ton  wooden  ships.  This  in- 
creased the  activities  of  yards  near  the  Southern 
Pine  belt  and  those  with  access  to  the  450,000,000 
feet  of  the  arrow-straight  Douglas  firs  in  the  North- 
west. 

As  a  proof  that  the  Emergency  Fleet  Corporation 
has  settled  grimly  to  the  task  of  defeating  the  U- 
boats  it  was  given  out  in  June  that  already  con- 
tracts had  been  let  for  104  complete  ships.  Thirty- 
eight  of  them  were  to  be  of  steel,  32  of  steel  and 
wood,  and  the  rest  of  wood  construction. 

TO  STUDY  ADVERTISING  METHODS  IN 
SOUTH  AMERICA. 

MANUFACTURERS,  exporters,  advertising 
agents,  and  others  in  the  United  States  who 
desire  to  learn  something  about  advertising  in  South 
America,  and  who  have  suggestions  to  make  as  to 
the  scope  of  an  investigation  of  the  subject  which  is 
to  be  conducted  by  the  Bureau  of  Foreign  and  Do- 
mestic Commerce,  will  have  an  opportunity  during 
the  next  two  months  to  confer  with  the  agent  of  the 
Bureau  who  is  to  make  the  inquiry.  Mr.  J.  W. 
Sanger,  who  has  been  selected  for  the  work,  will 
tour  this  country  before  starting  for  the  foreign  field. 
He  is  a  practical  advertising  investigator,  counsel, 
and  writer  of  New  York. 


ROOS  BROS.  TO  ESTABLISH  BRANCH  STORE 
AT  FRESNO  (CAL.) 

QUARTERS  have  been  leased  by  Roos  Bros,  in 
a  new  building  to  be  erected  at  Fresno,  Cal., 
wmch  will  be  ready  for  occupancy  about  February 
1,  1918.  Roos  Bros,  are  at  present  in  business  at 
San  Francisco,  Oakland  and  Berkeley,  featuring 
ladies'  wear  and  men's  furnishings. 


ROBERTS  &  LARKE  OPEN  STORE  AT  DAW- 
SON, GA. 

A STORE    dealing    in    notions,    clothing,  dry 
goods,  shoes,  ladies'  furnishings,  etc.,  has 
been  started  by  Roberts  &  Larke,  at  Dawson,  Ga. 


SUMMER  WORK. 

THE  dull  season  which  invariably  comes  during 
the  summer  months  should  be  used  profitably 
in  taking  an  inventory.  Not  an  inventory  of  the 
goods  on  hand,  but  an  inventory  of  yourself,  your 
clerks,  your  store  and  your  methods.  Furthermore, 
you  should  analyze  the  purchasing  power  of  your 
community.  You  should  go  over  the  accounts  of 
each  customer  on  your  books  and  find  out  what 
percentage  of  their  trade  you  are  getting.  Find 
out  the  reason  why  you  are  not  selling  more.  Ana- 
lyze your  buying.  Ask  yourself  the  question: 
Have  I  been  buying  to  suit  my  tastes  or  the  tastes 
of  this  community?  What  goods  am  I  selling  that 
do  not  pay  a  profit?  Visit  your  neighbors'  store, 
learn  to  know  them.  Talk  over  your  problems  with 
him.  Plan  some  concerted  action  to  look  after 
credits,  trade  abuses,  and  attracting  trade.  Form 
a  merchants'  asociation  among  your  competitors. 
By  all  means,  attend  some  convention  of  merchants 
whether  you  are  a  member  or  not.  Visit  some 
nearby  larger  town.  Introduce  yourself  to  the 
merchant  in  that  town  and  tell  him  you  want  to 
know  something  about  a  particular  problem  that 
you  have  not  been  able  to  solve.  That's  the  way 
to  take  a  vacation.  A  man  is  like  a  watch.  He 
gets  all  gummed  up  when  he  stops  thinking  and 
working.  Reduce  your  tension  but  let  your  mind 
get  out  of  a  rut  and  plan  to  keep  apace  with  the 
ever  changing  conditions  in  mercantile  life. 


NEW  NOTIONS  STOCK  FOR  COLLINSVILLE 
(ALA.)  STORE. 

SINCE  buying  the  general  merchandise  store  of 
Houston  Smith,  at  Collinsville,  Ala.,  C.  C. 
Cole,  the  new  owner,  has  announced  plans  to  mate- 
rially alter  the  merchandise  lines  of  the  stock. 
Among  other  details,  a  new  stock  of  notions  will 
be  assembled. 


J.  B.  HUGHES  &  CO.  INCORPORATES  HAST- 
INGS (FLA.)  GENERAL  STORE. 

OPERATED  by  J.  B.  Hughes,  T.  B.  Glass  and 
J.  W.  Estes,  J.  B.  Hughes  &  Co.  has  re- 
cently been  incorporated  and  will  remodel  the  store 
at  Hastings,  Fla.  Their  lines  are  general  merchan- 
dise, clothing,  dry  goods,  furnishings,  hardware  and 
groceries. 
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Specializing  In  Toilet  Goods 

Women  Seek  More  and  More  the  Use  of  Toilet  Goods  Which  They  Are  Told  Have  Special  Merit,  So 

Make  Your  Department  One  of  Reputation. 


HAT  this  is  an  age  of  special- 
ization is  a  fact  which  is 
generally  acknowledged,  al- 
though many  people  who 
look  at  the  matter  superfi- 
cially point  to  the  growth  of 
the  large  department  stores 
throughout  the  country  as 
a  fact  to  the  contrary,  evidently  not  knowing  or 
forgetting  that  each  department  in  stores  of  this 
character  is  run  as  a  separate  institution  and  spe- 
cialized. 

The  most  successful  of  these  large  establishments 
are  those  in  which  the  policy  of  specialization  has 
been  carried  out  to  the  fullest  extent.  It  has  been 
demonstrated  time  and  time  again  that  in  no  de- 
parment  can  this  policy  be  carried  out  to  better 
advantage  than  the  one  devoted  to  the  sale  of  toilet 
goods  and  toilet  accessories. 

Some  of  the  large  department  stores  in  New  York 
have  secured  for  their  toilet  goods  departments  al- 
most a  national  reputation  by  specializing  in  one 
particular  line.  Some  feature  perfumes,  others  soaps, 
etc.  The  buyer  for  one  of  the  largest  and  most 
progressive  establishments  selected  celluloid  toilet 
articles  as  a  specialty,  and  by  keeping  up  a  full  and 
complete  assortment  of  novelties  as  well  as  staple 
celluloid  goods  and  displaying  them  attractively,  se- 
cured the  reputation  of  being  the  headquarters  for 
that  particular  class  of  goods.  Not  only  did  a  splen- 
did business  in  celluloid  goods  result,  but  the 
growth  of  business  in  all  kinds  of  toilet  accessories 
was  largely  increased. 

If  the  buyer  knows  his  business,  knows  values 
and  where  his  supplies  can  be  best  secured,  he  can 
successfully  specialize  in  any  line,  and  if  the  selec- 
tion be  wisely  made  public  interest  can  be  aroused 
and  public  confidence  secured.  One  large  depart- 
ment store  buyer  devoted  a  counter  exclusively  to 
toilet  accessories  for  men  and  the  resulting  busi- 
ness showed  the  wisdom  of  the  plan.  Liberal  as- 
sortments were  attractively  displayed.  It  included, 
among  many  other  things,  razors,  both  old  style 
and  safety,  razor  strops,  shaving  soaps,  powders 
and  creams,  lather  brushes,  talcum  powders,  mani- 


cure articles,  hair  restoratives,  etc.,  all  being  shown 
at  one  time  materially  helped  the  sale  of  goods  for 
men,  which,  as  they  were  largely  purchased  by 
women,  increased  the  regular  business  of  the  de- 
partment to  a  very  gratifying  extent. 

Another  line  of  merchandise  that  could  be  profit- 
ably featured  is  that  of  beautifiers,  such  as  toilet 
creams,  powders  and  kindred  goods.  A  glance  at 
any  of  the  toiiet  goods  displays  made  by  many  of 
the  large  department  stores,  not  to  mention  the 
crowded  condition  of  many  of  the  exclusive  com- 
plexion and  beauty  salons,  which  are  today  such  a 
prominent  feature  of  the  fashionable  promenades 
of  the  big  cities  of  the  country,  would  seem  to  prove 
that  American  women  today  are  paying  more  atten- 
tion to  their  personal  appearance  than  ever  before, 
and  what  is  more,  are  learning  how  to  preserve 
their  youthful  charms  to  a  very  large  extent. 

The  change  that  has  come  over  American  women 
in  that  respect  during  the  past  few  years  is  really 
remarkable.  For  instance,  not  so  very  long  ago  the 
few  women  who  used  face  powder  did  so  in  the 
secrecy  of  their  dressing  rooms — today  no  woman 
makes  any  secret  of  its  use.  In  fact  no  one  objects. 
As  a  matter  of  fact  a  shiny  face  today  is  looked 
upon  as  an  evidence  of  ill  breeding  and  the  feeling 
that  once  existed  against  using  any  artificial  means 
to  enhance  the  beauty  has  entirely  passed  away. 

The  Importance  of  Cleanliness. 

There  is  no  matter  of  more  importance  to  the  de- 
partment than  that  of  the  proper  keeping  of  the  stock. 
A  proper  and  tasteful  arrangement  is,  of  course, 
necessary,  but  the  value  of  the  finest  display  is  al- 
most absolutely  lost  if  dust  is  allowed  to  accumulate. 

Women  especially  are  averse  to  dust,  ever  since  the 
wise  King  Solomon  determined  the  sex  of  those 
brought  before  him  by  the  fact  that  the  representa- 
tives of  womanhood  vigorously  scrubbed  their  arms, 
even  to  the  dimple  on  the  elbow,  while  those  of  the 
masculine  gender  were  satisfied  with  producing  a 
well  defined  high  water  mark  at  the  wrist,  it  has  been 
accepted  that  women  are  more  averse  to  dirt  than 
men. 

Dust  covered  goods  always  give  the  impression  of 
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having  been  on  hand  a  long  time,  and  the  natural 
deduction  is  that  there  must  be  some  reason  for  their 
sticking. 

Dust  will  wipe  off,  and  too  often  does — on  the 
hands  and  clothing  of  the  prospect  handling  the  ar- 
ticle, which,  it  must  be  admitted,  doesn't  tend  to 
clinch  the  sale. 

A  dirty  duster  is  generally  a  pretty  good  indica- 
tion of  a  clean  stock,  and  a  clean  stock  means  an  at- 
tractive looking  one — and  customers. 


BRISTLES  AND  FIBERS. 

THE  most  important  feature  of  a  brush  is  the 
character  of  the  material  employed  in  the 
filling  of  the  holes — the  "knots."  Various  sub- 
stances are  used.  The  principal  are — first  and  fore- 
most— bristles,  of  manifold  grade  and  qualities ; 
horsehair,  goathair,  whalebone  and  goosequill 
among  the  animal  substances,  and  tampico,  pal- 
myra, rice  root,  bass  and  bamboo  among  the  veg- 
etable. 

The  subject  of  bristles  is  an  almost  inexhaustible 
one.  Indeed,  it  is  doubtful  if  there  is  another  single 
article  of  commerce  possessing  half  its  perplexities, 
and  it  is  not  too  much  to  say  that  there  is  not  one 
person  in  a  million  who  thoroughly  understands 
bristles.  Briefly,  it  may  be  stated  that  the  bristles 
used  by  the  best  American  manufacturers  consti- 
tute what  may  be  termed  as  three  grades — the  Rus- 
sian Okatka,  the  highest  quality ;  the  first  sorting, 
or  Leek ;  and  the  second  sorting,  or  "middlings." 

As  a  rule,  the  best  white  bristles  come  from 
Russia,  and  the  best  gray  and  black  from  India. 
The  China  bristle  is 
generally  of  a  softer 
texture.  Bristles  are 
the  hair  of  the  hog, 
and  as  hair  becomes 
thinner  with  the  cul- 
tivation of  an  animal, 
the  very  best  grades 
of  bristle  necessarily 
grow  on  the  wild  boar. 

Goosequill,  or  anna, 
patent  fibers,  and  in 
some  instances  whale- 
bone, are  used  exten- 
sively— especially  at 
present  in  Japan — for 
the  adulteration  of 
bristles.  They  make 
a  good  appearance, 
but  are  practically 
worthless. 

Tampico,  or  Istle, 
is  the  fiber  of  the  cen- 
tury plant.  It  is  used 
with  splendid  results 
in  the  making  of 
scrub,  nail  and  other 
household  brushes. 
Palmetto,  Palmyra 
and  various  mixtures 
are  also  used. 


TOILET  REQUISITES  IN  SIAM. 

FROM  a  report  of  Vice  Consul  Carl  C.  Han- 
sen, stationed  at  Bangkok,  it  is  learned  that 
under  the  classification  of  perfumery  and  cosmetics 
are  entered  at  the  Bangkok  Custom  House  all 
kinds  of  perfumes  and  scented  toliet  waters,  face 
powders,  talcum  powders,  tooth  pastes  and  powders, 
shaving  soaps  and  creams,  cosmetics  and  lotions 
for  the  hair  and  face,  and  other  scented  toilet 
requisites,  the  declared  import  value  of  which  was 
$102,918  for  the  fiscal  year  ended  March  31,  1916, 
$80,989  for  1915,  and  $158,695  for  1914,  while  the 
nominal  net  weight  was  given  as  487,162,  313,905, 
and  379,102  pounds  for  the  respective  periods.  Of 
the  perfumery  and  cosmetics  imported  during  1916, 
$28,559  worth  came  from  the  United  Kingdom, 
$25,076  from  Japan,  $9,052  from  France,  $7,582  from 
India,  $2,089  from  the  United  States,  and  $4,397 
direct  from  other  countries,  while  $26,163  worth 
was  transshipped  through  Singapore  and  Hong- 
kong. 

Numerous  American  toilet  requisites  have  been 
successfully  introduced  into  this  market  by  travel- 
ing representatives  who  brought  samples  and  took 
orders  direct  from  the  local  dealers,  and  the  demand 
for  these  articles  has  steadily  increased  from  year 
to  year.  The  import  duty  on  goods  of  this  class  is 
3  per  cent,  ad  valorem. 


BUSINESS  BRIEFS. 

ONE  of  the  best  ways  of  developing  your  busi- 
ness is  by  increasing  the  ability  of  your  sales- 
people. 

The  more  speed 
your  business  accumu- 
lates, the  more  care 
you  should  use  in 
managing  it. 

It  is  better  to  be 
saturated  with  the 
cheerful  spirit  than  to 
be  soaked  with  the 
spirit  that  cheers. 

A  man  is  never  too 
old  to  learn,  unless  he 
he  is  too  young  to 
realize  it. 

While  a  watched 
pot  may  never  boil,  if 
it's  a  jack  pot  keep  an 
eye  on  it. 

Beating  the  devil 
around  the  stump  is 
apt  to  give  one  ver- 
tigo of  the  morals. 

A  man  is  known  by 
his  works.  In  which 
respect  he  has  noth- 
ing on  a  clock. 

The  men  who  ex- 
pect us  to  laugh  at 
their  jokes  want  us 
to  weep  over  their 
troubles. 
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The  Hair,  Its  Growth  and  Hygiene 

The  Advantages  to  Be  Secured  From  the  Using  of  a  Good  Hair  Brush. 


ANY  more  of  the  better  sorts  of 
hair  brushes  would  be  sold  at 
the  toilet  goods  counter  if  sales- 
people were  impressed  with  the 
importance  of  informing  cus- 
tomers as  to  the  benefits  real- 
ized by  using  a  brush  of  good 
quality.  As  a  matter  of  fact 
very  few  people  employed  in  the  selling  of  toilet 
articles  realize  the  most  important  use  of  a  hair 
brush,  the  general  impression  being  that  it  is  simply 
an  instrument  with  which  to  arrange  the  hair.  On 
the  contrary,  the  real  functiorn 
of  a  hair  brush  is  a  far  more  I 
essential  one,  playing  a  most  I 
important  part  in  the  health,} 
the  beauty  and  the  longevity 
of  the  hair. 

In  order  to  appreciate  just 
why  and  how  this  is  so,  an 
understanding  of  the  life  and 
growth  of  the  hair  will  be  of 
interest.  Every  hair  on  the 
human  head  is  a  delicate  little 
independent  organism,  whose 
growth  depends  upon  the 
same  fundamental  principles 
as  does  any  other  part  of  the 
body.  While  its  very  minute- 
ness of  construction  should 
entitle  it  to  more  than  ordi- 
nary care,  it  is  undoubtedly  a 
fact  that  no  part  of  the  human 
body  is  more  generally  neg- 
lected. 

The  Structure  of  the  Hair. 

A  hair  consists  of  a  root — the  part  which  is  be- 
neath the  skin ;  a  shaft — the  part  outside  of  the 
skin,  and  a  point — the  extreme  end  of  the  hair. 

Figure  1  shows  a  cross  section  of  the  shaft  of  a 
hair  (magnified  75  diameters),  the  hair  itself  con- 
sisting of  a  central  part,  or  medulla  (A),  the  fibrous 
part  (B),  and  the  cortex,  or  protective  external  layer 
of  scales  (C). 

The  medulla  is  composed  of  nucleated  cells  which 
constitute  the  backbone  or 
nutritive  center  of  the  hair. 
The  fibrous  portion  of  the 
hair  is  composed  of  elon- 
gated cells  that  contain  the 
color  pigments  and  are  de- 
veloped close  to  the  medulla. 
As  each  new  lot  is  produced,  the  pre- 
vious ones  are  forced  outward  until  they 
are  finally  converted  into  flat  scales 
which  overlap  one  another  like  the 
scales  of  a  fish,  and  form  the  cortex  or  hard  outer 
surface  of  the  hair. 

These  scales  die  and  are  cast  off  in  the  same  man- 
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ner  as  are  the  scales  of  the  skin  which  are  removed 
by  a  vigorous  rubbing  with  a  rough  towel. 

Figure  2  is  a  cross  section  of  a  hair  showing  the 
shaft  and  root.  In  the  oil  glands  (sebaceous 
glands)  is  developed  the  hair  oil,  which  seems  to  be 
absorbed  at  the  roots,  thence  finding  its  way  up- 
wards and  outwards  through  the  fibrous  part  of  the 
entire  length  and  breadth  of  each  hair,  finally  exud- 
ing from  the  thousands  of  little  outlets  between  the 
scales  of  the  cortex. 

Just  what  part  this  oil  plays  in  the  growth  of  the 
hair  is  not  positively  known.    It  is  reasonable  to 
suppose,    however,    that  it 
serves  to  lubricate  the  scales 
of  the  cortex. 

The  purpose  of  these  little 
scales  is  to  furnish  elasticity 
to  the  hair,  for  unless  they 
move  freely  upon  one  another 
the  hair  becomes  brittle  and 
is  easily  broken.  One  thing 
is  certain,  there  must  be  a  free 
flow  of  the  natural  hair  oil  to 
insure  a  healthy  growth. 

When  the  oil  finally  reaches 
the  air  it  begins  to  thicken,  as 
any  oil  does,  making  an  ex- 
cellent place  for  dust,  etc. 
This  forms  a  thickened  coat- 
ing which  clogs  the  little  oil 
outlets,  thus  preventing  the 
free  flowing  of  the  hair  oil. 

It  is  therefore  evident  that 
when  the  hair  oil,  which  con- 
tinues to  be  generated  in  the 
sebaceous  glands  fails  to  find 
its  natural  outlet,  it  forces  itself  up  outside  the  hair 
root,  spreading  out  over  the  scalp  and  undoubtedly 
laying  the  foundation  for  dandruff,  falling  hair  and 
other  scalp  diseases. 

This  accumulation  of  dust, 
impurities  and  gummed  hair 
oil  must  be  removed  before 
the  hair  can  continue  its  nat- 
ural growth.  Washing  alone 
is  not  sufficient.  To  remove 
similar  incrustations  from  the 
skin  it  requires  a  vigorous 
rubbing  with  a  good  turkish 
towel  that  "takes  hold"  of  the 
extraneous  matter.  So  it  is 
with    hair.      Washing    may  /■„,.  2. 

soften  this  covering,  but  will  not  remove  it. 

As  the  hairs  on  the  head  lay  on  top  of  each  other, 
several  layers  deep,  a  scientifically  constructed 
brush  is  necessary — one  with  bristles  that  will  not 
slide  over  the  hair  but  that  have  "back  bone" 
enough  to  take  hold  and  remove  this  coating.  The 
scalp,  being  inaccessible  because  of  its  hair  cover- 
ings, needs  cleansing  in  the  same  manner  as  does 
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the  hair,  and  to  give  satisfactory  results  a  hair 
brush  must  be  scientifically  constructed,  with  stiff 
penetrating  bristles  that  do  more  than  simply 
brush  the  outside  layer  of  the  hair. 

A  short  presentation  of  these  facts  to  a  customer 
who  is  undecided  whether  to  buy  a  cheap  brush  or 
a  good  one,  would  undoubtedly  lead  her  to  choose 
the  better  article. 


OLSHINE  BROS.'  SUCCESSORS  TO  REMODEL 
DECATUR  (ALA.)  STORE. 

THE  department  store  formerly  conducted  by 
Olshine  Brothers  is  now  reorganized  as  the 
Olshine  Bros.  Co.,  at  Decatur,  Ala.  The  store  will 
be  remodeled  and  it  is  understood  that  the  stock 
will  be  increased  in  size  and  range. 


w.  e.  Mcdonald  buys  w.  b.  striplin's 

STORE  AT  GADSDEN,  ALA. 

AT  Gadsden,  Ala.,  the  department  store  until 
recently  owned  by  W.  B.  Striplin  has  passed 
over  to  the  control  of  W.  E.  McDonald.  No  an- 
nouncement has  as  yet  been  made  regarding  any 
changes  in  connection  with  the  store. 

 «  

FERDINAND  (IDA.)DEPARTMENT  STORE  TO 
OPEN  IN  NEW  BUILDING  OCT.  1ST. 

ABOUT  October  1  the  department  store  of 
Henry  Kuther,  at  Ferdinand,  Idaho,  will  open 
in  the  new  brick  building  now  reaching  completion. 
The  lines  carried  include  dry  goods,  notions,  cloth- 
ing and  shoes. 

 — ♦  

THE  SCOTT  DRY  GOODS  CO.  INCORPORATES 
KEWANEE  (ILL.)  STORE. 

THE  business  formerly  conducted  by  M.  D. 
Scott,  at  Kewanee,  111.,  has  been  incorporated 
as  the  Scott  Dry  Goods  Co.,  by  M.  D.  Scott,  H.  C. 
Pollitz  and  H.  C.  Dana.  No  statement  is  made 
regarding  plans  for  enlarging  the  business. 


STEELE-MEYERS  OPEN  ADDITIONAL  STORE 
ROOM  IN  FORT  WAYNE  (IND.)  STORE. 

THE  Steele-Meyers  department  store,  of  Fort 
Wayne,  Ind.,  has  taken  additional  store 
space.  They  feature  ladies'  and  men's  furnishings, 
jewelry  and  dry  goods. 


JEWELRY  NOVELTIES. 

THE  collection  of  genuine  Oriental  bead  neck- 
laces which  are  now  being  featured  by  Bor- 
relli  &  Vitelli  contains  many  beautiful  and  novel 
designs  never  before  shown  in  this  country.  They 
are  also  showing  a  most  complete  line  of  genuine 
English  Whitby  Jet. 


TRUE  SALESMANSHIP. 

NO  salesman  can  be  considered  really  great  who 
does  not  have  the  interests  of  his  customer 
at  heart,  for  no  business  can  develop  to  the  fullest 
extent  except  as  it  promotes  the  interests  of  those 
who  use  its  goods  or  services.  In  salesmanship  the 
greatest  possible  unselfishness  is  the  most  enlight- 
ened selfishness. 


OBSERVE  NEW  PRICE  LISTS  AND  SAVE 
SHIPPING  DELAYS. 

THERE  is  a  habit,  so  prevalent  as  to  be  notice- 
able, which  is  costing  many  buyers  a  con- 
siderable delay  and  sometimes  resulting  in  their 
paying  higher  prices  than  would  have  been  paid  if 
more  businesslike  methods  were  followed.  This  is 
the  sending  of  orders  without  specifying  the  prices. 
The  wholesaler  or  manufacturer  receives  the  order 
— and  it  isn't  an  order. 

No  responsible  supplier  will  ship  goods  until  it 
is  clear  that  the  buyer  is  aware  of  the  prices  current. 
The  result  is  an  interchange  of  letters  and  by  the 
time  an  understanding  is  obtained  all  around  some 
little  time  has  elapsed.  At  best  there  has  been  a 
delay  in  shipment.  At  worst  there  may  be  a  fur- 
ther advance  in  prices  between  the  coming  of  the 
order  and  the  understanding  on  price. 

But  it  is  the  downright  waste  of  time  and  energy 
that  is  most  to  be  deplored.  If  the  buyer  hopes  to 
get  in  on  a  lower  price  than  rules  at  the  moment, 
why  in  the  name  of  common  sense  doesn't  he  say  so, 
and  if  his  relations  with  the  supplier  are  cordial  it 
is  safe  to  say  that  the  buyer  is  going  to  get  every 
advantage  possible. 

Suppliers  are  issuing  new  price  lists  as  promptly 
as  market  conditions  make  necessary.  Consult  the 
price  lists  and  state  the  prices  clearly  on  every 
order.  That  is  the  only  way  to  really  facilitate 
business.  The  other  way  is  bound  to  create  useless 
friction  and  it  gains  absolutely  nothing. 


MR.  BUDERIS  GOES  TO  THE  COAST. 

F.  W.  Buderis,  representing  Pratt  &  Farmer,  no- 
tion specialists,  has  just  left  on  a  business  trip  to 
the  Pacific  coast.  Mr.  Buderis  expects  to  be  away 
from  six  to  eight  weeks. 


JOHN  GONZALES  DIRECTING  NEW  BUILD- 
ING AT  BRUNSWICK,  GA. 

THE  department  store  of  John  Gonzales  will 
open  in  a  new  building  on  Newcastle  street, 
Brunswick,  Ga.,  before  very  long.  The  notion  de- 
partment will  be  a  comprehensive  one  and  will  oc- 
cupy a  strong  location  in  the  store. 


MONTGOMERY-ROBERTS  CO.  OF  BRADEN- 
TOWN  (FLA.)TO  TAKE  NEW  LOCATION. 

ANEW  store  location  will  be  taken  by  the 
Montgomery-Roberts  Co.,  of  Bradentown, 
Fla.,  about  October  1.  Their  present  address  is 
407  Main  street.  Shoes  and  ladies'  furnishings  are 
handled  in  connection  with  dry  goods.  They  are 
reported  in  the  market  for  fixtures. 


THE  HUB  STORE  AT  KEY  WEST  (FLA.)  TO 
REMODEL. 

THE  interior  and  front  of  the  Hub  Store,  at  Key 
West,  Fla.,  is  being  remodeled,  and  it  is  un- 
derstood that  an  increased  stock  will  be  carried. 
The  proprietor  is  Mr.  Mendell,  whose  progressive 
policies  have  made  the  store  a  marked  success. 
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Fancy  Goods  Facts  and  Favors 

By  Rose  K.  Mitler. 

Editor's  note;  Mrs.  Rose  K.  Mitler  zvill  be  glad  to  answer  inquiries  for  and  regarding  fancy  goods.  Her 
thorough  knowledge  of  this  field  of  merchandising  zvas  gained  through  fourteen  years'  association  as  jewelry, 
watch,  silverware,  fancy  goods  and  kindred  depart  nients  buyer  with  large  Nciv  York  department  stores. 
She  is  equally  familiar  with  European  markets  through  her  association  with  Stem  Brothers  as  European  and 

American  buyer. 


The  Canadian  Business  Boom. 

ROM  personal  observation  while 
traveling  through  Eastern  Can- 
ada it  was  plainly  visible  that  a 
business  boom  exists.  Notwith- 
standing that  the  weird  and  sad- 
dening sights  greet  you  every- 
where in  the  form  of  returned 
wounded  and  disabled  soldiers, 
the  streets,  the  shops  and  trolleys  show  signs  of 
prosperity  and  hustling  and  bustling  everywhere. 
Quite  noticeable  though  is  the  absence  of  the  robust 
and  strong  young  looking  middle  aged  man,  and  in 
his  place  I  have  discovered  principally  the  boy  of 
17 — most  inexperienced  and  quite  incompetent.  Yet, 
considering  all  the  present  conditions  that  have  been 
existing  in  Canada  during  the  past  years  of  this  hor- 
rible warfare,  the  merchant  confesses  that  business 
has  been  phenomenal. 

I  had  occasion  to  discuss  this  problem  with  sev- 
eral of  the  merchants  of  Montreal,  Quebec  and  Ot- 
tawa, and  invariably  the  conversation  terminated 
with  the  same  results: 

A  boom  exists — money  seems  to  be  plentiful  and 
available.  The  soldiers'  allowances  are  freely 
spent — though  I  must  not  omit  one  important  fact, 
viz.:  Contributions  towards  relief  and  suffering  of 
the  wounded  soldiers  are  noticeable  everywhere, 
and  seem  to  be  their  first  consideration.  Women 
are  employed  everywhere,  and  in  consequence  more 
money  through  their  efforts  is  put  into  circulation. 

However,  the  cause  for  the  boom  has  not  been 
fully  explained  by  any  one  merchant — simply  stat- 
ing facts  as  they  are  and  assuring  me  that  the 
United  States,  though  at  present  at  its  lowest  tide 
of  business  will  soon  follow  in  the  footsteps  of 
Canada,  bringing  about  a  United  States  boom. 

With  this  uppermost  in  my  mind  I  want  to  en- 
courage our  merchants  and  manufacturers,  and 
say:  "We  too  will  create  a  business  boom  here  and 
that  very  shortly." 

The  close  relations  existing  today,  as  allied  coun- 
tries, brings  the  Canadian  commerce  and  business 
to  our  States  more  than  at  any  previous  time,  for 
not  so  very  many  years  ago,  and  no  doubt  you  can 
recall  that  time  very  vividly,  Canada  almost  refused 
to  have  any  business  relations  with  us  whatever, 
for  their  buying  was  centered  completely  in  Eng- 
land. In  fact  even  today  it  is  with  difficulty  that 
some  can  be  convinced  that  through  our  efforts, 
workmanship  and  conditions,  we  are  necessary  to 
the  success  of  their  business  enterprises,  and  I  dare 
say  that  the  time  is  not  far  distant  when  the  Cana- 
dian merchants  and  manufacurers  will  look  upon 
our  country  as  a  necessity. 


Back  to  Broadway. 

HE  show  windows  and  stores  in 
our  great  shopping  districts 
along  Broadway  and  Fifth  ave- 
nue reveal  many  new  and  inter- 
esting fall  and  holiday  creations. 
Foremost  are  the  pretty  and 
graceful  shirred  panne  velvet 
handbags  in  colors  to  match  the 
gowns  and  suits;  the  exquisite  necklaces  in  colors 
and  combinations — most  unique  and  antique — hav- 
ing, with  the  long,  graceful  effects,  the  medallions 
and  bead  tassels,  which  are  artistically  shown  to 
harmonize  and  blend  with  the  evening  and  street 
dresses.  The  variety  of  these  necklaces  is  so  varied 
and  extreme  that  an  assortment  of  colors  and  designs 
is  of  vast  importance  to  a  department,  necessitating 
an  attractive  display.  Pearl  beads  again  are  leading 
in  many  of  the  smaller  shops,  though  no  importa- 
tions are  made  directly  from  France ;  yet  they  are 
plentiful,  especially  so  in  the  beautiful  dainty  cream 
and  pink  tints. 

Holiday  gifts  and  novelties  are  plainly  visible — 
the  enamelled  jewelry  in  all  its  dainty  colorings 
with  the  pretty  combinations,  and  the  Vannette 
worn  as  a  pendant — on  a  sterling  silver  chain,  are 
considered  the  newest  novelties  just  shown.  The 
Vannette  particularly  promises  to  be  one  of  the 
popular  and  salable  items,  for  the  demands  so  far 
are  even  beyond  expectations. 

It  may  seem  somewhat  ancient  to  quote  that 
ostrich  feather  fans  are  again  in  demand  for  evening 
festivities.  The  exquisite  shadings  and  colors,  the 
beautiful  amber  sticks,  the  designs  all  so  artistically 
combined  as  to  be  almost  beyond  description.  In 
various  department  stores  an  entire  section  is  de- 
voted to  the  display  and  selling  of  fans. 

The  popularity  of  pretty  and  dainty  neckwear 
still  reigns  supreme. 

Medium  priced  collars  in  the  various  combinations 
of  rice  cloth,  voile,  crepe  de  chine  and  Georgette 
crepes — combined  with  imitation  laces  and  hem- 
stitching— are  shown  in  hundreds  of  designs  and 
styles  suitable  for  the  coat  collar,  the  dress  or  the 
waist.  A  new  neckwear  creation  is  made  of  "Sam- 
mie"  cloth  (the  name  originating  from  our  "Sam- 
mies" in  France).  This  material  is  soft  and  dainty, 
and  the  color  is  the  same  as  the  khaki  clothing. 
Particularly  attractive  is  the  coat  vestee  and  the 
coat  set  made  of  "Sammie"  cloth. 

Another  new  idea  is  made  up  of  "Petuna"  cloth. 
Its  similarity  to  the  soft  fine  striped  silk  corduroy 
is  more  than  visible,  though  the  color  is  the  exact 
reproduction  of  wet  sand.  "Petuna"  and  the 
"Sammie"  have  given  rise  to  quite  some  popularity. 
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Pel ii mi  cloth — its  similarity  to  soft,   fine,  striped  silk  corduroy  is 
more  than  risible.     The  color  is  that  of  wet  sand.. 

The  satin  coat  collar  with  the  sailors'  knot,  made 
and  draped  artistically  in  one  piece,  has  created  a 
demand  and  is  shown  in  the  neckwear  departments 
of  all  our  stores.  In  the  high  class  merchandise, 
beautiful  crepe  de  chine  and  georgette  collars  and 
sets  with  real  filet  laces — silk  fringe — or  tassels  are 
exceedingly  popular.  In  the  assortment  of  neck- 
wear generally  displayed  the  Jabot  is  not  omitted, 
in  fact  this  season's  creations  far  exceed  those  of  the 
previous  year. 

A  Fifth  avenue  department  store  displayed  at- 
tractively and  artistically  elaborate  ribbon  knitting 
bags,  quite  different  from  any  I  had  seen  elsewhere. 
The  contrasting  colors  of  ribbon  strips  constituted 
the  making  of  the  bag.  Dresden  ribbons  were  no- 
ticeable, as  also  the  shaded.  These  bags  were  being 
sold  in  the  ribbon,  the  bag  and  art  goods  depart- 
ments. 

The  knitting  bag  ring  is  following  the  knitting 
needle  rapidly — insomuch  that  it  likewise  has  been 
transformed  from  the  plain  unassuming  celluloid 
ring  to  the  jewelled  and  enameled  decorated  highly 
colored  bag  ring.  The  accompanying  cut  is  a  splen- 
did reproduction  of  one  of  the  best  selling  rings. 
The  combinations  are  beautifully  designed  and  may 
be  had  in  the  following  colors  and  sizes :  White, 
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The  bar  jiius  are  symbols  of  various  Army  and  Nary  divisions.  Also 
you  are  introduced  to  the  Army  mule  and  the  Navy  goat — 
for  good  luck. 

purple,  rose,  green,  blue,  amber,  demi-amber  and 
shell;  diameters:  3y2  to  8  inches,  either  round  or 
oval.  In  the  majority  of  New  York's  department 
stores  the  jeweled  knitting  needles  and  the  jeweled 
bag  rings  are  given  a  conspicuous  space  in  the  fancy 
goods  department.  The  popularity  and  the  neces- 
sity for  wanting  these  useful  and  ornamental  arti- 
cles have  created  a  tremendous  demand,  and  by 
their  popular  display  sales  can  be  noticeably  in- 
creased. 

The  "Tot  Em"  bag,  a  new  "carry  your  own  pack- 
ages" device,  has  just  reached  the  public ;  though 
rather  large  and  roomy  it  nevertheless  is  graceful. 
Requests  having  been  made  at  various  times  by  our 
department  store  managers  to  avoid  unnecessary 
deliveries  of  parcels  prompted  a  manufacturer  to 
initiate  the  "Tot  Em"  bag,  which  is  indeed  handy 
for  carrying  many  small  packages.  The  frame, 
which  is  approximately  17  inches  in  width  is  sub- 
stantially made  and  the  bag,  30  inches  in  depth, 
may  be  purchased  in  various  qualities  of  moire, 
fancy  and  plain  velvets. 

Popular  Priced  Military  Jewelry. 

The  cut  of  jewelry  represents  the  most  popular 
and  clever  articles  classified  under  the  heading  of 
Military  Jewelry.  The  bar  pins  are  the  symbols  of 
the  various  divisions  of  the  Army  and  Navy,  viz. : 
The  Marine  Corps,  Infantry,  Coast  Artillery,  Field, 
Navy,  Signal  and  Medical,  finished  either  in  bright 
or  oxidized.  The  "Old  Army  Mule"  and  the  "Navy 
Goat"  are  the  military  lucky  charms.  Military  jew- 
elry may  be  sold  in  many  departments  and  the  pres- 
ent existing  conditions  warrant  the  demand  for  big 
sales  on  these  items.  The  display  of  a  variety  of 
50c.  articles,  including  the  above  mentioned,  is  ad- 
visable. 

The  art  and  fancy  goods  departments  require  the 
buyers'  attention  now  more  than  at  any  previous 

Crepe  de  chine  ami  georgette  collars  and  sets  with  real  filet  laces, 
then  silk  fringes  or  tassels — these,  too,  are  favorites  of  the  season. 


Above,  the  latest  card  and  fruit  stand.  Below 
the  jeweled  and  enameled  knitting 
bag  ring. 
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time.  The  strenuous  existing  conditions  make  it  a 
difficult  problem,  for  one  is  at  a  loss  to  know  just 
what  to  buy  or  even  suggest  for  an  art  department. 
Naturally,  useful  and  practical  articles  rank  fore- 
most, though  dainty  and  delicate  novelties  are  a 
necessity  for  the  attractiveness  of  a  gift  section. 

I  will  endeavor  to  make  just  a  few  suggestions, 
such  as  appealed  to  me,  with  the  possibility  of  aid- 
ing in  the  creating  of  a  demand.  The  reproductions 
as  shown  represent  two  which  are  considered  prac- 
tical, new  and  attractive.  The  card  and  fruit  stand 
combination,  a  tin  creation,  painted  and  decorated 
in  brilliant  and  contrasting  colors — this  device  is  of 
medium  size  and  may  be  conveniently  utilized  for 
many  purposes,  viz. :  cards,  fruit,  cake,  bon  bons 
and  flowers.  It  is  an  inexpensive  stand  and  just  dif- 
ferent from  novelties  shown  heretofore. 


The  silk  apple  pin  cushion  for  "My  Lady's 
Boudoir"  is  indeed  an  acceptable  gift.  The  apple  is 
a  perfect  reproduction  of  the  rosy  cheeked  eating 
apple — the  Chinese  tassels  with  the  celluloid  ring 
add  to  the  quaintness  of  the  cushion.  Three  sizes 
are  available  and  all  are  exceptionally  practical. 

The  combination  pin  cushion  with  the  sachet  and 
powder  puff  is  another  acquisition  quite  practical. 
The  cushion  is  satin-lace  and  cord  trimmed,  with 
the  top  cover  as  a  powder  box.  It  is  made  up  in  all 
colors  that  are  dainty  and  pretty.  It  is  a  popular 
priced  cushion  and  no  doubt  salable  in  the  various 
art  sections  at  holiday  times. 

It  is  needless  to  say  that  the  more  attractive  and 
alluring  the  merchandise  is  displayed  and  demon- 
strated the  greater  the  demand  that  will  be  created. 
Color  schemes  are  most  pleasing  to  the  shopper. 


THE  FORCE  OF  SLANG. 

IF  you  don't  know  enough  words,  make  some,  says 
the  Philadelphia  Ledger.  We  need  a  few  better 
ones  than  our  present  stock. 

The  English  language  is  surfeited  with  polysyl- 
labics.  The  old  lexicographers  tore  whole  handfuls 
right  out  of  the  Greek  and  Latin  to  pad  their  words. 
Back  there,  at  the  birth  of  printing,  just  about  one 
per  cent,  of  the  community  were  learned  and  those 
scholars  took  advantage  of  posterity  and  overloaded 
the  dictionary  with  sonorous  derivatives. 

If  the  Hellenes  had  been  a  simpler  speaking  nation 
their  descendants  would  probably  dominate  the  uni- 
verse to  the  hour.  But  their  colonizing  was  a  failure 
and  their  conquests  futile  because  the  barbarians 
couldn't  acquire  the  language.  No  country  can  ever 
assimilate  folk  unable  to  learn  its  speech. 

Don't  resent  slang.  It  is  the  simplified  form  to 
overcome  the  handicap  of  limited  knowledge. 

Some  of  us  are  equipped  to  express  ourselves — 
have  a  full  range  of  prepared  pigments  for  the  trans- 
lation of  any  impression.  But  there  are  bright  minds 
among  the  masses,  so  eager  to  paint  their  thoughts 
vividly  that  necessity  forces  them  to  grind  their  own 
colors — otherwise  they  can't  shade  meanings. 

Of  course,  slang  violates  precedent,  but  so  do 
faucets  and  elevators. 

Precedent  is  the  voice  of  yesterday — the  best  that 
the  past  could  do  for  us.  It's  an  inheritance  of 
ruts. 

Some  old  fossils  regard  all  innovations  as  syn- 
onymous with  desecration — but  don't  mind  them. 
The  world  never  benefited  through  their  existence. 

If  you  can  manage  to  crowd  a  mouthful  of  sen- 
tence into  a  compact,  reaching  punch  of  a  phrase,  in 
the  name  of  clarity  and  charity  give  it  to  us. 

Certain  highbrows  will  resent  your  philological 
endeavors,  but  they  and  their  sort  have  bucked  a  list 
of  originalities,  from  the  globular  theory  of  the 
earth's  form  to  telephones  and  automobiles — none 
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of  'em  has  loaned  a  leg  to  progress  up  to  date. 

The  most  picturesque  and  succinct  words  in  the 
vernacular  were  born  out  of  the  difficulties  of  brains 
groping  through  poverty-stricken  vocabularies  for 
effective  symbols  of  intercourse. 


MAKING  THE  MOST  OF  BIRTHDAYS. 

MANY  a  merchant  has  been  held  back  in  his 
desires  to  build  for  a  bigger  birthday  busi- 
ness because  of  his  lack  of  sufficient  known  pros- 
pects upon  which  to  operate.  He  has  obtained  the 
information  in  the  official  records  and  from  per- 
sonal friends  as  to  when  Mary  or  Willie  was  born, 
but  when  it  comes  to  children  who  were  not  born 
in  the  city  it  was  a  different  matter,  though  equally 
important.  Furthermore,  he  has  been  obliged  to 
conduct  his  direct  campaign  by  mail. 

Turning  the  matter  over  in  one's  mind  it  seems 
that  the  one  best  way  of  making  real  progress  is 
for  the  store  to  take  the  initiative  by  offering  to 
give  each  little  boy  or  girl  who  will  call  in  com- 
pany with  parent  or  guardian  a  handsome  birthday 
present. 

It  might  be  well  to  have  this  call  made  ten  days 
or  a  week  before  the  actual  birthday,  so  that  the 
merchant  might  be  given  an  opportunity  to  diplo- 
matically open  up  negotiations  for  giving  a  birth- 
day party — and,  as  every  one  in  business  knows, 
there  is  the  real  meat  of  the  birthday  idea. 

Of  course  there  are  no  strings  on  the  birthday 
gift — this  pays  in  good  will  alone — but  with  the 
mother  or  father  handy  there  is  an  excellent  op- 
portunity of  showing  what  a  fine  birthday  party 
can  be  given  for  as  low  as  $5.00,  $10.00  or  $25.00. 

By  these  means  the  merchant  gains  the  livest 
birthday  party  prospects  and  is  more  than  likely 
to  achieve  the  best  results.  The  right-to-the-heart 
appeal  of  the  birthday  idea  is  so  strong  that  it  can- 
not fail  unless  you  abuse  it. 
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Notions  and  Fancy  Goods 


Ladies'  Handbags  In  Great  Variety 

Many  Styles  and  Kinds  of  Handbags  Are  Being  Shown. 


ANUFACTURERS  of  ladies* 
handbags  are  preparing  for  an 
unusually  prosperous  season.  A 
walk  through  the  sample  rooms 
of  the  leading  manufacturers, 
which  present  a  most  interesting 
and  attractive  appearance,  would 
convince  the  most  skeptical  that 
a  good  fall  and  holiday  season  is  in  prospect. 

The  range  of  merchandise  being  shown  appears 
to  be  almost  inexhaustible,  and  while  the  line  of 
fabric  bags  is  larger,  more  artistic  and  generally 
handsomer  than  ever  before,  leather  bags  have  not 
by  any  means  been  neglected,  many  entirely  novel 
as  well  as  practical  models  being  shown  which  are 
likely  to  be  well  taken  later  on. 

So  far  the  advance  orders  which  have  been  placed 
are  fully  equal  if  not  larger  in  size  than  those  placed 
last  year  at  this  time.  Quite  a  number  of  out-of- 
town  buyers  are  already  in  the  market  selecting 
their  fall  merchandise.  Among  them  are  a  few  rep- 
resentatives of  some  houses  with  well  known  pes- 
simistic proclivities,  whose  over-conservative  meth- 
ods in  the  past  tended  to  dampen  the  ardor  of  the 
most  enthusiastic  manufacturers,  but  fortunately 
for  the  trade  at  large  they  are  in  a  minority  and 
their  influence  small  in  a  proportionate  degree. 

Growing  Demand  for  Finer  Goods. 

A  general  impression  prevails  that  better  and 
more  expensive  goods  than  have  been  in  request 
for  some  time  will  be  in  demand.  Certain  it  is  that 
there  is  a  disposition  in  almost  every  branch  of 
trade  toward  the  use  of  higher  priced  goods,  and 
there  is  no  reason  to  believe  that  the  trade  in  hand- 
bags will  prove  an  exception. 

Very  few  of  the  cheap  trashy  goods  which  have 
done  so  much  to  injure  the  industry  in  the  past  are 
being  offered  to  the  trade.  Manufacturers  having 
noticed  the  growing  demand  for  fine  goods  have 
made  very  little  effort  to  cater  to  a  cheap  class  of 
trade.  They  are  learning  that  there  is  more  money 
and  reputation  to  be  gained  by  producing  meritori- 
ous merchandise  than  by  manufacturing  trash.  Not 
only  are  manufacturers  of  this  opinion,  but  the 


steady  trend  of  trade  toward  better  goods  has  been 
taken  notice  of  even  by  those  retailers  who  in  the 
past  have  specialized  in  the  lower  grades.  They 
have  read  aright  the  signs  of  the  times  and  are 
ordering  better  goods  than  formerly.  That  they 
have  taken  a  wise  course  is  shown  by  the  experi- 
ence of  those  dealers  who  took  like  action  this 
spring.  They  are  more  than  pleased  with  the  re- 
sults, as  they  have  found  by  experience  that  trade 
can  nearly  always  be  turned  in  the  direction  of  bet- 
ter goods,  particularly  in  times  like  the  present, 
when  the  demand  for  better  merchandise  is  growing 
stronger  day  by  day. 

To  sum  up  the  present  situation,  it  can  be  said 
that  manufacturers  are  entering  upon  the  new  sea- 
son full  of  hope,  ambition  and  enthusiasm,  and  with 
a  vigor  which  cannot  be  denied.  If  the  optimism 
which  is  theirs  can  be  transferred  to  the  buyers, 
even  in  a  modified  form,  a  prosperous  season  is  as- 
sured to  all  concerned. 

Beaded  Handbags  Favored  by  Fashion 

Some  of  the  leading  manufacturers  are  showing 
very  attractive  lines  of  framed  bags,  both  fabric  and 
leather,  the  former,  however,  largely  predominating. 
The  frames  are  of  all  shapes  and  sizes — square, 
round  and  oval,  as  well  as  novelty  designs,  many  of 
them  being  handsome  enough  to  be  almost  consid- 
ered works  of  art.  Others  just  as  handsome,  but  less 
elaborate,  are  copies  of  the  solid  silver  frame  shown 
by  the  leading  jewelers. 

While  a  few  of  the  new  and  rich  designs  are  the 
products  of  foreign  houses,  by  far  the  great  majority 
are  of  domestic  manufacture  and  give  unmistakable 
evidence  of  the  progress  that  American  manufac- 
turers are  making  in  the  field  of  art — their  produc- 
tions in  most  instances  comparing  most  favorably 
with  the  products  of  the  best  of  European  establish- 
ments. 

In  no  case  are  these  handsome  frames  seen  to  bet- 
ter advantage  than  on  the  black  velvet  bags,  which, 
by  the  way,  promise  to  be  very  popular  during  the 
coming  fall  and  winter  season ;  in  fact,  some  of  the 
best-informed  men  in  the  trade  seem  to  think  that 
velvet  will  lead  in  popularity  over  all  other  fabrics. 
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Some  very  handsome  bags  in  chiffon  velvet  are 
being  shown.  One  very  attractive  model  is  a  rather 
long  affair  on  a  deep  oval-engraved  silver  frame. 
The  large  conventional  design  which  covers  almost 
the  entire  surface  front  and  back  is  worked  in  many 
shades  of  blue  and  turquoise  on  a  background  of 
very  deep  blue  beads.  This  model  is  exceptionally 
good  looking,  as  the  design  follows  the  line  of  the 
bag.  Another  handsome  model  of  blue  velvet  fea- 
tures gun  metal  beads  in  combination  with  colors. 
This  kind  of  bead  is  extremely  smart  when  used  on 
the  blue,  as  it  takes  on  a  certain  cast  of  the  back- 
ground. An  entirely  new  shape  is  a  pouch  purse, 
which  is  in  reality  a  square  envelope.  This  shows 
a  dull  blue  background  with  a  peacock  worked  in  the 
natural  colorings  on  both  the  front  and  back. 

One  characteristic  of  the  new  beaded  bags  is  that 
few  of  them  are  ornamented  with  bead  tassels  as  was 
the  case  last  season — this  for  the  reason  that  buyers 
generally  prefer  them  without,  as  they  have  not 
proved  to  be  practical. 

Another  item  of  interest  is  the  change  in  the  lin- 
ings used.  In  previous  seasons  the  more  extrava- 
gant the  design  and  the  color  blending  of  the  linings, 
the  better  the  demand,  but  a  new  note  has  been  struck 
for  the  coming  season,  quiet-colored  taffetas  and 
poplins  being  used  in  their  place. 

Another  bag  that  shows  more  of  the  taffeta  lining 
than  most  of  them  is  beaded  in  ordinary  glass  beads, 
with  smaller  black  ones  forming  thin  diagonal 
stripes.  Circles  of  rose-colored  beads  occur  at  in- 
tervals, while  the  top  of  the  bag  shows  the  black 
taffeta  lining.  The  gathering  cord  is  beaded  in 
black  and  white. 

A  flat,  oval  bag  has  the  edge  working  in  amber 
colored  beads;  inside  of  this  frame  the  beading  is 
in  dark  blue,  serving  as  a  background  for  two  large 
flowers  painted  on  the  velvet. 

Some  of  these  bags  have  cords 
or  gathering  strings ;  others  fasten 
with  silver  clasps. 

The  Prospect  for  Leather 
Hand  Bags. 

While  the  tremendous  favor  ac- 
corded fancy  fabric  bags  has  af- 
fected the  sale  of  leather  to  a  con- 
siderable extent,  there  are  still 
some  people  who  believe  that  be- 
fore very  long  the  public  will  tire 
of  fabrics  and  once  again  turn  to 
leather  in  their  stead. 

Many  of  the  newest  productions 
are  made  to  hold  quite  an  assort- 
ment of  articles,  including  hair  and 
tooth  brushes,  sponge,  wash  rag, 
comb  and  also  a  complete  line  of 
manicure  articles.  These  travel- 
ers' helps  have  become  so  popular 
and  such  large  assortments  of 
styles  are  being  shown,  that  during 
the  spring  and  summer  season  a 
very  large  portion  of  some  of  the 
finest  toilet  goods  departments  are 
devoted  to  their  display  and  sale. 


In  the  opinion  of  many  well  informed  men  in 
the  trade,  patent  leather  will  be  largely  used  in 
the  construction  of  hand  bags  for  fall.  There  is, 
they  say,  a  constantly  increasing  call  for  them  all 
the  time.  They  are  already  being  shown  in  liberal 
assortment,  in  regular  shapes  and  in  envelope 
shape  in  all  sizes  and  at  all  prices.  Many  of  them 
have  fancy  striped  and  other  novel  and  beautiful 
linings. 

There  is  also  a  very  strong  demand  for  over- 
night bags,  those  in  a  regular  box  like  shape  are  a 
new  feature  and  are  selling  remarkably  well.  These 
too  have  rich  and  novel  silk  lining  and  are 
equipped  with  a  full  complement  of  fittings  in  the 
way  of  toilet  articles.  Other  over-night  bags  in  a 
slightly  larger  size  in  the  usual  bag  shape  are  more 
commodious  and  have  toilet  fittings  also.  All  of 
these  new  ideas  in  bags  in  week  end  use  are  selling 
well. 

The  Profit  Possibilities  in  Handbags. 

As  the  profit  possibilities  of  handbags  become 
better  known  the  more  attention  is  being  paid  by 
merchants  to  this  important  part  of  their  business 
— the  large  department  stores  particularly.  There 
is  no  question  whatever  but  that  it  is  a  matter 
which  warrants  the  careful  consideration  of  any 
merchant  who  desires  to  be  in  the  forefront  of  mer- 
chandising. If  merchandise  of  this  kind  is  properly 
bought  the  profits  should  easily  range  from  sixty 
to  one  hundred  per  cent.  When  the  amount  of 
capital  invested  and  the  comparatively  small 
amount  of  space  required  for  their  selling  is  con- 
sidered, the  section  devoted  to  their  sale  should  be 
one  of  the  most  valuable  in  the  store. 

The  question  of  display  is  most  important.  Mer- 
chants who  adhere  to  antiquated  methods  of  selling 
handbags  and  other  articles  of  like  nature  sold  in 
the  fancy  leather  goods  department 
are  losing  valuable  business  these 
days.  Many  of  them  still  persist 
in  keeping  their  stocks  of  these 
goods  hidden  in  boxes  just  because 
such  stock  keeping  methods  were 
successful  with  their  grandfathers. 
Modern  merchandising  methods 
however,  demand  that  goods  be 
displayed  where  the  buying  public 
can  easily  see  them.  This  is  par- 
ticularly true  of  handbags — they 
are  bought,  usually,  not  because 
they  are  a  necessity,  but  becaus? 
come  particular  style  feature  ap- 
peals to  the  individual's  taste. 


BUSINESS  HINTS. 

Since  you  must  pay  your  share 
of  the  expense  of  the  operation  of 
parcel  post,  see  that  you  get  your 
share  of  the  service  it  offers. 

The  man  who  says,  "I  don't  be- 
lieve advertising  would  help  my 
trade,"  is  admitting  that  he  belongs 
to  a  half  century  ago. 
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Book 

"NOTIONS,"  BY  SOUDER. 

OF  the  set  of  Department  Store  Merchandise 
Manuals  published  by  the  Ronald  Press,  the 
book  on  Notions,  by  M.  Attie  Souder,  B.  S.,  is  of 
chief  interest  here.  The  author  has  few  pet  theo- 
ries to  expound  and  the  work  is  intensely  practical 
throughout,  aiming  to  acquaint  the  reader  with  the 
merchandise  rather  than  with  methods  of  selling. 

The  work  is  divided  into  three  parts,  the  first 
dealing  with  sewing  tools  and  supplies,  the  second 
with  dress  accessories  and  findings,  and  the  third 
with  hair  specialties.  Each  part  devotes  special 
attention  to  the  list  of  merchandise  which  comes 
under  its  classification.  There  are  chapters  on 
needles,  pins,  thread,  etc.,  then  tapes,  braids,  bon- 
ings  and  stays,  elastic  goods,  rubber  goods,  fasten- 
ers, etc.,  and,  finally,  hair  goods  and  various  shoe 
supplies. 

Notions  is  profusely  illustrated  and  the  author 
has  spared  no  pains  to  produce  a  handbook  of  value 
to  the  trade.  In  the  preface  the  author  says  that 
"without  the  co-operation  of  manufacturers  and 
business  people  the  work  could  not  have  been  ac- 
complished." Some  idea  of  how  thoroughly  the 
goods  were  studied  may  be  gathered  from  the  fact 
that  about  forty  known  concerns  were  consulted  for 
the  technical  information  gathered  and  presented. 

"RETAIL  BUYING,"  BY  C.  C.  FIELD. 

A MOST  interesting  book  on  the  above  subject 
has  just  been  issued  from  the  press  of  Har- 
per &  Brothers,  New  York.  The  author  of  the  work, 
Clifton  C.  Field,  is  an  authority  on  the  subject,  hav- 
ing had  a  number  of  years'  practical  experience  in 
both  country  and  city  stores.  In  this  new  and  com- 
prehensive work  he  has  built  around  his  own  ex- 
perience as  a  buyer  and  as  a  student  and  teacher  of 
buying,  and  has  drawn  upon  the  experience  and  the 
investigations  of  successful  merchandisers  in  various 
lines  of  retailing. 

The  work  is  on  eminently  practical  lines  and 
should  be  an  invaluable  help  to  buyers  generally, 
particularly  those  doing  the  buying  for  the  large  de- 
partment stores.  At  the  same  time  it  will  be  found 
very  helpful  to  buyers  for  smaller  stores. 

In  the  good  old  days  when  buying  was  done  by 
"rule-of-thumb"  methods,  the  science  of  buying  was 
as  little  known  as  the  science  of  retailing.  The  rapid 
and  continuous  development  of  the  department  store 
idea,  however,  has  made  it  imperative  for  modern 
merchants  to  develop  the  science  of  both  buying  and 
selling. 

The  great  department  and  chain  stores  have 
been  doing  splendid  work  in  this  direction  by  de- 
veloping methods  along  scientific  lines,  and  to  them 
has  been  added  a  smaller  band  of  retailers  in  many 
specialized  lines.  It  is  generally  accepted  that  the 
greatest  successes  have  been  brought  about  by  the 
development  of  scientific  principles  and  practices. 

So  far  the  great  difficulty  has  been  to  adopt  the 
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methods  of  these  great  establishments  to  the  needs 
of  the  average  retailer.  In  this  work  Mr.  Field  has 
kept  constantly  in  mind  the  conditions  under  which 
the  ordinary  retailer  works,  and  has  presented  noth- 
ing which  has  not  already  been  found  practical  in 
smaller  stores.  He  has  adapted  the  discussion  of 
each  subject  to  the  needs  of  the  smaller  retailer  and 
has  given  illustrations  to  show  how  the  methods 
have  already  been  successfully  used. 

"MAKING  MORE  MONEY  IN  STOREKEEP- 
ING,"  BY  W.  R.  HOTCHKIN. 

THE  author  of  Making  More  Money  In  Store- 
keeping,  W.  R.  Hotchkiss,  is  qualified  to 
handle  his  subject  by  the  fact  that  he  was  advertis- 
ing manager  for  John  Wanamaker  for  ten  years. 
His  earlier  book,  The  Manual  of  Successful  Store- 
keeping,  was  well  received  and  the  new  work  de- 
serves a  careful  study. 

Divided  into  five  parts,  Making  More  Money  in 
Storekeeping  deals,  in  turn,  with  (Part  I)  Progres- 
sive Store  Policies,  (Part  II)  Special  Merchandis- 
ing Problems,  (Part  III)  Special  Promotion  Fea- 
tures, (Part  IV)  Constructive  Advertising  Policies, 
and  (Part  V)  Training  Retail  Salespeople.  While 
there  are  good  points  in  each  one  of  the  five  parts, 
certain  features  stand  out  strongly  as  most  indica- 
tive of  the  author's  belief  that  these  features  re- 
quire the  best  attention  of  the  average  retailer.  One 
chapter  in  Part  I  is  headed  "Take  Time  Frequently 
to  Analyze  Your  Departments,"  and  here  you  will 
find  a  common-sense  talk  on  the  relation  of  each 
department  to  complete  store  success. 

Merchants  who  are  convinced  that  they  can  grow 
to  have  big  stores  should  see  big  store  success 
through  Mr.  Hotchkin's  eyes  before  they  build  too 
extensively  upon  their  own  ideas.  The  title  of  this 
book  hardly  conveys  the  truth  about  it.  You  are 
really  given  the  detailed  store  building  plans  of  a 
man  who  possesses  the  requisite  knowledge  plus  a 
forceful  way  of  writing  on  the  subject.  The  book 
is  issued  by  the  Ronald  Press. 


The  Theatre 

"MAYTIME"  DEPICTS  MANY  FASHIONS  AT 
THE  SHUBERT. 

NO  change  has  been  made  in  the  plans  of  the 
Messrs.  Shubert  to  keep  "Maytime"  at  the 
Shubert  Theater  for  the  remainder  of  the  season. 
Crowded  houses  greet  every  performance  of  this 
sparkling  musical  play,  and  with  Peggy  Wood, 
Charles  Purcell  and  William  Norris  in  the  featured 
roles  the  production  is  destined  to  continue  until 
warm  weather. 

The  story  is  presented  in  four  episodes,  commenc- 
ing with  a  scene  in  Washington  Square  in  1840,  and 
concluding  with  a  portrayal  of  fashionable  life  in 
1917.  There  is  so  much  of  the  Colonial  in  present 
day  fashions  that  it  behooves  the  merchant  buyer  to 
see  the  period  as  shown  in  the  play. 
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Where  Are  Your  Goods 

By  Henry  A.  Richmond. 

Whether  You  Will  Be  That  Comfortable  Retailer  Who  Has  the  Goods,  or  the  Other  Fellow  Who  Wishes  He 

Had  the  Goods,  Is  An  Abundant  Question. 


ILLING-IN  stocks  for  the  season 
ahead  is  not  the  same  kind  of  a  prob- 
lem it  was  this  time  last  year.  The 
whole  complexion  of  the  market  has 
changed.  A  year  ago  the  average  re- 
tailer held  tenaciously  to  the  belief  that  prices  would 
slump,  and  they  didn't  slump.  Also  it  is  a  mighty 
good  thing  that  no  tobogganing  occurred.  The  re- 
sult of  such  a  happening  would  have  been  decidedly 
cheerless.  But  that  is  neither  here  nor  there,  inas- 
much as  prices  have  not  performed  any  too-sudden 
antics.  In  some  directions  the  market  has  con- 
tinued to  rise  steadily ;  in  others  it  has  been  settling 
gradually  to  lower  levels.  Both  tendencies  are  gov- 
erned mainly  by  the  shifting  relations  which  exist 
between  production  cost  and  common  demand.  Be- 
tween the  two,  cost  and  demand,  are  a  number  of 
independent  factors  bearing  on  the  market  as  it 
exists  today.  If  you  are  basing  your  judgment  of 
the  season  on  nothing  but  the  price  situation  it  will 
be  worth  your  while  to  look  ahead  before  it  is  too 
late  to  overcome  the  obstacles  which  promise  to 
retard  the  success  of  retailers  who  are  not  setting 
early  dates  for  the  delivery  to  them  of  ample  stocks 
for  the  season. 

Of  the  independent  factors  the  greatest  is  trans- 
portation. With  only  the  usual  fall  movement  of 
freight  there  is  always  a  great  deal  of  congestion. 
What  will  it  be  this  year  when  the  Government  re- 
quires such  a  tremendous  share  of  the  transporta- 
tion facilities?  Now  let  us  suppose  that  the  next 
thirty  or  sixty  days  show  some  decline  in  merchan- 
dise prices.  Will  you  derive  any  real  benefit  from 
buying,  then,  the  quantities  and  assortments  you 
know  must  be  in  stock?  Considering  that  delivery 
facilities  will  be  as  difficult  as  they  must  be  expen- 
sive to  secure,  the  chances  are  that  any  saving  in 
price  will  be  swallowed  up,  possibly  far  outbalanced, 
by  the  transportation  expense  item. 

There  are  retailers  who,  having  watched  the  rapid 
growth  of  manufacturing,  seem  to  figure  that  the 
greater  quantities  of  goods  manufactured  in  this 
country  will  automatically  reduce  prices.  What 
they  do  not  place  enough  importance  on  is  the  fact 
that  domestic  manufacturing  has  some  distance 
yet  to  go  before  the  total  of  goods  available  will 


equal  the  total  of  normal  consumption.  Also,  the 
new  condition  in  which  the  goods  consumed  are 
our  own  production  has  operated  to  lift  the  standard 
of  prices  to  accord  with  the  wages  paid  American 
labor.  It  is  the  standard  of  merchandise  value 
which  has  been  raised  to  meet  labor  value,  and  such 
a  standard  does  not  mean  inflations.  The  new  basis 
is  sound.  It  provides  the  needed  merchandise  and 
at  the  same  time  it  affords  profitable  employment 
to  labor,  which  becomes  a  freer  patron  of  your  store 
by  reason  of  greater  earnings.  As  time  goes  on  it 
is  logical  that  manufacturing  costs  will  be  trimmed. 
More  economical  methods  will  be  evolved  in  fac- 
tories where  today  the  main  problem  is  output.  Our 
country  was  forced  to  take  upon  itself  a  burden  of 
industrial  responsibility  that  came  suddenly.  Ad- 
justments will  be  made,  but  not  so  suddenly. 
Rather,  the  adjustments  will  occur  gradually  and 
deliberately. 

No  retailer  can  hope  to  forecast  an  accurate  pic- 
ture of  even  the  immediate  future  unless  the  factors 
under  discussion  are  weighed  with  care.  Mean- 
while, where  are  the  goods  you  are  going  to  need 
this  season?  If  you  can  afford  to  risk  turning  cus- 
tomers away  from  your  counters — well,  you  cannot. 
No  merchant  can.  Don't  be  placed  in  the  position 
of  asking  "where  are  my  goods?"  Be  ready  and 
say — "Here  are  my  goods,  ample  in  quantity  and 
worth  the  money." 

Speaking  of  the  lower  purchasing  power  of  the 
dollar  and  the  higher  stack  of  dollars,  was  there 
ever  a  time  when  prices,  and  wages,  fell  back  to  the 
lower  levels  from  which  they  came?  History  tells 
us  that  the  world  has  never  given  up  all  of  any  such 
advances  made.  Out  of  every  set  of  conditions 
which  create  a  sharply  advanced  market  there 
grows  another  set  of  conditions  which  oppose  the 
following  onslaught  of  "bearish"  forces.  Nor  is  it 
difficult  to  illustrate  this  fact. 

There  is  a  story  about  a  Missouri  farmer  who 
asked  the  price  of  a  buggy  and  exploded  with  wrath 
when  told  the  price  was  ninety  dollars,  whereas  the 
same  buggy  cost  sixty  dollars  twenty  years  back. 
The  merchant  looked  over  his  books  and  saw  that 
in  1897  he  had  sold  that  buggy  for  the  price  of  three 
hundred  bushels  of  corn.    So  he  offered  the  follow- 
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ing  articles  in  his  stock  for  the  farmer's  three  hun- 
dred bushels  of  corn : 

A  buggy  at    $90 

A  farm  wagon  at   75 

A  suit  of  clothes  at   20 

A  dress  at    20 

A  desk  set  at   5 

A  toilet  set  at   5 

A  lamp  and  shade  at   3 

Gloves  at    10 

Hand  bags   10 

Gasoline    100 

Lubricating  oil   15 

Total    $353 

A  bit  of  similar  figuring  will  make  present  prices 
look  like  getting  the  goods  mighty  cheap.  One  of 
the  most  valuable  business  assets  is  the  "outside 
viewpoint."  Sometimes  the  salespeople  are  over- 
whelmed by  shoppers  who  pour  out  a  torrent  of 
wrath  because  something  they  wish  has  gone  up  in 
price.  Talk  to  the  salespeople  about  the  fact  that 
every  woman  who  shops  has  a  father,  husband  or 
brother  whose  business  would  not  be  going  along 
today  if  "before  the  war"  prices  were  still  being 
used  for  his  business.  Of  course  everyone  knows 
this  is  so  but  it  requires  a  considerable  amount  of 
special  conversation  to  show  why  the  customers  of 
your  store  have  no  real  title  to  complain  about  your 
prices. 

 *  

TO  MAKE  PILLOWS  SANITARY. 

A NOVEL  notion  article  which  has  recently 
been  put  on  the  market  by  Wm.  E.  Wright  & 
Sons  Co.,  under  the  trade  name  of  "Aervents"  has 
already  proved  a  decided  success. 

These  "Aervents"  are  made  of  rubber  perforated 
with  tiny  holes.  When  inserted  in  the  seam  at 
each  end  of  the  pillow  the  pressure  of  the  head 
forces  the  foul  air  out,  and  when  the  pressure  is  re- 
moved fresh  air  rushes  in,  thus  not  only  making 
the  pillow  sanitary,  but  freshening  and  lightening 
up  the  feathers. 

They  are  put  up  on  attractive  cards,  four  on  a 
card,  and  retail  profitably  at  ten  cents  a  card.  A 
small  demonstrating  pillow  showing  the  operation 
and  advantages  of  the  "Aervents"  is  sent  free  with 
first  order  for  a  gross  cards. 

 ♦  

THE  LURE  OF  THE  FANCY  BOX. 

THE  custom  of  putting  up  merchandise  at  holi- 
day times  in  fancy  boxes  is  one  that  increases 
from  season  to  season.  Merchants  have  found  out 
that  not  only  does  it  aid  in  selling  ordinary  unat- 
tractive merchandise,  but  that  customers  appreciate 
the  courtesy  as  well.  It  often  happens  that  an 
article  that  moves  slowly  at  twenty-five  cents  sells 
readily  at  fifty  cents  when  put  up  nicely  in  an  at- 
tractive paper  box  costing  but  a  few  cents. 

That  the  business  in  fancy  paper  boxes  wlil  con- 
tinue to  increase  appears  to  be  certain,  as  any  article 
attractively  boxed  is  far  more  acceptable  than  when 
wrapped  up  in  the  ordinary  way,  and  is  a  strong 
incentive  to  purchase.  Already  the  business  of 
manufacturing  these  boxes  has  grown  to  such  pro- 


portions that  it  is  necessary  in  order  to  have  them 
delivered  when  wanted,  to  order  them  some  months 
ahead.    It  is  none  too  early  to  order  them  now. 

The  new  sample  lines  now  being  shown  include 
almost  every  style  imaginable,  in  every  conceivable 
size  and  shape,  from  the  smallest  jewelry  box  to 
those  large  enough  to  accommodate  a  wedding  out- 
fit. In  what  might  be  called  staple  shapes,  such  as 
squares  and  oblongs,  one  firm  is  making  twenty- 
seven  different  sizes,  including  boxes  for  handker- 
chiefs, gloves,  ties,  hosiery,  etc. ;  as  most  of  these 
are  sold  in  nests,  they  take  up  comparatively  little 
room. 


THE  NEW  HOME  INDUSTRY. 

KNITTING  needles  are  flying  as  never  before. 
All  over  the  country,  on  the  cars,  on  the 
porches,  in  the  homes,  women  are  knitting  as  if 
their  lives  depended  upon  the  amount  of  work  ac- 
complished.   So  insistent  has  been  the  demand  for 

equipment  and  mate- 
rials that  almost  a 
famine  developed  for 
certain  supplies,  nota- 
bly knitting  needles. 
This,  however,  has 
been  happily  averted 
by  the  efforts  of  manu- 
facturers, knitting 
needles  now  being  pro- 
curable in  practically 
all  sizes  and  styles. 

While  all  kinds  of 
articles  are  being 
knitted  by  hand,  the 
making  of  sweaters  is 
taking  first  place.  These 
charming  and  practical 
garments  are  being 
produced  in  a  variety 
of  styles  and  in  almost 
every  conceivable  col- 
or. Up  to  within  a 
very  recent  period  prac- 
tically all  sweaters  were 
made  of  wool  and  worsted.  Recently,  however, 
owing  to  the  improvements  which  have  been  made 
in  knitting  cottons,  they  are  being  made  of  high 
lustre  cottons,  which  have  the  effect  of  silk  at  a 
very  much  lower  cost  for  material. 

The  Country  Club  sweater  illustrated  herewith 
is  made  from  Peri-Lusta  cotton  and  takes  twelve 
balls  to  complete.  Full  instructions  for  making  and 
where  the  material  can  be  procured  furnished  free 
on  request. 


BUYING  AN  AUDIENCE. 

IN  contracting  for  advertising  the  merchant  with 
something  to  sell  does  not  purchase  so  many 
square  feet  of  white  paper,  and  so  many  gallons  of 
printers'  ink.  The  advertiser  in  a  trade  journal 
buys  an  audience,  made  up  of  people  who  pay  to 
hear  what  he  has  to  say  just  as  they  pay  to  learn 
the  news  of  the  market  and  articles  thereon.  And 
when  the  audience  is  gained  the  merit  of  the  mer- 
chandise must  make  good  the  money  expended. 
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Every  Woman's  Button  Treasure 


stxTyfc^  OW  can  you,  through  your  button 
department,  keep  your  button 
stock  moving — rolling  home- 
ward to  the  thousands  of  button 
treasure  boxes  that  are  part  of 
every  sewing  outfit?  All  year 
round  that  is  your  problem. 
Can  the  answer  be  given  in  this 
article? 

The  fact  is  that  there  is  no  limit  to  the  methods 
which  deserve  mention  as  being  likely  to  succeed. 
Every  head  of  department  has  found  various  means 
of  keeping  the  button  stock  active.  There  are  cer- 
tain very  obvious  things — freshening  up  stocks,  at- 
tractive displays,  special  sales — which  are  entirely 
basic.  But  the  main  question  is  one  of  individual 
planning  to  attract  attention  to  buttons.  We  will 
look  through  a  few  of  the  possibilities  but  in  the 
last  analysis  the  actual  do-something  spirit  of  the 
head  of  department  is  all  that  counts. 

Some  buyers  have  an  idea  that  the  indispensable 
nature  of  buttons,  the  need  of  buttons  on  every  con- 
ceivable kind  of  civilized  attire,  has  the  special  vir- 
tue of  making  buttons  sell  themselves.  But  they 
don't — there  is  no  class  of  merchandise  which 
actually  sells  itself.  All  sorts  of  good  ideas  are  as 
good  as  you  make  them — that  good  and  no  better. 
If  one  plan  does  not  appeal  to  you  it  is  safe  to  as- 
sume that  the  plan  is  not  a  good  one — for  you. 

A  great  deal  has  been  said  of  "the  personal  equa- 
tion," and  there  can  be  no  doubt  but  that  your  per- 
sonal attitude  toward  button  selling,  how  you  be- 
lieve it  should  be  done,  and  when  and  where,  makes 
the  sum  total  of  what  you  will  accomplish.  We  are 
all  vastly  influenced  by  the  entry  upon  any  scene 
of  endeavor  of  a  new  force.  Individuals  feel  it  and 
nations  respond  to  it.  Armies  are  spurred  to 
greater  efforts  by  the  very  assurance  of  coming  ad- 
ditions to  their  strength,  of  fresh  forces  to  aid  their 
cause.  That  may  seem  a  long  leap  from  the  prob- 
lem of  button  selling,  but  they  rest  on  the  same 
principle. 

If  you  think  buttons  will  sell  themselves  you  will 
lose  the  value  of  the  "push"  that  moves  them  while 


they  are  fresh.  Keep  them  going  and  the  constant 
freshening  of  your  stock  will  make  it  a  pleasure  for 
your  sales  force  to  tell  customers  about  the  always 
new  goods. 

Many  button  suppliers  have  exercised  their  in- 
genuity to  provide  dealers  with  selling  helps.  An 
investigation  of  these  will  repay  the  buyer  in  charge 
of  buttons.  It  may  be  that  your  store  rules  preclude 
the  possibility  of  using  displays  which  feature  cer- 
tain goods  very  conspicuously,  and  yet  if  you  study 
the  dealer  helps  you  can  always  find  a  few  that  do 
not  conflict  with  your  store  policy. .  Also,  the  con- 
cerns which  offer  a  kind  of  helps  which  you  cannot 
use  will  be  glad  to  know  the  special  reasons  which 
bar  their  efforts  from  use  in  your  store.  They  will 
then  be  enabled  to  see  your  own  viewpoint,  your 
special  requirements,  and  will  assist  their  produc- 
ing the  kind  of  dealer  helps  you  can  use  to  ad- 
vantage. 

There  are  no  end  of  feature  ideas  which  can  be 
used  to  attract  attention.  Consider  the  rage  for 
knitting  sweaters  and  how  you  can  attract  atten- 

Tlie  only  "don't" — don't  put  "buttons  hen-  and  there." 
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tion  to  your  button  stock  in  that  connection.  The 
fact  is  that  women  will  go  to  any  amount  of 
trouble  to  put  an  extra  touch  of  individuality  on 
their  "war  work."  But  the  Government  does  not 
encourage  individuality — insists  that  there  shall  be 
absolute  uniformity  in  the  sweaters. 

So  it  is  impossible  to  utilize  buttons  on  the  sweat- 
ers for  soldiers.  But  it  must  be  remembered  that 
the  knitting  habit  is  a  growing  one  and  much  that 
is  knitted  will  be  given  as  holiday  presents  to 
civilian  and  women  friends.    Feature  a  sweater  at 


space.  The  property  was  bought  from  the  Roraan- 
Callman  Co.  of  Long  Island  City,  and  was  held  at  a 
value  of  $300,000. 


There  is  no  letter  which  cannot  be  worked  with  the  sewing  thread 
when  attaching  buttons. 

your  button  counter.  Put  it  on  a  form  and  have 
one  of  the  sales  girls,  who  is  handy  at  needlework, 
attach  buttons  so  that  the  sewing  thread  forms 
initials.  The  accompanying  illustration  shows  how 
this  can  be  done  and  there  is  no  letter  of  the  al- 
phabet which  cannot  be  made  in  this  way.  The 
novelty  of  the  thing  will  take.  That  is  one  sugges- 
tion. May  it  encourage  you  to  think  of  a  hundred 
more ! 

The  only  "don't"  to  be  mentioned  is  this — don't 
put  a  few  cards  of  buttons  "here  and  there"  among 
other  notion  items.  Make  your  button  display  dis- 
tinctive. Make  it  stand  out  by  itself — a  full-fledged 
section  of  your  department. 

SHIOCTON  MEN  ORGANIZE  PEARL  BLANK 
MAKING  COMPANY. 

THIRTY  blank  cutting  machines  are  to  be  op- 
erated in  the  factory  which  will  be  erected 
at  Shiocton,  Wis.,  by  local  business  men.  The 
Shiocton  Button  Company  will  incorporate  with  a 
capital  of  $5,000.  The  men  interested  are  Walter 
M.  Singler,  Jr.,  and  G.  H.  Lonkey,  of  Shiocton,  and 
C.  G.  Kraut,  of  Muscatine. 

It  is  said  that  the  company  plans  later  to  produce 
the  finished  buttons.  With  a  thirty-machine  equip- 
ment the  weekly  output  of  blanks  should  be  in  the 
neighborhood  of  two  tons. 


NEWLY  ERECTED  MASPETH  (L.  I.)  BUILD- 
ING BOUGHT  BY  UNITED  BUTTON  CO. 

EMPLOYING  one  thousand  operatives,  the 
United  Button  Company  has  opened  its  new 
factory  covering  three  acres  and  located  on  Grand 
street  near  Garrison  avenue  in  the  Maspeth  section 
of  Queens.  The  structure  is  a  two-story  fireproof 
building  containing   100,000  square  feet  of  floor 


McKEE  &  BLIVEN  MAY  LOCATE  BRANCH 
AT  BERLIN,  WIS. 

NEGOTIATIONS  are  under  way  between  the 
Berlin  Advancement  Association  of  Berlin, 
Wis.,  and  the  McKee  &  Bliven  Button  Company 
looking  toward  establishing  a  new  branch  factory 
at  this  point.  It  is  understood  that  the  company 
offers  to  install  fifty  blanking  machines  and  employ 
about  sixty  hands.  No  bonus  is  desired  other  than 
free  water  and  rental  of  advantageous  factory  quar- 
ters for  a  term  of  years.  This  company  operates 
fifteen  pearl  plants  in  different  parts  of  the  country 
at  the  present  time. 


BUFFALO  HAS  NEW  NOTIONS  AND  FANCY 
GOODS  CONCERN. 

IN  the  heart  of  the  millinery  district  of  Buffalo, 
N.  Y.,  a  wholesale  notion  and  fancy  goods  store, 
at  487  Washington  street,  has  been  opened  by 
Augustine  &  Dobbins,  Inc.  The  opening  was  well 
attended,  as  the  members  of  the  new  concern  are 
well  known  in  the  trade.  A  comprehensive  button 
department  will  be  featured. 


THE  NEW  DISPLAY  CARD  ISSUED  BY  S. 
MENKIN,  INC. 

THE  Button  Question  Solved  is  the  latest 
display  card  issued  by  S.  Menkin,  Inc.  The 
card  is  attractively  printed  in  colors  and  has  the 
snappy  appearance  which  always  marks  the  dealer 
helps  originated  by  this  company.  All  retailers 
are  welcome  to  write  to  the  company  for  one  of 
these  cards. 

The  New  Display  Card  Issued  By  S.  Menkin,  Inc. 


TOE  BUTTON 


QUESTION  SOLVED! 
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Sterling  Building,  between  Fifth  and  Sixth  Avenues,  on  30th  Street,  New  York,  is  a  good  example  of  the  progressive  spirit  of  the  Sterling 

Button  Company,  whose  store  front  is  shown. 


LARGER  CHICAGO  OFFICES  TAKEN  BY 
S.  E.  HOWARD'S  SONS  &  CO. 

THE  Chicago  offices  and  sample  rooms  of  S.  E. 
Howard's  Son  &  Co.  have  been  moved  from 
the  fourteenth  to  the  sixth  floor  of  the  Consumers 
Building,  220  South  State  street.  D.  S.  Bass,  who 
is  in  charge,  finds  business  brisk.  The  new  quar- 
ters are  considerably  larger  than  the  offices  formerly 
occupied. 


B.  FRANK  TO  START  DRY  GOODS  STORE  AT 
CONWAY,  ARK. 

A STORE  dealing  in  dry  goods  will  shortly  be 
opened  at  Conway,  Ark.,  by  B.  Frank,  of  St. 
Louis,  Mo.  It  is  understood  that  a  comprehensive 
line  of  merchandise,  including  notions,  will  be 
stocked. 


TALLADEGA   (ALA.)  STORE  BURNED  HAS 
REBUILT  AND  CONTINUES  BUSINESS. 

DESTROYED  by  fire  in  July,  the  department 
store  of  Ullman  Bros,  at  Talladega,  Ala.,  has 
rebuilt  and  is  continuing  business  unaffected  by  the 
heavy  losses,  only  partially  covered  by  insurance, 
sustained  through  the  fire.  The  corn  crop  is  re- 
ported to  be  good  in  Alabama,  a  fact  that  will  ma- 
terially increase  business. 


C.  T.  HUDSON  TO  MANAGE  ARKANSAS  TRAD- 
ING CO.  AT  WEST  HELENA. 

IT  is  announced  that  C.  T.  Hudson  will  manage 
the  Arkansas  Trading  Co.,  which  is  erecting  a 
department  store  building  at  West  Helena,  Ark. 
Work  on  the  building  is  well  along  and  it  is  ex- 
pected that  a  general  stock  will  be  carried.  The 
post  office  address  is  Helena. 


NEW  BUILDING  GOING  UP  AT  MANETTE, 
ARK. 

AT  Manette,  Ark.,  A.  Kolin  is  erecting  a  new 
building  for  his  general  merchandise  and  dry 
goods  business.  The  structure  will  stand  on  55  x 
75  feet  and  will  be  attractively  finished. 


JAMES  MARCUS  OPENS  AT  PINE  BLUFF, 
ARK. 

THE  dry  goods  and  ladies'  wear  establishment 
of  James  Marcus  has  opened  at  Pine  Bluff. 
Ark.  Business  conditions  are  good  in  this  locality 
and  a  wide  variety  of  merchandise  is  being  shown. 


WOOL  WORTH  TO  OPEN  NAPA  (CAL.)  STORE 
EARLY  IN  1918. 

THE  F.  W.  Woolworth  &  Co.  5  and  10  cent 
chain  of  stores  will  have  an  addition  at  Napa, 
Cal.  A  leased  building  is  under  construction  at  219 
First  street  and  is  expected  to  open  early  in  1918. 


BUTTON  PLANT  BURNED. 

A  T  Naugatuck,  Conn.,  the  button  ulant  of  E.  F. 
Smith  &  Sons  was  burned  on  September  20, 
causing  a  loss  estimated  to  be  about  $25,000. 


SHEET  CELLULOID — Wanted,  surplus  and  discon- 
tinued colors  in  any  thickness,  size  or  quantity.  Have 
you  anything  to  close  out?  Address  Celluloid  Sheets, 
c/o  McCready  Publishing  Co.,  118  East  28th  Street, 
New  York. 


$20,000  WAITED  to  manufacture  specialty  buttons. 
Profitable  proposition.  "Horngoods,"  c/o  McCready 
Publishing  Co.,  118  East  28th  St.,  New  York. 
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Notions  and  Fancy  Good. 


THE  FIVE  FINGERS  OF  GLOVE  DEPARTMENT 
SUCCESS. 

Impossible  to  Get  Proper  Returns  On  Investment 
Unless  Every  Detail  of  the  Department 
Is  Thoroughly  Checked. 

FOR  each  finger  of  every  glove  in  your  stock 
there  is  a  vital  point  as  important  as  the  fin- 
gers of  the  glove.  Of  course  you  would  not  expect 
to  sell  a  glove  with  the  thumb  missing,  so  call  that 
buying.  And  without  the  index  finger  you  would 
blush  to  show  a  glove,  so  take  care  of  the  selling. 
Nor  would  you  care  to  offer  the  glove  without  its 
long  finger,  so  keep  an  eye  on  merchandising.  The 
next  finger  we  will  call  advertising,  without  which 
the  glove  would  be  useless.  Last,  but  not  least, 
the  little  finger  represents  management,  not  so  di- 
rectly noticeable  in  its  operation  but  certainly  a 
vital  point. 

You  have  these  details  as  surely  as  you  have  five 
fingered  gloves,  but  does  each  detail  fit  the  hand  of 
success  as  perfectly  as  the  glove  must  fit  the  hand 
of  your  customer?  Offhand,  you  say  yes.  Have 
you  examined  the  five  fingers  of  your  glove  depart- 
ment thoroughly  enough  to  be  guess-proof? 

It  is  more  difficult  to  sell  gloves  than  many  other 
lines.  The  nature  of  the  goods  is  responsible. 
Primarily,  gloves  are  necessities.  Beyond  that,  and 
more  important,  they  come  under  the  head  of  per- 
sonal use  goods.    Also  they  are  fashion  goods. 

If  the  proper  success  is  to  attend  the  glove  de- 
partment there  must  be  a  nice  appreciation  of  the 
distinctions  which  exist.  The  primary  fact  that 
gloves  are  necessities  makes  a  certain  market.  Yet 
the  kind  of  gloves  that  the  public  will  want  raises 
a  question  as  to  what  particular  styles  will  sell  best. 
It  is  a  peculiar  fact  that  people  will  accept  almost 
every  current  fashion  regardless  of  the  suitability 
of  the  fashion  to  the  individual  and  then  will  balk 
at  the  fashion  in  gloves  if  it  seems  to  them  to  show 
their  hands  to  poor  advantage. 

That  is  the  trait  in  human  nature  which  no 
amount  of  buying  sagacity  will  prove  equal  to  un- 
less you  also  have  an  intuitive  sense  of  what  will 
or  will  not  be  acceptable  to  the  public. 

As  for  the  winter  ahead,  it  looks  very  much  as 
though  the  principal  demand  will  be  for  fabric 
gloves.  The  cost  of  good  leather  gloves  is  rather 
more  than  the  average  person  can  stand  and  the 
wearing  of  fabric  gloves  is  a  foregone  conclusion. 


FOWNES 
GLOVES 

Established  1777 

119  West  40th  St. 
New  York 

0 

BOSTON  CHICAGO 
Carter  Building  1627  Marquette  Bldg. 

12  West  St.,  Room  614     140  So.  Dearborn  St. 

SAN   FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 

BRANCH  SALESROOMS 

BOSTON,  67  Chauncy  Street  CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building  SAN  FRANCISCO,  50  Sansome  Street 
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TRADE  MARK 
Registered 


TRADE  MARK 
Registered 


TRAUt  MARK 


SPECIALTIES  IN  NOTIONS  @ 

Poirier  &  Lindeman  Co. 


IMPORTERS 


373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRADi.  MARK 
Registered 


Tell  Your  Jobber  it  must  be  ' '  Economy' ' 
ECONOMY 

BIAS  SEAM  TAPE 

Sold  by  all  stores 
Used  by  all  women 

The  kind  you  will  "kare  to  konsider." 
Economy  is  economical  because  it  is  per- 
fectly made  and  the  price  is  so  right  that 
your  profits  are  assured.  Economy  Tape 
is  packaged  in  attractive  transparent 
envelopes — ready  for  sale. 

WE  WANT  A  JOBBER  IN  EVERY  CITY 

SPECIAL  QUOTATIONS 

ECONOMY  BINDING  CO. 

120  East  27th  Street,        New  York 


American 
Bead  Company 


The 

Largest 
Bead 
Concern 
in  the 
Universe. 


With  an 
Interna- 
tional 
Reputation 
for 

Novelties. 


TRADE.  MARK 


HOLIDAY  LINES  NOW 
READY 

Tremendous  Assortments  of  Exclusive  Novel- 
ties in  Beads  and  Beadwork,  including  Hand 
Bags,  Belts,  Girdles,  Necklaces,  Ornaments, 
Braids,  Laces,  Spangles  and  Trimmings. 

485  Fifth  Avenue 

Opposite  Public  Library 

New  York 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 


ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


315-321  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 
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Notions  and  Fancy  Goods 


AWARDED 


pa" 

TOILET  BRUSHES 


SANTRANQSCO  '"Oh 
■  1915  ■ 


Sakabe  &  Co. 


LARGEST   EXPORTERS  OF  THE   KIND— DIRECT  TRANSACTIONS 


iro  Sakabe, 

Proprietor. 


Osaka, Japan 


'Cambridge 
for 
Quality" 


Patent  Leather  Belts 

OF 

QUALITY 

THAT'S  what  you  want  when  you  buy 
Patent  Leather  Belts 

WE  INVITE  COMPARISON 
PROMPT  DELIVERY 

Allow  us  to  send  you  a  sample  assortment  of  the  popu- 
lar selling  numbers  and  convince  yourself  of  the  su- 
perior quality  of  our  belts. 

Cambridge  Leather  Goods  Co. 

JULIUS  B.  COLEMAN,  Pres. 

12  West  17th  Street  New  York 


THAT'S  THE  WAY 


Card  Patented  Jan.  23,  1917 


To  Guard  the  Profits 

When  selling  hairpins  always  see  that  they  are  on  the 
Climax  safety  kind  of  cards  which  have  the  patented 
slot.  We  furnish  anjr  size  of  card,  any  arrangement  of 
pins,  any  color  scheme,  any  special  designs  asked. 

MADE  ONLY  BY 

WHITNEY  &  COMPANY 

Leominster,  Mass. 


HOYTS  FAST  SELLERS" 


HO  YT'S 

GENUINE  GERMAN  COLOGNE 

HOYTS 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

IF..HOYT  &  CO.,  Ltd..  PHILADELPHIA 
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TRADE  MARK 


IVORY 

BUTTONS 


^©  From  3  to  6  Buttons  to 
0  the  Card 

SO  HANDY  TO  SELL 


ALL  SIZES  AND  MANY 
STYLES  AT  POPULAR  PRICES 

EVERY  VARIETY  FOR 
MEN,  WOMEN  AND  CHILDREN 

QUICK  DELIVERY  OF 
ALL  LISTED  NUMBERS 

NORDHAUSEN 
BUTTON  COMPANY 


Rochester 
185  East  Ave. 


New  York  City 
120  W.  32nd  St. 


POWDER  PUFFS 

Pure  Lamb's  Wool  and  Velour 
in  All  Sizes 
For  Immediate  Delivery 

An  opportunity  to  fill  in  your  stocks  at 
a  considerable  saving. 

Put  up  one  dozen  in  a  box,  or  in  sanitary  envelopes 
if  desired. 

Sample  dozens  sent  on  request 

E.  A.  GUTHMAN  CO. 

MANUFACTURERS 

137  Fifth  Avenue  New  York 


SmMfo  NECK  BANDS 

Fight  Grades — A[GradeJ[for  Every  Purpose — Every  Band  Perfect 


*SmMfo  BELTINE 


15  Numbers— Duck,  Crinoline — Shaped  and  Straight 


SmMh  BOYS'  PANTS  BANDS 


1 

_. —  _  = — — 

. 

BOYS' 

Pants  Band 

No.  201 

10  2VA 

3  Grades — With  Elastic  Under  Back  Buttonholes 


GILMAN  B.  SMITH  CO.,  he.  Manufacturers 
121-125  West  17th  Street  NEW  YORK 


STANDARD  STAN  DARDSTAN  DARDSTAN  DARD  STAND 


MAKERS  OF  <smiUf<B> 

THE  FASTENER  YOU'LL  FANCY 

BLACK  OR  WHITE  IN  FOUR  STANDARD  SIZES 

3/    2/  1/ 
/0     /O  /O 


3/  2/  l/-  and  No.  1 


1&  \t 


Standard  Snap  Button  &  Fastener  Co. 

CHESTNUT,  JEFFERSON  AND  MALVERN  STREETS 

NEWARK  NEW  JERSEY 

STAND A  RD  STANDA  RD  STAN  DARD  STAN  DARD  STAND 
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Notions  and  Fancy  Goods 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  !o  list  for  Fall 
PRICES  RIGHT         SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House'' 


Geo.  S.  Colton  Elastic  Web  Co, 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


TTlVTXT/V'O  "Ready -To- Use" 
IJISIPSlA  O  Mending  Tissue 

~" ^ ■— ~~  is  always  the  best  on  the 
market.  An  article  of  merit.  Now  sold  by  hundreds 
of  jobbers  and  thousands  of  retailers  throughout  the 
United  States,  Canada  and  Mexico. 

WHY  BUY  AN  INFERIOR  ARTICLE  FOR  THE  SAKE  OF  A  FEW  PENNIES'  SAVING? 

Our  goods  are  well  and  favorably  known  everywhere  and 
can  be  relied  upon  to  do  the  work  for  which  they  are  used. 
Names  of  jobbers  who  handle  our  goods  in  your  neighbor- 
hood furnished  upon  application. 

MANUFACTURED  BY 

New  York  Specialties  Company 

467  Broadway,  New  York  City,  U.  S.  A.  " 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co. 


18  W.  33rd  St. 
N.  Y. 


FITCHBURG  HORN  GOODS  CO. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS, 
HORN  HAIR  PINS 

Knitting  Pins,  Buttons  and 
Hair  Ornaments 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

Narrow  Woven  and  Braided  Fabrics 
Featherstitch  Stickerei 
Beltings  Wash  Trimmings 

Non-Elastic  and  Elastic  Webbings 
Corset  Trim,  Etc. 


T|t<ljc4 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


SELECT  YOUR  BEST  AND 
ADVERTISE  THE  FACTS  IN 

THE  FORTHCOMING 
HOLIDAY  SELLING  NUMBER 
OF 

NOTIONS  AND  FANCY  GOODS 
Announce  Your  Leadership 
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TELEPHONE 
BERGEN  1436 


THE  J.  FELDMAN  COMPANY 


ESTABLISHED  1900 
INCORPORATED  1907 


31  to  39  Fremont  Street 
241  to  2451  2  Golden  Street 


CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 

JERSEY  CITY,  N.  J.,  U.  S.  A. 


Nationally  Advertised 

Both  dealer  and  consumer  are  being  told  we 
are  the  World's  Largest  Manufacturers  of  Pearl 
Buttons.  We  stimulate  interest  in  Chalmers 
Pearls  by  a  novel  Button  Game;  we  insure  re- 
peat sales  by  a  solid  silver  thimble— all  in  addi- 
tion to  perfect  merchandise,  unusually  well 
carded  and  cartoned.  Write  for  full  informa- 
tion as  to  profits. 

HARVEY  CHALMERS  &  SON,  Amsterdam,  N.  Y. 

We  Make  7000  Pearl  Buttons  a  Minute 


NOW  MADE  IN  AMERICA 

The  same  grades  and  values  of  jet,  mat  and 

BEAUTIFULLY  DESIGNED  AND  COLORED 
BOHEMIAN  GLASS  BUTTONS 

that  CH  AS.  HO  YT  ASCH  &  CO.  came 

to  the  United  States  to  sell  from  the  Gablonz  factory  of 
the  company.  We  are  producing  these  buttons  in  our 
factory  at  New  York.  You  are  invited  to  call  at  the  office 
and  show  room. 

24-26    East    21st    Street,    New  York 


Prices  and  Styles  on  Request 


Phone:    Gramercy  5096 


BUTTONS     AND     SNAP  FASTENERS 


LET  ME  START  YOUR  INFANT'S  NOVELTIES  DEP'T 

SPECIAL  $25.00  ASSORTMENT 
Which  You  Retail  for  $50.00 

JOSEPH  H.  JOSEPH 

MANUFACTURER  AND  IMPORTER 

31-33  West  31st  St.,  New  York 

CARRIAGE  STRAPS 
IVORY    and    PEARL    TEETHING  RINGS 
BABY  BASKETS,  RATTLES 
BABY  DECORATED  SETS 
BABY  COAT  &  CLOTHES  HANGERS 


BABY  SCALES 

JEWEL  and  TRINKET  BOXES 
HAND  PAINTED  ART  GOODS 
BABY  ARMLETS 
SAFETY  PIN  HOLDERS 


EVERY    BOX  HAS  THE 


MARK  OF  THE  GENUINE 


ESTABLISHED  1840 


IMPORTERS  &  JOBBERS  OF 

JSnniBru  (Saute  -  ^lualllUarr^ 


Broadway 

19th  and  20th  Sts. 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


HOLIDAY  SELLING 

IS     THE     SPECIAL     FEATURE     OF  THE 

OCTOBER 

NOTIONS  AND  FANCY  GOODS 


SNAP  FASTENER  TRADE  MARK  REGISTER 


of  the 


Delayed 


We  thank  our  readers  for  the  prompt  interest  shown  in  being  on  the  list  to  receive  a  copy  of  the 
Register.  Also  we  desire  to  say  that  valuable  additions  to  the  data  contained  in  the  Register  make 
the  delay  in  publication  highly  necessary. 
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MCC READY  PUBLISHING  COMPANY  118  East  18th  St  NEW  YORK 


S.  L  HOWARD'S  SON  &  CO.,  »!nS  NEW  YORK 


Amber  Knitting  Pins 

10,  12  and  14-inch. 
Sizes— 2,  3,  4,  5,  6,  7,  8,  9,  10,  lOVz 

Steel  Knitting  Pins 

Numbers  11  and  12 

FOR 

REDCROS 

WW 


'T — -  . 


THE 
QUEEN 
KNITTING 

BALL 
HOLDER 

Insures 
Smooth, 
Uniform 

Work. 


No  tangles 
or  snarls. 
No  soiled 
worsted 
from 
falling 
on  the  floor. 
Always  ready 
for  use. 


Every  one  is  knitting  for  the  Soldiers  and  Sailors 
Here  are  the  Necessities 

C.  H.  CROWLEY 


339  Broadway 
New  York 


215  So.  Market  St. 
Chicago 


October,  1917 
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HIS  little  word 
"Kleinert"  on  the 
selvage  edge  of  rubber 
sheeting  satisfies  your 
customers  that  they  are 
getting  the  best  obtain- 
able.  SeU  it  in  sanitary 
squares  or  by  the  yard, 

I.  B.  KLEINERT  RUBBER  COMPANY 

719  to  725  Broadway,  New  York 


RUBBER  SHEETING 
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Notions  and  Fancy  Goods 


NY 


A  perfectly  made  product  of  the 
Vulcanite  Manufacturing  Company 

ORDER  "ACORN"  NEXT  TIME 
WHEN  BUYING  FROM  YOUR 
JOBBER.  "ACORN'TASTENERS 
MEAN  SATISFIED  CUSTOMERS 

Made  in  0,  2/0,  3/0,  4/0 

Sole  Agents 

PORTER  BROS.  &  CO. 

106-108  WORTH  STREET  86  ESSEX  STREET 

NEW  YORK  Established  1855  BOSTON 

Commission  Merchants 


NOTION  SPECIALISTS 

For  the  Jobbing  Trade  Only 


ft 


October,  1917 
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ORIENTAL  NOVELTIES 

for  Holiday  Trade 

Selected  from  a  Large  Assortment 

On  request  will  be  glad  to  send  our  Photo  Book  showing  the  full  line  of  imported  novel- 
ties as  well  as  the  products  of  leading  American  manufacturers. 


T  3793/3 
Chinese  Work  Basket 


T  3909 
Lined  Jap  Work  Box 


T  3665 
Jap  Fern  Baskets 
Metal  Lined 
3  in  a  Nest 


P  6722 

Nut  Bowl  Removable  Anvil 


P  6724 
Nut  Bowl 


P  6716 

Lacquered   Trays.     3   in   a  Nest 


T  3659 
Jap  Flower  Basket 


P  6720 
3  Piece  Dresser  Set 


T  3926 
Jap  Butterfly  Tray 


Calhoun  Robbins  &  Co. 

Broadway,  19th  and  20th  Sts.,  New  York 


Notions  and  Fancy  Goods 


'Success"  List 


of 


Domestic  Notions 

Leaders  in  everyday  demand 


Order  to-day  for  to-morrow's  needs 


Arm  Bands 
Armlets 
Buttons 
Bow  Holders 
Button  Hooks 
Button  Fasteners 
Button  Thread 
Button  Rings 
Brass  Rings 
Bone  Rings 
Barrettes 
Back  Combs 
Barber  Combs 
Corset  Laces 
Corset  Clasps 
Crochet  Hooks 
Crochet  Needles 
Collar  Buttons 


Curling  Irons 
Crochet  Cotton 
Coat  Button  Kits 
Dress  Fasteners 
Dressing  Combs 
Dress  Forms 
Drinking  Cups 
Darning  Cotton 
Darning  Balls 
Elastic  Webs 
Elastic  Braids 
Embroidery  Hoops 
Emeries 
Fastener  Tape 
Glove  Stretchers 
Glove  Buttoners 
Glove  Darners 
Goggles 


Hair  Pins 

Hair  Curlers 

Hooks  and  Eyes 

Hook  and  Eye  Tape 

Iron  Holders 

Ironing  Wax 

Iron  Cover  Stretchers 

Knitting  Cotton 

Kid  Curlers 

Key  Rings 

Key  Chains 

Lamp  Wick 

Manicure  Sets 

Nipples 

Pacifiers 

Pocket  Mirrors 

Pins 

Pin  Tickets 


Pen  and  Pencil  Holders 
Pens 

Powder  Puffs 
Pants  Button  Kits 
Pin  Cushions 
Ribbon  Leaders 
Ribbon  Wire 
Shoe  Laces 
Shoe  Horns 
Shoe  Button  Kits 
Shoe  Polishers 
Sanitary  Belts 
Sanitary  Aprons 
Slipper  Trees 
Safety  Pins 
Stay  Binding 
Shopping  Bags 
Sewing  Wax 


Side  Combs 

Soap  Boxes 
Scissors 
Shears 
Shirt  Dryers 
Stocking  Dryers 
Skirt  Markers 
Stilettos 
Traveling  Kits 
Thimbles 
Tape  Measures 
Tape  Needles 
Tatting  Shuttles 
Tweezers 
Wash  Cloths 
Wash  Cloth  Bags 
Wood  Enamel  Rings 
Window  Hooks 
Yarn  Ball  Holders 


DIECKERHOFF,  RAFFLOER  &  CO. 

Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 
560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 


October,  1917 


Buying  Dress  Fasteners  Becomes  a 
Real  "Snap"  for  the  Buyer  who  sends 
for  "THE  MCCREADY  REGISTER" 

THE  ONLY  SOURCE  OF  COMPLETE  SNAP  FASTENER  INFORMATION 


DON'T  BE 
WITHOUT  IT 

McCready 

Publishing  ^ 
Company  V 

118  E.  28th  Street  V 
New  York  v " 

V 

I  shall  be  pleased  to  receive  a  v  -< 

FREE  copy  of  the  Snap  Fastener 
Trade  Mark  Register,  understanding  \ 
that  no  obligation  of  any  kind  is  assumed  \" 
by  me. 

V 

INDIVIDUAL    \; 

COMPANY    \' 

ADDRESS    ^ 


ONE  COPY  MAILED 
FREE  TO  EACH 
RETAIL  STORE 
BUYER 

OVER 

50 

BRANDS 
ILLUSTRATED 


Clip  and  mail  the 
"acceptance"  of  a 
^T^T       FREE    copy   of  the 
Register.  It  will  save  you 
^  +       time  and  money  when  you 
^      want  snap  fastener  informa- 
tion. 


Notions  and  Fancy  Goods 


D 


aisY 


Flab 

Cenbered 

(goCHET 

Hook 


FOR 
THE 

jobbing  Manufactured 

TRADE    .       n  . 

only    mall  sizes. 


u  u  u  u  u  U 
2  3  4  5  6  7  8  9 10JIJ2J3J4 


<§ole  Agenbs 


She s  aDais^ 


Daisy" 


And  growing 


fast'. 


§ole  Agenbs 


FOR 

THE 
JOBBING 
TRADE 

ONLY 


Joseph  L.Porter  Company, 

Leaders  in  Leading  Merchandise 

^1-63  LeonetrcL  Sb.  NewYbi~k_,. 

A  Complete  Line  of  Domestic  Hosiery  for  Men,  Women  and  Children 


October,  1917 
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ALL 
SIZES 
EQUALLY 
IN 

DEMAND 


Assortment  No.  10 


1  Doz.  Pkgs.  No.  1  2  Doz.  Pkgs.  No.  3 

1  Doz.  Pkgs.  No.  2  1  Doz.  Pkgs.  No.  4 

1  Doz.  Pkgs.  No.  5 


Assortment  No.  15 


1  Doz.  Pkgs.  No.  1 
1  Doz.  Pkgs.  No.  2 
1  Doz.  Pkgs.  No.  3 


1  Doz.  Pkgs.  No.  4 
1  Doz.  Pkgs.  No.  5 
1  Doz.  Pkgs.  No.  6 


Vz  Gross  Assortment,  $2.62  «/2 


Assortment  No.  20 

2  Doz.  Pkgs.  No.  1  4  Doz.  Pkgs.  No.  3 

2  Doz.  Pkgs.  No.  2  2  Doz.  Pkgs.  No.  4 

2  Doz.  Pkgs.  No.  5 

1  Gross  Assortment,  $4.50 


Assortment 


3  Doz.  Pkgs.  No.  1 

2  Doz.  Pkgs.  No.  2 

3  Doz.  Pkgs.  No.  3 


1  Doz.  Pkgs.  No.  4 

1  Doz.  Pkgs.  No.  5 

2  Doz.  Pkgs.  No.  6 


1  Gross  Assortment,  $5.25 


Here  They  Are 

HUMP  Hair  Pins 
in  Six  Assortments 

To  fill  the  growing  demand  for  ALL  SIZES. 
In  gross  and  half -gross  cartons.  Convenient, 
economical  and  time-saving.  Place  your 
order  at  once  for  these  assorted  cartons— 

PUT  UP  TO  MEET 
YOUR  NEEDS 

Order  from  Your  Jobber  Immediately 

The  Hump  Hair  Pin 
Mfg.  Company 

SOL.   H.   GOLDBERG,  Pres. 

CHICAGO,  U.  S.  A. 


Assortment 


2  Doz.  Pkgs.  No.  1 
2  Doz.  Pkgs.  No.  2 
2  Doz.  Pkgs.  No.  3 


1  Doz.  Pkgs.  No.  4 
1  Doz.  Pkgs.  No.  6 
4  Doz.  Pkgs.  No.  6 


Assortment 


1  Gross  Assortment,  $6.00 


1  Doz.  Pkgs.  No.  1 

1  Doz.  Pkgs.  No.  2 

2  Doz.  Pkgs.  No.  3 


1  Doz.  Pkgs.  No.  4 
1  Doz.  Pkgs.  No.  5 
6  Doz.  Pkgs.  No.  6 


Keep  All 
Sizes  in 
Stock  and 
Keep  Open 
Packages 
on  Display 


1  Gross  Assortment,  $6.75 


These  5  Sizes 

Lone,  Short.  Medium,  Stand- 
ard and  two  Invisibles,  are 
designed  to  meet  the  require- 
ments for  all  hair  pin  sizes 
and  weights  and  for  every 
kind  nf  hair. 


10  02     J  3 

Invisible  Sizes 


4.     U  5 

Standard  Sizes 


Finest  Flexible  Steel 
Satin-Enamel 
Finish,  Non- 
Rust,  Dainty, 
Light  Weight, 
Extra  Strong 

5  cent 
Package 


One  size  to  the  package. 
Twelve  packages  to  the 
bundle,  banded.  Twelve 
bundles  to  the  gross. 

Per  gross  Pkgs  $4.50 

(Order  by  Number) 


10  cent 
Package 


Assorted  sizes.  Five  sizes 
to  the  package.  Twelve 
packages  to  the  bundle, 
banded.  Twelve  bundles 
to  the  gToss. 
Per  Gross  Pkgs. . .  $9.00 
(Order  No.  6) 


Display 

Stand 

Free 


This  handsome  15-inch  display  stand,  for  counter 
and  window  display,  free  with  initial  order  for  one 
gross  or  more  packages  of  HUMP  Hair  Pins. 


Notions 


The  Largest  Establishment 

In  the  World 
Devoted  to  the  Sale  of 

FANCY  AND  STAPLE  NOTIONS 

Gathered  from  the  Four  Quarters  of  the  Globe 

Sole  Agents  for 


KIRBY  BEARD  &  CO.'s  Eng- 
lish Pins,  Needles,  etc. 


ROSENWALD  &  CO.'s  Famous 
Coiffura  "Tidy  Wear"  Hair 
Nets. 


GEO.  PRINTZ  &  CO.'s  Light- 
ning Needles  and  Pins. 

ALFRED  NICHOLLS  &  CO.'s 
Hooks  and  Eyes. 

NEWEY  BROS.'  Hooks  and 
Eyes. 

F.  B.  Agate  Buttons. 

Agents  for 

LUKE  TURNER  &  CO.'s  Best  English  Elastics 


HOWARD  WALL,  LTD.  — 
Dean  Tape  Measures. 

R.  B.  C.  Dress  Bone  and  French 
Corset  Bone. 

SCHOTT  BROS,  and  DIRACO 
— Button  Machines. 


The  Oakville  Co. 
Sterling  Pin  Co. 


National  Pin  Co. 

G.  W.  Richardson  Co. 


C.  B.  Embroidery,  Crochet  and  Mending  Cottons 

DIECKERHOFF  RAFFLOER  &  CO. 

560-566  Broadway,  cor.  Prince  Street,  New  York 


Organized  Oct.  5,  1917 


Special  Liberty  Loan  Committee 

of  the 

Notions  and  Buttons  Trade 

560  Broadway,  New  York 


K.  ERBSLOH,  Chairman 
A.  C.  WEISKER,  Secretary 


COMMITTEE 


L.  FRANK 
DAVID  BERG 
SIMON  BLECHMAN 
GUSTAV  BLUMENTHAL 
JAMES  A.  SMITH 
.T.  M.  KLAESS 
G.  IVINS 
FRED  ZIMMER 
JACOB  STRAUSS 


BAILEY,  GREEN  &  ELGEli 

BERG  BROS. 

S.  BLECHMAN  &  SON 

B.  BLUMENTHAL  &  CO. 

CALHOUN    ROBBINS  &  CO. 

DIECKERKOFF.  RAF  FLO  ER  &  CO. 

A.  J.  HAGUE  CO. 

EDWIN  HORRAX 

STRAUSS  BROTHER  &  CO. 


W.    F.  HOWARD 
PH.  MASLANSKY 
SAMUEL  H.  WEISBERGER 
WM.  H.  FARMER 
JOS.  L.  PORTER 
NATHAN  T.  PORTER,  JR. 
LEO  H.  ROTHSCHILD 
HENRY  F.  SAMSTAG 


S.  E.  HOWARD'S  SON  &  CO. 
NEW  YORK  MERCHANDISE  CO. 
O'DONNELL    WEISBERGER  CO. 
PRATT  &  FARMER 
JOSEPH  L.  PORTER  &  CO. 
PORTER  BROS.   &  CO. 
ROTHSCHILD   BROS.    &  CO. 
SAMSTAG  &  HILDER  BROS. 


In  the  Work  of  Collecting  Subscriptions  for  the 

Second  Liberty  Loan 

the  committee,  organized  October  5th, 
obtained  subscriptions  amounting  to 

over  600,000  Dollars 


Should  another  Liberty  Loan  be  called  for,  or  in  the  event  of  other 
duties  arising,  the  committee  pledges  itself  to  act  in  the  interests  of 
our  Government  in  whatever  manner  the  services  of  the  Committee  are 
desired. 
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Notions  and  Fancy  Goods 


Long 

Button 


PRIN© 

y>il""  ='uy 

S     ©  €?     ^  « 

WORLD'S  FLATTE ST  FASTENER 


THE  DE  LONG  HOOK-EYE  COMPANY 

PH  ILADELPH  IA.  U.S-A  . 


Rust?Never!! 


ANOTHER  successful  De  Long  idea — a  real  improvement 
-  that  women  will  appreciate!  The  De  Long  WIRE 
SPRING  Press  Button  cannot  be  sewed  on  wrong.  Either 
side  up,  the  WIRE  SPRING  locks  securely,  releases  easily, 
never  loses  its  "springiness." 

The  De  Long  Press  Button  has  every  merit  you  expect 
of  De  Long  products — quality  of  materials,  accurate  work- 
manship, satisfactory  service,  and  the  SELLING  IDEA! 
Put  it  on  your  notion  counter  NOW. 


The  De  Long  Hook  and  Eye  Company 


MANUFACTURERS  OF  THE 

De  Long  Hook  and  Eye  .  De  Long  Safety  Pins. 
De  Long  Hair  Pins,  De  Long  Toilet  Pins.  etc. 

Philadelphia  ,  U.  5.  A. 

Sx.  Marys,  Canada. 


October,  1917 
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Women  Will  Thank  You 


IF  YOU  LET  THEM  KNOW  HOW  EASILY  AND  DAINTILY  THEY  CAN 
TRIM  A  HOST  OF  SUITABLE  HOLIDAY  GIFTS  WITH 

mMiiiMi 


FOR- 


Red  Cross  Knitting  Bags 
Soldiers'  Comfort  Kits 
House  Aprons  and  Hats 
Colored  Edged  Lingerie 
Neckwear    Boudoir  Caps  Novelties 


U.  S.  Pat.  Off. 


We  call  attention  to  our 
6-yard  goods  in  fine  qual- 
ity, especially  70-A  Extra 
Fine  Cambric  up  to  and 
including  No.  6,  and  80-A 
India  Lawn  in  white  and 
colors  up  to  and  includ- 
ing No.  5. 

Made  in  the  U.  S.  A. 


Wm.  E.  Wright 
Pioneer  Manufacturer  of 
Bias  Fold  Tapes 


These  fine  qualities  in 
six-yard  lengths  can  be 
retailed  at  10  cents,  and 
they  afford  the  merchant 
an  exceptionally  fine 
profit  with  the  added 
prestige  of  handling 
high-grade  merchandise. 


For  Sale  by  All  Jobbers 


WM.  E.  WRIGHT  &  SONS  CO. 

Manufacturers 

315-317  Church  Street  and  38  Lispenard  Street,  New  York 
STOCKS    CARRIED    AT    ALL  AGENCIES 
CHICAGO— E.  S.  Ransom.  325  W.  Adams  St.  ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Av. 

PHILADELPHIA— James  F.  McCarriar,  1011  Chestnut  Street 


Notions  and  Fancy  Goods 


They'll  Buy  Practical 
Gifts  This  Year 

Holiday  time  this  year  will  be  more  than  ever  marked  for  the 
giving  of  practical  gifts.  For  men,  the  Garter  will  be  a  favorite 
and  the  famous  Boston  Garter,  as  usual,  the  leader. 

Backed  by  a  powerful  national  advertising  campaign  the  sale 
of  Boston  Garters,  increasingly  great  each  holiday  time,  will 
surpass  previous  records. 

Be  Prepared — Place  Orders  Early. 

The  attractive  carton  contains  a  dozen  beautiful  boxes  in  new 
designs.  Takes  up  little  room  on  counter,  case  or  in  window, 
and  is  the  source  of  hundreds  of  quick,  profitable  sales. 

We  have  made  preparations  to  meet  the  extra  holiday  demand 
which  we  confidently  expect  will  be  larger  than  ever  before. 

To  be  sure  of  getting  your  supply,  order  early ! 
GEORGE  FROST  COMPANY,    Makers,  boston 
C.  E.  CONOVER  COMPANY,  Selling  Agents 


NEW  YORK 


ST.  LOUIS 


CHICAGO 


BALTIMORE 


October,  1917 


NoTloNS 

ON 

NoTloNS 
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Notion  Novelties  of  Seasonable  Interest 


Quality  Tassels  made  in  a  variety  of  solid  colors  or 
Persian  effects.    A  striking  and  modish  item. 


EFF-BEE  EMBROIDERY  COTTON 

MERCERIZED— 10  BALLS  IN  A  BOX 


SOUTACHE  BRAID 

Packed  either  in  solid 
colors  or  assorted  12 
skeins  to  a  box.  Just 
as  you  desire  it.  We 
also  sell  this  in  cabi- 
nets of  72  pieces  at  6 
yds.  each  in  all  the  lat- 
est shades. 
Ask  for  EFF-BEE 
Soutache  Braid 


This  is  a  wonderful  em- 
broidery cotton,  superior 
to  many  well  advertised 
brands;  made  of  the  best 
Sea  Island  Cotton  in  four 
strands-dividable.  For 
brilliancy  and  lustre,  it 
is  unique.  Can  be  used 
for  all  kinds  of  crochet 
work.  Unexcelled  for 
Monograms,  Padding, 
Scalloping,  etc.  Made  in 
white  only,  50  yards  to  a 
ball. 


A  NAME  AND  ITEM  OF  PERFECTION 

MADE  IN  U.  S.  A. 


Made  in  3  sizes 


000 


00 


Of  high  grade  brass 
Rust-proof. 
In  BLACK  or  WHITE. 


ALSO  DRESS  TRIMMINGS,  BRAIDS,  CORDS,  SKIRT  AND 
PLACKET  BELTING,  BIAS  SEAM  FOLD  TAPES, 
STICKEREI  BRAID,  ETC. 
WE  HAVE  AN  ATTRACTIVE  PROPOSITION  FOR  JOBBERS 

FREYDBERG  BROS.,  Inc.,  49  West  18th  Street,  NEW  YORK  CITY 
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A  Bin -WORD  FOR  NOHONs/^L 

We  Invite  Your  Inspection  of 
Our  Stock  of 

Dependable  Notions 

Ready  for  Immediate  Delivery 

Agents  for  William  H.  Cole  &  Co.'s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 

Edwin  Horrax,  Inc. 

35-37  East  20th  Street,      New  York 


Focus  your  facts  on  the  man  who 
needs  them.  The  retailer  knows 
he  can  sell,  through  his  advertising, 
the  goods  you  can  make  him  glad 
to  buy  through  your  advertising. 


R.  B.  FERNHEAD 

TRADE  DEVELOPMENT  MANAGER 
118  EAST  28TH  ST.,  NEW  YORK 
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Today  and  Tomorrow 

Like  the  manufacturer,  the  merchant  who 
has  his  eyes  open,  keeps  one  eye  on  today's 
profit  and  the  other  on  tomorrow's. 

Just  as  the  end  of  the  war  will  bring  the 
keenest  kind  of  competition  for  manufac- 
turers in  every  line,  so  every  week  and 
every  season  brings  keen  competition  be- 
tween neighboring  retail  stores. 

In  both  cases  it  is  quality  and  service  that 
will  swing  the  scales  toward  success. 

There  is  always  a  market  for  high  grade 
merchandise,  and  the  merchant  who  carries 
only  quality  goods  will  profit  today  and 
need  have  no  fear  of  tomorrow. 

And  when  it  comes  to  Elastic  Webs,  we 
confidently  recommend  "Russell,"  because 

"The  quality  of  Russell 

brings  customers  back  for  more." 

THE 

RUSSELL  MANUFACTURING 
COMPANY 

Established  1834  Capital  $900,000.00 

New  York  Office:  249  Broadway 
Factory:  Middletown,  Conn. 


//  This  Illustration 

attracted  your  attention  to 
this  advertisement,  wouldn't 
attractive  cuts  depicting 
correctly  your  merchandise 
attract  attention  to  your 
advertisement  —  embellish 
your  printed  matter— act  as 
silent  salesman,  and  help 
to  increase  your  sales? 


Let  Us  Help  Tou 


The  Mildred  Beardslee  Corp. 

50  East  Twenty-ninth  Street,  New  York 

Phone  4846  Mad.  Sq. 
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I  Extracts  Imported  from  France  I 


<?  *        SIMON'S  ""O 

f  FLEURS  de  FRANCE 

CONCENTRATED  PERF 
ONE  DROP 
IS  ENOUGH 

Don't  use  More 


CfS. 


^madeinour  USTactories  rppM  pure  essences  imported  from  FRANCE 


Blown  Bottles 
Ground  Glass  Stopper 

With  dropper  attached.     Highly  = 

polished  nickel  top.  Lasting  and  | 
delicate  scents.  One  drop  is  worth 

many  drops  of  ordinary  perfume.  | 

Can  be  carried  in  a  bag  or  about  | 
the  person.  js 


Put  up  in  packages  of  three  dozen  bottles,  one  dozen  different  scents  equally  assorted. 

$24.00  per  gross  bottles. 


Importers 
Manufacturers 
Exporters 
Wholesalers 
Established  1873 
Incorporated  1898 


860  Broadway  New  York 

THE  NOVELTY  CORNER 


27  and  29 
East  17th  St. 
Running 
through  to 
32  and  34 
East  18th  St. 


S  (Broadway  and  17th  Street)  S 
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SANFORD  TRIMMINGS 

Are  standard,  dependable  wash  trimmings 
They  outwear  the  garments  they  are  applied  to 


Fast  Colors 

"Edgette"  "Flutte" 
"Cinderella  Lace  Braid" 
Novelty  Braid 
Bias  Fold  Tapes 
Shoe  Laces 


TMDEXMW, 


Full  Measure 

"Cinderella"  Braids 
"P-Ko-Trim" 
Marking  Initials 
Elastic  Braids 
Middv  Laces 


Stickerei 

Notion  Specialties 

No  come-back  from  storekeeper  or  consumer 
Our  goods  are  the  recognized  standard 

SANFORD  NARROW  FABRIC  CO.,  351  Fourth  Ave.,  New  York 

Purveyors  to  the  Jobbing  and  Manufacturing  Trade 
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No.  145.     A  four-inch  Patent  Leather  Belt. 
Metal   Buckle  in  Black.     Packed  one  dozen 
to  a  Box.     Sizes  30  to  40.     Price,  per  doz- 
en, $-1.25. 


No.  1008.  A  Leather  Hand 
Bag,  in  three  distinct  grains — 
Morocco,  crepe,  and  silk.  Back 
strap  handle.  Size,  3x8.  Lined 
with  assorted  colored  silk, 
fitted  with  two-inch  mirror; 
inside  compartment  lined  with 
gray  and  tan  chamois;  leather 
gussets  and  seven-inch  frame. 
Packed  half  a  dozen  in  a  Box. 
Black  only.  Price,  per  doz- 
en. $«.00. 


No.  1004.  A  Leather  Hand  Bag, 
in  three  distinct  grains — Mo- 
rocco, crepe,  and  silk.  Top 
handle.  Size,  4x5%.  Lined 
with  assorted  colored  silk; 
fitted  with  two-inch  round 
mirror.  Biside  compartment 
lined  with  gray  and  tan 
chamois.  Leather  gussets ;  five- 
inch  frame.  Packed  half  doz- 
en in  a  Box.  Black  only. 
Price,  per  dozen,  $8.00. 


PROFIT 
MAKING 
ITEMS 


These  bags  and  belts  are  beyond 
doubt  the  best  values  obtainable 
anywhere.  We  challenge  you  to 
make  comparisons.  We  know  that 
our  styles  and  prices  are  incom- 
parable. Shipments  will  be  made 
the  same  day  as  receipt  of  order. 
Wire  or  mail  your  order  now. 

S.  &  G.  Leather 
Goods  Co. 

12-14-16  West  27th  Street,  New  York 


No.  1017.  A  Vachette  Leather 
Hand  Bag.  Size,  8x4y2.  Back 
strap  handle;  lined  with  silk 
Moire,  in  assorted  colors,  with 
two  fittings,  consisting  of  en- 
velope purse  and  mirror.  In- 
side compartment  lined  with 
gray  chamois.  Leather  gus- 
sets; seven-inch  frame.  Packed 
one  dozen  in  a  box.  Black 
only.    Price,  per  dozen,  $12.00. 


No.  1015.  A  Cobra  Leather 
Hand  Bag,  in  five  distinct  col- 
ors: brown,  tan,  grav,  green 
and  black.  Size,  3%x7.  Back 
strap  handle;  lined  with  silk 
Moire  in  assorted  colors;  fitted 
with  two-inch  mirror.  Inside 
compartment  lined  with  gray 
and  tan  chamois  and  leather 
gussets ;  six-inch  frame. 
Packed  one  in  a  box.  Price, 
per  dozen,  $12.00. 


No.  119.  A  three-inch  leather  effect  Belt. 
Metal  buckle.  Colors:  black,  red,  white,  navy 
and  green.    Price,  per  dozen,  $2.00. 


CHIMICAL 
ENGINEER 


On  Your  Nest  Chemical  Order— 

SPECIFY 

"Baker's  Analyzed" 

Chemical*  and  Acids 


J.  T.  BAKER  CHEMICAL  CO. 


That 

Manufacturing  Problem 

Don't  expect  anybody  but  a  qualified 
chemical  engineer  to  find  the  right 
solution  of  manufacturing  problems 
which  relate  to  the  treatment  of 
materials  and  the  discovery  of  new 
methods.    Read,  every  month,  the 

CHEMICAL 
ENGINEER 

118  East  28th  Street 

Telephone,  Madison  Square,  6553        NEW  YORK 


October,  1917 
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Are  Breaking  All  Records ! 


DEALERS  everywhere  are  selling  gross  after 
gross  of  Fashionettes. 

From  every  corner  of  the  country — in  big  stores 
and  little  shops — Fashionette  is  the  one  big  sell- 
ing hair  net. 

Our  advertising  is  still  going  stronger  than  ever 
to  build  up  a  steady  national  demand  for 
Fashionette. 

Fashionette  has  made  good  because  it  was  the 
first  hair  net  specially  processed  for  invisibility 
and  strength  and  merchandised  in  a  quick,  easy- 
selling  way. 

Packed  in  a  beautiful  de  luxe  envelope — and  sold 
from  a  fine  glass  cabinet  (free  to  dealers)  it  adds 
to  the  attractiveness  of  any  hair  goods  depart- 
ment. 

We  want  live  dealers  to  "cash  in"  on  the  big 
Fashionette  business  now  coming. 

Here  are  the  prices.  Let  us  have  your  order 
today. 


Large  and  extra  large  all  over  fringe  net  or  cap  shaped,  $12  per  gross,  less 
10%  for  all  colors.    White  and  gray,  $24  per  gross,  less  10%. 

P.  S. — A  beautiful  combination  glass  and  wood  cabinet  free  with  every  two 
gross  order.  v       .  .  ,  | 

SAMSTAG  &  HILDER  BROS. 
1200  Broadway,  New  York 
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Notions  and  Fancy  Goods 


Where  Business  and  Science  Meet 


'I  THE  reception  booth  of  The  Chemical  Engineer  at  the  Third  National  Exposi- 
Hon  of  Chemical  Industries,  held  in  the  Grand  Central  Palace,  New  York 
City.  Left  to  right,  the  members  of  the  staff  arc:  Charles  B.  Davis,  Consultation 
Editor;  Sidney  J.  Rockwell,  Associate  Editor;  Laurence  T.  Clark,  Editor;  and 
R.  B.  Fernhead,  Trade  Development  Manager. 

Through  this  publication  the  McCready  Publishing  Company  is  in  constant 
touch  with  the  best  brains  in  the  field  of  chemical  engineering,  thus  forming  a 
practical  connecting  link  between  notions  and  fancy  goods  manufacturers  and  the 
industrial  chemists,  zvho  are  working  for  the  betterment  of  America's  industries. 
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ORDER  SO-E-Z 

Through  Your  Jobber 

He  can  supply  you  with  this  wonderful  nationally  adver- 
tised Snap  Fastener.  Twenty  Million  women  are  read- 
ing about  the  many  exclusive  So-E-Z  features.  The  tur- 
tle back,  the  long  oblong  holes,  the  individual  care  and 
inspection  of  each  Fastener.  The  superior  finish,  and  its 
sure  holding  and  easy  opening  qualities. 

You  should  have  So-E-Z  on  hand  to  meet  the  demand. 
Order  them  from  your  jobber.   He  can  supply  you. 


Made  in 
Five  Sizes 


Silvered 
and  Fast  Black 


The    Autoyre    Company  —  Manufacturers 


A.  L.  CLARK  &  Company,  Inc.  Distributors 

652  Broadway,  New  York  City 


October,  1917 
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Retail  Harvest  Time 


By  HENRY  A.  RICHMOND 


LANNING  your  offerings  for 
holiday  selling,  do  you  take  full 
account  of  all  that  the  winter 
holidays  mean  to  those  who 
will  come  to  your  store  in  the 
holiday  spirit?  This  is  your 
moment  to  show  a  fine  under- 
standing of  the  meaning  that 
lives  in  the  season.  It  is  your 
harvest  time,  your  opportunity  to  gather  the  pure 
good  will  of  those  who  buy  of  you. 

Nature  set  a  time  of  rest  and  recreation,  a  period 
of  play  days,  and  made  every  day  Sunday  for  every- 
one— but  that  was  when  most  folks  farmed,  towns 
were  local  centers  and  cities  could  be  counted  on 
the  fingers  of  two  hands.  As  soon  as  the  fields 
were  under  snow  and  crops  under  shelter,  with 
then  a  while  to  rest,  winter  holidays  were  declared. 
From  Thanksgiving  to  New  Year's  the-world-as-it- 
was  gave  itself  to  enjoyment. 

Manners  and  customs  have  changed  somewhat, 
though  there  is  still  the  same  holiday  spirit,  alive 
and  keen  as  ever  in  the-world-as-it-is.  The  great 
lesson  which  it  strives  to  teach  is  one  of  sublime 


faith  in  the  abundance  of  the  future  for  all  who 
have  helped  to  provide  the  abundance  of  the  past. 
Great  cities  have  grown,  towns  are  connected  with 
the  whole  world,  and  no  longer  can  communities 
stop  their  main  endeavors  over  winter.  But  every 
mortal  of  them  all  enjoys  the  tingle  of  hope  in  what 
is  ahead,  in  the  awaited  tomorrow  which  will  come 
with  a  new  springtime. 

Yours  is  the  privilege  of  gathering  and  displaying 
the  tokens  of  love  and  friendship  which  are  more 
than  merchandise  to  those  who  will  give  and  those 
who  will  receive  these  holiday  offerings.  Do  not 
stop  with  outward  material  decorations  heralding 
the  season.  Put  the  spirit  of  the  hour  into  your 
heart  and  radiate  the  same  good  cheer  that  you  will 
give  to  your  own  home  environment.  Have  a  talk 
with  the  salespeople.  Let  them  in  on  the  secret  of 
success.  Get  them  so  interested  in  the  spirit  of  the 
holidays  that  the  hours  will  fly  while  they  spread 
happiness  with  each  and  every  sale. 

Retail  harvest  time  will  be  just  what  you  make 
it  in  your  store.  Holiday  selling  will  make  lifelong 
friends  for  you  if  the  spirit  as  well  as  the  letter  of 
the  season  is  in  every  package  sent  home. 
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Where  Government  Meets  Industry 

Intimate  Pictures  of  the  Big  Men  Who  Make  Up  the  Powerful  War  Industries  Board. 

By  James  B.  Morrow. 

O  00N  after  we  declared  war  on  Germany  the  need  of  a  general  and  powerful  zvar  body  became  insistent. 
A  thousand  and  one  agencies  jostled  and  tripped  each  other  in  their  eagerness  to  crush  the  enemy.  The 
Council  of  National  Defense — a  shad ozv  as  far  as  authority  to  act  was  concerned — became  nevertheless  the 
target  of  many  verbal  and  editorial  grenades. 

To  remedy  this  condition  the  War  Industries  Board  was  formed  with  Frank  A.  Scott  as  its  chairman. 
Though  not  created  by  legislation,  the  board  is  backed  by  agreements  which  give  ground  for  the  hope  that  it 
will  succeed  in  the  difficult  zvork  of  supervising  effectively  the  entire  field  of  zvar  production  and  transportation. 

We  take  pleasure  in  presenting  to  our  readers  the  five  civilian  members  of  the  board  in  the  following  tab- 
loid interviews. — Courtesy  of  the  Nation's  Business,  published  by  the  Chamber  of  Commerce  of  the  U.  S.  A. 


>HE  genius  of  Frank  A.  Scott  (A  for 
Augustus)  lies  largely  in  his  knack  at 
hitching  men  in  tandem  or  by  teams 
— two  or  a  hundred — and  then  get- 
ting them  to  pull  together. 
An  engineer  of  human  nature,  he  is  master  of 
temperaments,  idiosyncrasies  and  crotchets ;  of  Uto- 
pians and  materialists.    His  art,  moreover,  is  just 
as  effective  with  day  laborers  as  with  bankers. 

Sent  for,  and  by  telegraph,  he  arrived  in  Wash- 
ington. He  was  to  remain  three  or  four  days  and 
counsel  Mr.  Baker,  Secretary  of  War,  in  certain 
matters  of  serious  business.  Once  in  Washington, 
however,  he  stayed — by  request — through  April  and 
then  May  and  all  of  the  intervening  months  to  the 
present. 

The  generals  and  the  colonels  of  the  staff  were 
overloaded.  Using  Frank  Scott's  own  figure,  Uncle 
Sam,  with  the  greatest  prescription  in  history, 
greatest  in  bulk  and  nicety,  was  attempting  to  have 
it  filled  at  a  little  suburban  drug  store.  What  was 
needed,  Frank  Scott  said,  was  the  combined  product 
of  all  the  manufacturing  chemists  in  the  country. 

Able  men,  and  patriotic,  the  generals  and  the 
colonels,  were  toiling  night  and  day  for  their  battles 
with  the  enemy.  But  the  system,  their  master,  a 
system  almost  as  old  as  the  government,  was  also 
at  work  night  and  day  to  minimize  their  efforts. 

Mars,  uglier  than  ever,  and  more  powerful  and 
brutal,  armed  with  weapons  new  and  terrible — 
would  have  to  be  met  with  huge  armies  of  men  and 
mountains  of  material. 

Where  each  department  in  a  factory  is  a  unit  of 
itself,  purchasing  and  producing  as  though  it  were 
a  separate  establishment,  there  can  neither  be  har- 
mony nor  efficiency.  It  was  so,  exactly  within  the 
War  Department ;  and  also  within  the  department 
that  governs  the  navy. 

Frank  Scott  saw  the  evil  after  a  short  investiga- 
tion— and  the  remedy.  "What  the  government 
should  have,"  he  told  Secretary  Baker,  "is  a  com- 
mittee of  military  and  naval  officers,  public  officials 
and  business  men  to  make  purchases  of  war  mate- 
rials and  to  distribute  the  materials  where  the  need 
for  them  is  the  most  urgent." 

But  would  it  be  possible  for  the  generals  and  the 
colonels  on  the  one  hand,  and  the  admirals  and  the 
captains  on  the  other  hand,  to  pool  their  interests 
and  their  wants,  personal  and  professional,  and  meet 


on  the  common  ground  of  national  necessity  and  the 
country's  welfare? 

"They  will,"  said  Frank  Scott  positively.  He  had 
talked  to  them  previously.  A  general  board  of  mu- 
nitions was  created,  Scott  chairman,  and  what  Scott 
had  foreseen  and  foretold  became  an  actuality. 

Generals,  colonels  and  majors,  admirals  and  cap- 
tains, civil  officers  and  manufacturers,  forgetting 
their  specialties,  seeing  only  the  Huns  in  the  glare 
of  burning  towns  and  cities,  farm  houses  and  cathe- 
drals, cooperated  zealously.  "And,"  Scott  testified, 
"with  great  ability." 

"Whip  the  Prussians,"  might  well  have  been  the 
pass-word  of  the  board's  conferences. 

How  could  Frank  Scott — wide-shouldered  and 
black-haired,  commanding  as  to  nose,  which  is 
Romanish  but  not  hooked,  and  gray-eyed — how 
could  Frank  Scott  bring  order  out  of  confusion  dur- 
ing one  of  the  gravest  moments  in  the  history  of  the 
country?  The  answer  can  be  found  in  his  ex- 
periences. 

The  narrative  of  his  career  and  his  achievements 
(big  words  but  never  too  big  for  certain  types  of 
small  boys)  starts  with  the  death  of  his  father, 
which  occurred  when  he  was  ten  years  of  age. 

Since  that  day  Frank  Scott  has  paid  his  own  way. 
Some  boys  deliver  morning  newspapers  and  some 
deliver  afternoon  newspapers.  Frank  Scott  deliv- 
ered both.  He  arose  every  morning  long  before 
daylight.  To  this  hour,  he  says,  an  alarm  clock 
makes  him  jump. 

These  details  are  trivial,  but  they  are  finger-posts 
none  the  less  that  show  the  way  into  the  character 
of  Frank  Scott.  Meanwhile,  working  in  the  morn- 
ing and  late  in  the  afternoon,  he  was  going  to  school. 
He  never  went  further  than  the  eighth  grade.  At 
twelve  he  began  carrying  messages  for  the  Western 
Union  Telegraph  Company.  Reliable,  cheerful  and 
well-mannered,  he  won  promotion  on  his  merits  and 
friends  wherever  he  went. 

It  was  a  short  step  upward  when  Frank  Scott  was 
detailed  to  deliver  Associated  Press  dispatches  to 
the  newspapers  in  Cleveland,  the  city  in  which  he 
was  born  and  in  which  he  has  always  lived.  The 
writer  of  this  article,  a  police  reporter  then,  knew 
Frank  Scott  in  those  ancient  days. 

Likewise,  it  was  a  promotion  when  Frank  Scott 
was  assigned  to  carry  telegrams  to  the  general  of- 

Continued  on  page  28. 
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WHERE  GOVERNMENT  MEETS  INDUSTRY 

Continued  from  page  26. 

fices  of  the  New  York,  Pennsylvania  and  Ohio  Rail- 
road, now  a  part  of  the  Erie  system.  Thus  he 
learned,  by  and  by,  that  an  office  boy  was  wanted 
by  the  freight  agent;  and  he  asked  for  the  job. 

"I'd  give  you  the  place,"  the  freight  agent  said, 
"if  you  were  tall  enough  to  reach  the  wheel  of  our 
letter-press." 

"Can't  I  stand  on  a  box?"  Frank  Scott  asked. 

"You  can  and  you  shall,"  the  freight  agent  re- 
plied. 

In  time  Frank  Scott  became  a  clerk  and  presently 
a  specialist  in  rates.  At  night  he  went  to  school ; 
and  a  tutor  at  Western  Reserve  University  taught 
him  Latin,  history  and  English  literature. 

When  the  Cleveland  Chamber  of  Commerce  cre- 
ated a  standing  committee  on  transportation,  Frank 
Scott  was  employed  as  an  expert  on  the  subject  of 
freights.  Later  he  was  given  the  position  of  assist- 
ant secretary  of  the  organization  and  still  later  the 
directors  elected  him  to  the  office  of  secretary. 

The  Cleveland  Chamber  of  Commerce  is  a  large, 
forceful  and  influential  body  and  includes  in  its 
membership  the  active  business  and  professional 
men  in  the  community.  Frank  Scott  gained  and 
held  the  respect  and  confidence  of  all  of  them. 
There  has  never  been  anything  common  or  artificial 
about  Frank  Scott.  A  boy  in  the  street,  no  one 
ever  saw  a  cigarette  protruding  from  his  face,  or 
heard  a  coarse  word  issue  from  his  mouth. 

Colonel  Jeremiah  J.  Sullivan  made  Frank  Scott 
secretary  and  treasurer  of  the  Superior  Savings  and 
Trust  Company,  when  he  organized  that  enterprise 
as  a  sort  of  an  auxiliary  to  his  Central  National 
Bank.  Colonel  Sullivan  had  been  watching  Frank 
A.  Scott.  So,  too,  had  Worcester  R.  Warner  and 
Ambrose  Swasey.  After  three  years  in  Colonel 
Sullivan's  trust  company,  Frank  Scott  became  an 
officer  in  the  great  establishment  of  Warner  & 
Swasey,  manufacturers  of  machine  tools,  astronomi- 
cal instruments,  range  finders,  gun  sights  and  so  on. 
Today  Frank  Scott  is  vice-president,  treasurer  and 
manager  of  the  company. 

Such,  roughly  done,  is  the  picture  of  the  chairman 
of  the  powerful  War  Industries  Board — the  board 
of  boards,  in  America,  that  is  helping  civilization  to 
strangle  barbarianism. 

Priority,  by  one  of  its  definitions,  means  right  of 
way.  Spoken,  it  has  a  statutory  sound.  In  itself, 
then,  whether  read  or  heard,  it  may  suggest  a  rail- 
road or  a  courthouse. 

In  the  case  of  Judge  Robert  Scott  Lovett,  another 
member  of  the  mightiest  of  war  boards,  priority  is 
the  word  among  all  other  words  by  which,  profes- 
sionally, he  can  be  identified  and  described. 

Picturing  him  in  peace,  it  now  denominates  him 
in  freedom's  battle  with  the  Prussians.  Who  shall 
have  coal  first?  Or  copper?  Or  steel?  Measur- 
ing necessities,  both  a  strategist  and  an  umpire, 
Judge  Lovett  names  the  factory,  furnaces  or  mill. 

Tall,  martial  in  carriage  and  atmosphere ;  leather- 
like face  slashed  into  lines  by  the  battles  he  has 
waged  and  won;  gentle  of  manner,  magisterial  in 


temper,  diplomatic,  far-visioned  and  an  able 
geographer  of  human  character,  he  has  found  the 
task  that  best  fits  him  in  this  war. 

A  genial,  agricultural  smile,  momentarily  applied, 
occasionally,  mellows  his  judicial  countenance.  The 
tang  of  the  South  is  in  his  man-like  voice.  His  nose 
is  large,  neither  beaked,  not  bony,  nor  fat,  and  his 
slightly  flaring  nostrils,  inlets  to  the  lungs,  indicate 
endurance  and  power.  The  eyes  are  brown  or  gray, 
changing  with  his  moods ;  while  the  mouth  is  of  the 
big  and  talkative  type,  only  Judge  Lovett  does  not 
talk,  or  make  speeches,  or  write  for  the  press. 

Dominant  above  all  the  other  features  is  a  mas- 
sive forehead,  a  Websterian  brow,  that  gives  visible 
signs  of  the  intellect  that  gained  the  confidence  anc 
respect  of  Jay  Gould,  Collis  P.  Huntington  and 
Edward  H.  Harriman.  Usually,  Judge  Lovett  wears 
a  short  coat  of  dark  cloth,  an  opal  stick  pin  and  a 
fifty-cent  necktie. 

At  the  time,  by  my  computation,  that  Benjamin 
F.  Yoakum,  organizer  of  the  Rock  Island-Frisco 
System,  was  driving  a  pair  of  bay  mules  and  operat- 
ing a  scraper  on  the  right  of  way  for  a  new  railroad 
in  Limestone  County,  Texas,  another  youth,  Robert 
S.  Lovett  himself,  was  digging  stumps  and  cutting 
brush  for  another  little  railroad  in  San  Jacinto 
County,  about  a  hundred  miles  distant.  Afterward, 
when  the  grading  began,  Lovett  was  a  teamster  like 
Yoakum. 

The  Civil  War  liberated  the  twenty  slaves  owned 
by  the  Lovett  family  and  dissipated  other  property. 
William,  the  father,  left  the  Confederate  army  when 
Lee  surrendered  at  Appomattox.  Going  home,  he 
ran  a  little  mill  for  the  grinding  of  corn  and  a  gin 
for  taking  the  seeds  out  of  cotton.  Robert  was  his 
assistant. 

When  the  boy  was  eight,  the  mother  died.  The 
father,  a  positive  character,  and  ambitious,  pros- 
pering moderately  at  milling  and  ginning,  planned 
that  his  son  should  be  a  doctor.  So  began  another 
rebellion.  The  boy,  counseling  only  himself,  had 
resolved  to  be  a  lawyer.  Law  as  a  profession,  Will- 
iam Lovett  scornfully  asserted,  was,  so  far  as  he 
could  observe,  a  licensed  refuge  for  scoundrels 

Whether  the  flight  occurred  at  night  or  during 
daylight,  Judge  Lovett  did  not  say.  But  the  right 
of  way  welcomed  him,  and  there,  at  the  age  of  fif- 
teen, among  the  trees  and  in  the  thickets,  he  slept 
on  a  bundle  of  straw,  ate  from  a  tin  plate  and  swung 
a  pickax  from  sunrise  to  sundown. 

With  the  money  he  saved  while  grubbing  and 
scraping  a  path  for  the  East  and  West  Texas  Rail- 
road through  the  wilderness,  Robert  Lovett  paid 
his  expenses  for  a  year  at  the  Houston  High  School. 
Then  he  moved  to  Shepherd,  a  hamlet  on  the  rail- 
road, and  near  the  spot  where  he  was  born. 

It  is  said  that  his  versatile  services  as  hostler, 
salesman  and  accountant  netted  him  $10  a  month 
and  board.  By  and  by  he  was  appointed  station 
agent  at  Shepherd.  He  had  helped  to  build  the 
road ;  now  he  was  to  help  run  it.  A  promotion  sent 
him  to  Houston,  where  he  was  a  bill  clerk  in  the 
freight  office. 


This  article  trill  be  concluded  in  our  next  issue. 
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Holiday  Business  at  the  Notion  Counter 

The  Holiday  Season  Is  "Harvest  Time"  for  the  Notion  Buyer  If  He  Will  Only  Take  Advantage  of  His  Oppor- 
tunities— A  Few  Suggestions  As  to  the  Way  He  Can  Do  a  Lively  and  Profitable  Business  During 

the  Season  of  Gift  Buying. 


LTHOUGH  the  Christmas  holidays 
are  a  little  over  two  months  distant 
it  is  none  too  early  for  the  notion 
buyer  to  make  the  necessary  prepara- 
tions for  doing  a  successful  holiday 
business  in  his  department — as  a  matter  of  fact  he 
should  lose  no  time  in  selecting  suitable  merchan- 
dise from  the  various  lines  now  being  shown,  as  the 
assortments  are  being  rapidly  broken. 

While  many  notion  buyers  are  alive  to  the  possi- 
bilities of  holiday  business  in  the  notion  depart- 
ment, there  are  a  far  greater  number  who  not  only 
fail  to  take  advantage  of  the  opportunities  offered 
them,  but,  judging  from  their  actions,  are  apparently 
unaware  that  such  opportunities  exist. 

Each  year,  however,  large  numbers  of  buyers 
realize  the  importance  of  featuring  fancy  novelties 
at  the  notion  counter;  they  have  learned  from  past 
experience  that  by  judicious  purchasing  of  articles 
that  are  particularly  in  demand  during  the  holiday 
season,  and  featuring  them  to  advantage  they  not 
only  did  a  satisfactory  and  profitable  business,  but 
made  the  department  one  of  considerable  impor- 
tance to  holiday  shoppers. 

It  is  not  so  very  long  ago  that  the  average  notion 
buyer,  even  those  who  realized  the  amount  of  busi- 
ness that  can  be  done  in  notion  novelties  during  the 
holiday  season,  paid  but  little  attention  to  securing 
suitable  merchandise  until  the  holiday  spirit  be- 
came apparent,  sometimes  not  until  the  season  was 
actually  upon  him,  and  then  as  a  rule  he  found  it 
was  too  late  to  secure  a  proper  and  satisfactory 
assortment  of  merchandise.  To-day,  however,  the 
up-to-date  buyer  prepares  early  in  the  season  while 
good  assortments  can  be  obtained,  so  that  before 
the  holiday  season  arrives  he  is  prepared  to  meet 
it  with  a  line  of  seasonable  and  profitable  mer- 
chandise. 

The  number  of  notion  buyers  that  are  already 


in  the  market  purchasing  holiday  notion  merchan- 
dise for  the  coming  season  shows  conclusively  that 
more  and  more  buyers  have  come  to  realize  the  very 
satisfactory  business  that  can  be  done  in  this  direc- 
tion, and  are  awake  to  the  possibilities  of  business  of 
this  character. 

While  notions  and  small  wares  as  a  class  can 
scarcely  be  designated  under  the  caption  of  holiday 
goods,  there  are  very  many  articles  that,  while 
properly  belonging  to  the  notion  department,  al- 
though slow  sellers  during  ordinary  times,  sell  in 
very  satisfactory  volume  during  the  month  preced- 
ing Christmas. 

Among  the  many  important  and  profitable  holi- 
day selling  lines,  and  one  that  will  go  far  towards 
giving  the  department  that  holiday  appearance 
which  is  so  necessary  at  such  times,  are  work  boxes 
and  sewing  baskets.  These  are  being  shown  just 
now  in  very  liberal  assortments,  the  majority  retail- 
ing at  very  reasonable  prices.  While  imported 
lines  of  this  class  of  goods  are  somewhat  limited  on 
account  of  prevailing  conditions,  American  manu- 
facturers have  more  than  made  up  the  deficiency. 

One  of  the  newest  ideas  is  a  novel  combination 
sewing  outfit.  It  consists  of  a  silk  lined  leather  bag 
the  bottom  of  which  is  equipped  for  sewing  pur- 
poses. The  bag  is  made  of  suede,  saffian  or  some 
other  soft  and  pliable  leather,  lined  with  a  con- 
trasting shade  of  moire  silk  and  equipped  with 
drawstrings  of  heavy  silk  cord.  The  fittings  in- 
clude a  pair  of  scissors,  a  thimble,  a  bodkin,  a  py- 
roxlin  thread  reel,  two  crochet  hooks,  a  spool  of 
black  and  one  of  white  thread  and  three  spools  of 
colored  twist. 

While  as  said  before  the  principal  business  in 
this  character  of  goods  is  done  in  the  medium 
priced  grades,  the  business  need  not  be  confined  to 
that  class  of  goods  alone.  While  work  boxes  and 
baskets  fitted  up  in  an  attractive  manner  can  be 
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retailed  as  low  as  fifty  cents  each,  a  good  business 
can  be  done  in  the  better  qualities  ranging  from 
one  to  five  dollars  each. 

Another  line  of  goods  that  sell  exceptionally  well 
during  the  holiday  season  is  that  of  hair  pins.  The 
lines  of  hair  pin  books,  cabinets  and  boxes  being 
shown  just  now  are  unusually  attractive,  being  ex- 
ceedingly rich  in  new  and  novel  effects.  They  can 
be  sold  at  retail  at  prices  low  enough  to  secure  a 
ready  and  generous  response  from  customers. 
Buyers  who  have  never  taken  the  proper  amount  of 
interest  in  these  goods,  and  who  fail  to  keep  a  good 
assortment  of  them,  can  have  no  idea  of  the  busi- 
ness which  can  be  secured  in  this  direction  and  the 
liberal  profits  which  can  be  secured  from  their  sale. 

Fancy  pincushions  is  another  line  that  will  well 
repay  the  attention  given  to  it  by  the  notion  buyer. 
Complete  assortments  are  still  to  be  obtained,  al- 
though a  shortage  generally  materializes  during  the 
few  weeks  before  Christmas.  They  can  be  secured 
at  all  kinds  of  prices,  retailing  from  ten  cents  up  to 
several  dollars.  The  cheaper  varieties,  however, 
are  the  best  sellers  in  the  notion  department.  A 
very  satisfactory  business  can  also  be  done  in  tinted 
pillow  tops,  stamped  ready  for  embroidering.  These 
can  be  secured  in  a  wide  variety  of  designs  and 
colorings  ranging  in  price  from  ten  cents  up. 

Staple  Notions  as  Holiday  Presents. 

There  are  very  many  other  items  of  staple  notions 
which  if  put  up  attractively  can  be  readily  sold  for 
Christmas  presents.  For  instance,  round  and  flat 
garters,  arm  bands  put  up  in  fancy  boxes  are  par- 
ticularly good  sellers  during  the  holiday  season. 
Besides  these  there  are  dozens  of  other  articles  to 
be  secured  which  are  not  only  saleable  at  these 
times  but  unusually  profitable.  In  addition  to  the 
many  articles  which  can  be  purchased  at  whole- 
sale in  the  open  market,  there  are  a  number  of  ar- 
ticles that  the  buyer  can  have  his  salespeople  work 
up  during  their  spare  time.  These  include  fancy 
baskets  of  all  kinds,  particularly  those  having  open 
spaces  which  can  be  decorated  with  ribbons,  etc., 
as  well  as  whisk  broom  holders,  coat  hangers,  match 
and  hat  pin  holders  and  many  other  articles  that 
will  readily  suggest  themselves  to  the  ambitious 
and  up-to-date  buyer. 

Notions  Neglected  in  Window  Display. 

As  a  rule  there  is  no  department  in  the  modern 
store  that  is  neglected  in  the  advertising  to  the  same 
extent  as  the  notion  department.  The  same  applies 
to  the  window  display.  When  the  window  trimmer 
has  a  window  at  his  disposal  and  scarcely  knows 
what  to  put  in  it,  then  perhaps  the  notion  man  has 
a  chance — a  slim  one  at  that.  This  is  all  wrong ; 
the  notion  department  is  one  of  the  most  important 
in  the  store  and  should  be  treated  as  such.  It 


should  have  a  fair  proportion  of  both  advertising 
and  window  display.  There  appears  to  be  no  valid 
reason  why  the  buyer  for  the  notion  department 
should  not  have  an  opportunity  to  tell  his  story  to 
the  public  through  the  newspapers  and  by  window 
display. 

Many  notion  buyers  fail  to  realize  the  importance 
of  their  departments  in  the  general  scheme  and  do 
not  make  the  proper  efforts  to  be  so  recognized. 
They  should  have  a  heart-to-heart  talk  with  the  ad- 
vertising man  and  the  window  trimmer.  Ask  the 
advertising  man  if  he  won't  give  him  display  ad- 
vertising, to  at  least  give  him  occasionally  the  little 
box  spaces  which  are  so  often  laid  out  at  the  top 
of  the  ad.  alongside  the  name  cut.  This  in  con- 
junction with  an  occasional  window  display  would 
have  considerable  effect  in  increasing  the  sales  and 
help  to  popularize  the  department. 

THE  HIDDEN  TALENT 

THE  parable  of  the  talents  is  in  many  respects 
applicable  to  the  present  commercial  situa- 
tion in  this  country.  People  who  can  afford  to 
spend  money  but  who,  instead  of  spending  it,  keep 
it  in  banks  until  compelled  to  draw  it  out  to  pay 
Government  taxes  or  other  necessary  charges,  are 
not  aiding  themselves  and  are  helping  to  bring 
about  a  business  stagnation  which  would  be  fatal 
alike  to  the  military  and  the  commercial  future  of 
the  United  States. 

The  only  way  to  keep  business  going  is  to  remain 
normal.  The  enormous  majority  of  the  inhabitants 
of  the  United  States  are  dependent  upon  what  they 
earn.  They  cannot  continue  to  earn  unless  the 
product  of  their  labor  is  sold.  This  product  cannot 
be  sold  unless  there  are  buyers.  Money,  which  rep- 
resents chiefly  labor,  passes  from  pocket  to  pocket 
in  a  great  circle.  Those  who  break  this  circle  are 
injuring  every  member  of  it,  including  themselves. 

Ill-advised  economy  is  likely  to  encounter  the 
crushing  verdict  which  was  given  in  the  case  of 
the  man  who  hid  his  talent  in  a  napkin  and  buried 
it  in  the  earth. 

THE  ROAD  TO  SUCCESS. 

THERE'S  but  one  straight  road  to  success,  and 
that  is  merit.  The  man  who  is  successful  is 
the  man  who  is  useful.  Capacity  never  lacks  op- 
portunity. It  cannot  remain  undiscovered,  because 
it  is  sought  by  too  many  anxious  to  utilize  it.  A 
capable  man  on  earth  is  more  valuable  than  any 
precious  deposit  under  the  earth,  and  the  object  of 

a  much  more  vigilant  search. — W.  Bourke  Cochran. 
 «  

Live  business  men  know  the  value  of  a  good  trade 
medium.  In  the  lines  represented  by  this  magazine  it 
fills  the  bill. 
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The  American 


By  Otto  H.  Kahn 


SPEAK  as  one  who  has  seen  the  spirit 
of  the  Prussian  governing  class  at 
work  from  close  by,  having  at  its 
disposal  and  using  to  the  full  prac- 
tically every  agency  for  moulding  the 
public  mind. 

I  have  watched  it  proceed  with  relentless  per- 
sistency and  profound  cunning  to  instill  into  the 
nation  the  demoniacal  obsession  of  power-worship 
and  world-dominion,  to  modify  and  pervert  the 
mentality,  indeed  the  very  fibre  and  moral  substance 
of  the  German  people 
— a  people  which  until 
misled,  corrupted  and 
systematically  poisoned 
by  the  Prussian  ruling 
caste,  was,  and  de- 
served to  be  an  hon- 
ored, valued  and  wel- 
come member  of  the 
family  of  nations. 

I  have  hated  and 
loathed  that  spirit  ever 
since  it  came  within 
my  ken  many  years 
ago,  hated  it  all  the 
more  as  I  saw  it  ruth- 
lessly pulling  down  a 
thing  which  was  dear 
to  me,  the  old  Germany 
to  which  I  was  linked 
by  ties  of  blood,  by 
fond  memories  and 
cherished  sentiments. 

The  difference  in  the 
degree  of  guilt  as  between  the  German  people  and 
their  Prussian  or  Prussianized  rulers  and  leaders  for 
the  monstrous  crime  of  this  war  and  the  atrocious 
barbarism  of  its  conduct,  is  the  difference  between 
the  man  who,  acting  under  the  influence  of  a  poison- 
ous drug,  runs  amuck  in  mad  frenzy  and  the  un- 
speakable malefactor  who  administered  that  drug, 
well  knowing  and  fully  intending  the  ghastly  con- 
sequences which  were  bound  to  follow. 

The  world  fervently  longs  for  peace.  But  there 
can  be  no  peace  answering  to  the  true  meaning  of 
the  word,  no  peace  permitting  the  nations  of  the 
earth,  great  and  small,  to  walk  unarmed  and  un- 
afraid, until  the  teaching  and  the  leadership  of  the 
apostles  of  an  outlaw  creed  shall  have  become  dis- 
credited and  hateful  in  the  sight  of  the  German  peo- 
ple, until  that  people  shall  have  awakened  to  a  con- 
sciousness of  the  unfathomable  guilt  of  those  whom 
they  have  followed  into  calamity  and  shame,  until 
a  mood  of  penitence  and  of  a  decent  respect  for  the 
opinions  of  mankind  shall  have  supplanted  the  sway 
of  what  President  Wilson  Wilson  has  so  trenchantly 
termed  "truculence  and  treachery." 

God  grant  that  the  German  people  may  before 
long  work  out  their  own  salvation  and  find  the  only 


He  1A10  shirks  the  full  measure  of 
not  deserve  to  stand  amongst  Americ 
men  anywhere. 


road  which  will  give  to  the  world  an  early  peace  and 
lead  Germany  back  into  the  family  of  nations  from 
which  it  is  now  an  outcast. 

From  each  of  my  visits  to  Germany  for  twenty-five 
years,  I  came  away  more  appalled  by  the  sinister 
transmutation  Prussianism  had  wrought  amongst 
the  people  and  by  the  portentous  menace  I  recog- 
nized in  it  for  the  entire  world. 

It  had  given  to  Germany  unparalleled  prosperity, 
beneficent  and  advanced  social  legislation  and  not 
a  few  other  things  of  value,  but  it  had  taken  in 

payment  the  soul  of 
the  race.  It  had  made 
a  "devil's  bargain." 

And  when  this  war 
broke  out  in  Europe,  I 
knew  that  the  issue  had 
been  joined  between 
the  powers  of  brutal 
might  and  insensate 
ambition  on  the  one 
side  and  the  forces  of 
humanity  and  liberty 
on  the  other,  between 
darkness  and  light. 

Many  there  were 
at  that  time  —  and 
amongst  them  men  for 
whose  character  I  had 
high  respect  and  whose 
motives  were  beyond 
any  possible  suspicion 
— who  saw  their  own 
and  America's  duty  in 
strict  neutrality,  men- 
tally and  actually,  but  personally  I  believed  from 
the  beginning  of  the  war,  whether  we  liked  all  the 
elements  of  the  Allies  combination  or  not — and  I 
certainly  did  not  like  the  Russia  of  the  Czars — 
that  the  cause  of  the  Allies  was  America's  cause. 

I  believed  that  this  was  no  ordinary  war  between 
peoples  for  a  question  of  national  interest  or  even 
national  honor,  but  a  conflict  between  fundamental 
principles  and  ideas;  and  so  believing,  I  was  bound 
to  feel  that  the  natural  lines  of  race,  blood  and  kin- 
ship could  not  be  the  determining  lines  for  one's 
attitude  and  alignment,  but  that  each  man,  what- 
ever his  origin,  had  to  decide  according  to  his  judg- 
ment and  conscience  on  which  side  was  the  right 
and  on  which  was  the  wrong  and  take  his  stand 
accordingly,  whatever  the  wrench  and  anguish  of 
the  decision.  And  thus  I  took  my  stand  three 
years  ago — 

But  whatever  one's  views  and  feelings,  whatever 
the  country  of  one's  birth  or  kin,  only  one  course 
was  left  for  all  those  claiming  the  privilege  of 
American  citizenship  when  by  action  of  the  Presi- 
dent and  Congress  the  cause  and  the  fight  of  the 
Allies  was  formally  made  our  cause  and  our 
fight. 


his  duty  and  allegiance  does 
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32« 


Notions  and  Fancy  Goods 


The  duty  of  loyal  allegiance  and  faithful  service 
to  his  country,  even  unto  death,  rests,  of  course, 
upon  every  American. 

But,  if  it  be  possible  to  speak  of  a  comparative 
degree  concerning  what  is  the  highest  as  it  is  the 
most  elementary  attribute  of  citizenship,  that  duty 
may  almost  be  said  to  rest  with  an  even  more 
solemn  and  compelling  obligation  upon  Americans 
of  foreign  origin  than  upon  native  Americans. 

For,  we  Americans  of  foreign  antecedents,  are 
here  not  by  the  accidental  right  of  birth,  but  by 
our  own  free  choice  for  better  or  for  worse. 

We  are  your  fellow  citizens  because  you  accepted 
our  oath  of  allegiance  as  given  in  good  faith,  and 
because  you  have  opened  to  us  in  generous  trust 
the  portals  of  American  opportunity  and  freedom, 
and  have  admitted  us  to  membership  in  the  family 
of  Americans,  giving  us  equal  rights  in  the  great 
inheritance  which  has  been  created  by  the  blood 
and  the  toil  of  your  ancestors,  asking  nothing  from 
us  in  return  but  decent  citizenship  and  adherence 
to  those  ideals  and  principles  which  are  symbolized 
by  the  glorious  flag  of  America. 

Woe  to  the  foreign-born  American  who  betrays 
the  splendid  trust  which  you  have  reposed  in  him ! 

Woe  to  him  who  considers  his  American  citizen- 
ship merely  as  a  convenient  garment  to  be  worn  in 
fair  weather  but  to  be  exchanged  for  another  one  in 
time  or  storm  and  stress! 

Woe  to  the  German-American,  so-called,  who  in 
this  sacred  war  for  a  cause  as  high  as  any  for  which 
ever  people  took  up  arms,  does  not  feel  a  solemn 
urge,  does  not  show  an  eager  determination  to  be 
in  the  very  fore-front  of  the  struggle,  does  not 
prove  a  patriotic  jealously,  in  thought,  in  action  and 
in  speech,  to  rival  and  to  outdo  his  native-born 
fellow-citizen  in  devotion  and  in  willing  sacrifice 
for  the  country  of  his  choice  and  adoption  and 
sworn  allegiance  and  of  their  common  affection  and 
pride. 

As  Washington  led  Americans  of  British  blood 
to  fight  against  Great  Britain,  as  Lincoln  called 
upon  Americans  of  the  North  to  fight  their  very 
brothers  of  the  South,  so  Americans  of  German 
descent  are  now  summoned  to  join  in  our  country's 
righteous  struggle  against  a  people  of  their  own 
blood  which,  under  the  evil  spell  of  a  dreadful  ob- 
session, and,  Heaven  knows,  through  no  fault  of 
ours,  has  made  itself  the  enemy  of  this  peace-loving 
nation,  as  it  is  the  enemy  of  peace  and  right  and 
freedom  throughout  the  world. 

To  gain  America's  independence,  to  defeat  op- 
pression and  tyranny,  was  indeed  to  gain  a  great 
cause. 

To  preserve  the  Union,  to  eradicate  slavery  was 
perhaps  a  greater  still. 

To  defend  the  very  foundations  of  liberty  and 
humanity,  the  very  groundwork  of  fair  dealing  be- 
tween nations,  the  very  basis  of  peaceable  living 
together  among  the  peoples  of  the  earth  against  the 
fierce  and  brutal  onslaught  of  ruthless,  lawless, 
faithless  might;  to  spend  the  lives  and  the  fortunes 
of  this  generation  so  that  our  descendants  may  be 
freed  from  the  dreadful  calamity  of  war  and  the 
fear  of  war,  so  that  the  energies  and  millions  and 


billions  of  treasure  now  devoted  to  plans  and  in- 
struments of  destruction,  may  be  given  henceforth 
to  fruitful  works  of  peace  and  progress  and  to  the 
betterment  of  the  conditions  of  the  people — that  is 
the  highest  cause  for  which  any  people  ever  un- 
sheathed its  sword. 

He  who  shirks  the  full  measure  of  his  duty  and 
allegiance  in  that  noblest  of  causes,  be  he  German- 
American,  Irish-American,  or  any  other  hyphenated 
American,  be  he  I.  W.  W.  or  Socialist  or  whatever 
the  appellation,  does  not  deserve  to  stand  amongst 
Americans  or  indeed  amongst  free  men  anywhere. 

He  who,  secretly  or  overtly,  tries  to  thwart  the 
declared  will  and  aim  of  the  nation  in  this  holy  war, 
is  a  traitor,  and  a  traitor's  fate  should  be  his. 


EARLY  BUYING  OF  FANCY  GOODS 
DESIRABLE. 

fc^F^vgg*  ONSIDERING  the  conditions  that 
v^MHi^x^  prevail  in  Europe  and  the  consequent 
I^^SkatMl  effect  upon  the  industries  of  this 
Ujv%wrj{/^  country,  it  is  really  remarkable  that 
such  a  splendid  showing  of  fancy 
goods  is  being  presented  for  the  approval  of  buyers. 
Notwithstanding  the  attractive  nature  of  the  mer- 
chandise being  shown,  the  advance  orders  being 
placed  for  fall  and  holiday  selling  are  not  very  en- 
couraging. True,  this  is  nothing  new;  fancy  goods 
buyers  as  a  rule  are  notoriously  slow  in  this  respect, 
but  why,  season  after  season,  they  persist  in  defer- 
ring buying  their  holiday  needs  until  the  last  mo- 
ment has  never  been  satisfactorily  explained. 

Any  buyer  who  makes  a  careful  study  of  his  needs 
and  the  conditions  which  prevail  in  the  market  to- 
day must  realize  that  the  early  placing  of  orders  for 
holiday  goods  is  not  only  advisable  from  the  point 
of  selection,  but  is  necessary  for  prompt  delivery. 

As  a  matter  of  fact,  the  more  progressive  and 
wide-awake  buyers  do  realize  the  advantages  accru- 
ing from  early  buying  and  are  anxious  to  make  their 
selections  early  in  the  season,  and  when  permitted 
take  full  advantages  of  the  opportunities  afforded. 
They  fully  realize  that  to  make  a  good  showing  in 
their  departments  and  make  a  satisfactory  profit  it 
is  absolutely  necessary  for  them  to  purchase  their 
needs  in  proper  season.  But  all  too  often  the  decision 
does  not  rest  with  them.  They  are  compelled  to  obey 
the  orders  of  their  employers,  or  more  frequently 
the  merchandise  man,  who  in  a  large  number  of  cases 
has  not  the  slightest  knowledge  of  the  conditions 
prevailing  in  the  particular  lines  the  buyer  is  inter- 
ested in. 

Thus  it  is,  in  the  majority  of  cases  of  delayed  buy- 
ing, the  buyer  is  not  to  blame ;  and  until  such  time 
as  competent  buyers  are  invested  with  the  proper 
amount  of  authority,  the  departments  in  their 
charge  must  necessarly  suffer.  A  little  later  in  the 
season  when  the  shopping  public  is  clamoring  for 
goods  not  in  stock,  by  reason  of  delay  in  ordering, 
these  same  merchandise  men  will  be  the  first  to  find 
fault  if  the  trade  of  the  department  is  not  up  to  the 
regular  standard,  and  will  not  hesitate  to  criticise 
the  buyer  for  not  having  in  stock  what  the  public 
demands. 
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Toilet  Goods  As  Christmas  Gifts 

Buyers  Should  Take  Full  Advantage  of  the  Patriotic  Atmosphere  Which  Is  Now  Abroad — American  Products 
Should  Be  Liberally  Featured — Window  Displays  Should  Reflect  the  Patriotic  Spirit  as  Never  Before. 

day  the  American  public  is  spending  money  natur- 
ally and  freely  according  to  its  legitimate  needs  and 
rational  desires. 

Feature  American  Products. 
American  products  should  be  featured  as  never 
before,  the  public  should  be  shown  and  told  what 
splendid  results  the  American  manufacturer  has 
achieved  in  the  opportunities  opened  for  him  by  the 
coming  of  the  war.  Something  of  his  struggles  in 
combating  rising  raw  material  and  labor  costs  could 
be  given,  for  it  is  inevitable  that  questions  will  be 
asked  by  people  who  will  require  diplomatic  hand- 
ling. In  these  days  the  merchant  who  asks  only  a 
fair  profit  is  in  danger  of  being  classed  with  the 
food  pirate. 

Let  window  displays  of  toilet  articles  be  plenti- 
fully decorated  with  red,  white  and  blue,  with  the 
"Made  in  America"  note  a  decided  feature.  Uncle 
Sam,  who  has  always  done  yeoman  duty  for  the 
Fourth  of  July  business,  should  be  recalled  for  holi- 
day duty.  The  pair  will  make  an  unbeatable  com- 
bination and  we  cordially  recommend  the  partner- 
ship. 

The  use  of  price  cards  in  show  windows  is  not 
made  as  much  use  of  during  the  holiday  season  as 
their  importance  warrants.  With  a  large  propor- 
tion of  the  shopping  public  price  is  the  most  im- 
portant feature  of  any  article  of  merchandise.  There 
are  thousands  of  persons  who  fear  to  enter  a  store 
that  gives  no  indication  as  to  the  prices  that  are 
likely  to  be  asked  for  the  merchandise  shown. 

In  all  stores  except  those  catering  for  the  most 
exclusive  trade  at  least  a  few  neat  price  cards  can 
be  used  to  advantage  in  any  merchandise  window. 
They  can  be  made  to  point  a  lesson  and  convey  to 
the  public  the  notice  that  good  values  are  the  rule 
and  not  the  exception.  If  this  is  done  it  will  un- 
doubtedly increase  considerably  the  number  of 
lookers  who  will  enter  the  store. 

Many  of  the  large  stores  in  New  York  that  con- 


Jr^^^^r^  HE  key  to  success  in  the  retailing  of 
y&jrSr?^)  toilet  goods  during  the  months  im- 
l$/kJi5\^f  mediately  ahead  is  to  be  found  in  the 
(f^CoBwF^  decision  to  make  full  use  of  the  patri- 
i^S^v<^^<>  otic  atmosphere  that  is  abroad  in  this 
great  land  of  ours.  From  this  time  forward  the 
merchandising  of  toilet  accessories,  and  in  fact  mer- 
chandising generally,  will  be  pretty  closely  allied 
to  war  time  patriotism,  and  this  alliance  is  emi- 
nently as  it  should  be. 

The  big  business  of  winning  the  war  is  your  busi- 
ness and  mine,  and  though  all  else  must  be  subju- 
gated, the  association  of  patriotism  and  business, 
rightly  aligned,  is  in  no  sense  deserving  of  criticism 
— it  is  the  natural  expression  of  a  normal  and  pa- 
triotic merchant. 

Furthermore,  all  signs  point,  good  prophets  agree 
and  statisticians  inform  us  that  the  fast  approaching 
Yuletide  will  surprise  the  fearful  ones  and  be  in 
many  lines  one  of  record  retail  results. 

The  business  outlook  in  this  particular  line  is  de- 
cidedly bright,  not  only  for  the  reason  that  money 
prosperity  extends  throughout  the  country,  most 
people  making  far  more  than  they  ever  did  before, 
but  because  American  women  are  taking  more  heed 
each  year  of  their  personal  appearance  and  are  will- 
ing to  spend  money  liberally  to  improve  it. 

Now  that  the  foodstuff  situation  is  under  Gov- 
ernment regulation  and  the  problem  of  conserving 
our  supplies  is  in  a  fair  way  of  being  solved,  it  is 
fair  to  presume  that  conditions  in  this  important 
respect  will  be  materially  eased  throughout  the 
country.  As  a  matter  of  fact  the  work  of  the  Gov- 
ernment has  already  produced  wonderfully  benefi- 
cent results.  These  are  some  of  the  conditions  that 
augur  auspiciously  for  the  Christmas  business  in 
toilet  goods. 

Of  almost  equal  importance  is  the  proved  policy 
of  the  public  to  spend  money  for  legitimate  needs 
and  not  to  hoard  it  out  of  general  circulation.  To- 
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sider  themselves  and  are  considered  by  the  public 
as  institutions  catering  to  the  highest  price  trade, 
do  not  disguise  the  fact  that  they  are  anxious  to 
secure  some  of  what  is  called  the  popular  trade. 
As  a  matter  of  fact  it  is  only  good  business  for  them 
to  seek  it,  and  profitable  when  they  get  it. 

Increasing  the  Business  in  Men's  Goods. 

While  the  majority  of  articles  sold  in  the  toilet 
goods  department  are  for  the  use  of  women,  the 
business  that  can  be  done  in  articles  for  men's  use 
forms  no  inconsiderable  portion  of  the  business  that 
can  be  done  by  proper  management.  A  cash  regis- 
ter should  by  all  means  be  installed  in  this  depart- 
ment, for  most  men  shy  from  the  average  store 
because  they  can't  select  an  article,  pay  for  it  and 
get  out.  They  shy  of  waiting  for  package  wrapping 
and  change. 

There  is  no  reason  on  earth  why  small  stores 
and  large  ones  should  not  get  rid  of  the  old  fash- 
ioned red  tape  that  requires  cash  boys  or  an  over- 
head trolley  system.  Bundles  can  be  wrapped  by 
the  clerk  making  the  sale  or  by  a  special  wrapper 
near  by. 

A  study  of  the  methods  of  retail  haberdashers 
provides  all  the  information  necessary  for  going 
after  the  trade  of  men  in  resultful  fashion.  Finally, 
their  follow-up  salesmanship,  which  has  been  re- 
peatedly advocated  in  this  journal,  should  be 
adopted. 

Holiday  Shoppers  Demand  Attractive  Goods. 

When  selecting  his  goods  for  holiday  selling  the 
toilet  goods  buyer  should  bear  in  mind  the  prefer- 
ence shown  by  holiday  shoppers  for  articles  which 
are  attractive  in  appearance.  As  a  matter  of  fact  the 
general  public  during  that  time  will  buy  merchan- 
dise that  they  would  scarcely  look  at  at  any  other 
season  of  the  year,  providing  that  it  is  put  up  in 
some  attractive  manner.  The  ordinary  purchaser 
looking  for  gifts  is  not  so  intent  upon  getting  values 
as  on  procuring  something  that  will  make  an  excep- 
tionally good  appearance  for  the  money  expended. 

It  is  human  nature  for  the  giver  of  a  present  to 
have  the  article  selected  present  as  good  an  appear- 
ance as  possible.  Men  particularly  are  influenced 
by  the  beauty  and  attractiveness  of  an  article,  and 
there  is  scarcely  one,  no  matter  how  liberal  he  may 
be,  who  does  not  like  to  feel  that  the  articles  he 
selects  for  presents  look  as  if  they  cost  more  than 
they  actually  did.  This  fact  is  well  worth  bearing 
in  mind  when  selecting  holiday  merchandise. 

Big  Business  Can  Be  Done  in  Mirrors. 

Mirrors  are  articles  which  should  command  par- 
ticularly the  attention  of  buyers  of  toilet  articles  at 
all  times  of  the  year,  but  especially  so  during  the 
holiday  season.  If  the  assortment  is  properly  kept 
up  and  a  good  display  made  of  the  newest  things  in 
mirrors  as  they  appear,  a  very  satisfactory  business 
can  be  done,  which  will  more  than  repay  the  little 
time  required. 

Hand  and  triplicate  mirrors  are  unsurpassed  as 
articles  for  Christmas  gifts,  and  the  assortment  that 
can  be  shown  should  make  the  choosing  easy  for  the 
purchaser.    Many  new  and  beautiful  patterns  and 


shapes  have  been  produced  in  hand  mirrors  during 
the  past  few  months  and  few  advances  have  been 
made  in  prices,  notwithstanding  the  recent  increase 
in  the  cost  of  production. 

Psyche  mirrors,  those  odd  shaped  mirrors  for 
women's  use,  are  having  a  splendid  sale.  The  ad- 
vantages possessed  by  these  odd-shaped  mirrors  in 
enabling  a  woman  to  comfortably  view  the  back 
of  her  head  without  having  to  reach  around,  com- 
mends them  to  womankind  generally.  These  new 
mirrors  have  backs  which  are  extremely  varied. 

KERLEY  KEW  WAVERS  WELL  ADVERTISED 
TO  CONSUMERS. 

A CLEVERLY  written  fashion  story  is  being 
distributed   for   publication   in   local  news- 
papers throughout  the  country.    Here  is  the  item: 

PARIS  SAYS  WAVES. 
Wavy  Hair  Now  Very  Popular  in  All  Fashion 
Centers. 

The  fashion  decrees  coming  from  Paris  bring 
with  them  the  welcome  news  that  the  latest  in  hair 
dressing  is  just  a  mass  of  long,  soft  waves.  To  the 
American  woman  who  cares,  this  is  delightful  news, 
because  she  has  always  been  particularly  partial  to 
the  gracefully  wavy  coiffure,  whether  for  formal 
occasions  or  ordinary  wear.  Stiff,  straight  hair 
styles,  somehow,  have  never  struck  the  fancy  of  the 
American  woman. 

New  York  has  been  quick  to  seize  upon  the  pre- 
vailing fashion  and  has  been  arranging  the  hair  in 
rippling  waves  that  lend  beauty  and  distinction  to 
the  face.  To  get  the  required  long  wave  many 
women  have  been  using  a  clever  little  device,  which 
has  made  its  appearance  lately  in  the  shops,  called 
Kurley  Kews.  This  little  article  is  so  cleverly 
twisted  that  after  the  hair  is  done  up  on  it  for  a 
few  minutes,  the  result  is  a  beautiful  and  graceful 
wave  effect  covering  the  entire  head.  Since  they 
can  be  had  at  almost  any  notion  counter  at  trifling 
cost,  many  women  are  waving  their  hair  with  Kur- 
ley Kews  rather  than  to  go  to  the  bother  and  ex- 
pense of  visiting  the  hair  dresser. 

Thus  the  Brett  Mfg.  Co.,  makers  of  the  Kerley 
Kew,  are  doing  their  part  in  the  work  of  helping 
the  retailer  sell  this  specialty. 

THE  CITY  COURTEOUS. 

THE  American  city  through  its  leaders  has  come 
more  and  more  to  appreciate  that  a  community 
has  a  reputation  and  a  character  as  has  an  individual. 
Just  as  a  man  has  a  name  for  being  clean  and  enter- 
prising and  courteous,  so  a  town  is  known  as  clean 
and  enterprising  and  courteous.  Only  those  con- 
cerned lump  the  qualities  and  call  it  a  "live  town." 
Just  as  a  man  is  slovenly,  selfish  and  boorish  so  a 
town  may  be  slovenly,  selfish  and  boorish,  and  it's 
called  a  "dead  town."  One  gets  into  trouble  try- 
ing to  put  a  finger  on  the  qualities  that  give  character 
to  a  town — or  to  a  person  either,  for  that  matter. 
So  is  the  combination,  the  result,  indefinable.  Some 
call  it  "spirit"  and  let  it  go  at  that.  Whatever  it  is 
that  makes  up  the  spirit  of  an  institution — whether 
civic,  religious,  educational  or  business  institution — 
one  of  the  basic  ingredients  is  courtesy. 
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Opportunities  for 


HE  buyer  who  makes  the  biggest 
success  of  his  department  is  the 
one  who  is  always  on  the  look- 
out for  new  and  novel  articles 
in  his  line,  and  having  found 
them  is  not  afraid  to  at  least 
sample  them  and  try  out  their 


The  timid,  unsuccessful  buyer  is  the  one  who  fails 
to  realize  the  fact  that  novelties  are  retailers'  tem- 
porary monopolies,  which  if  properly  displayed  and 
vigorously  pushed  not  only  bring  profit  but  reputa- 
tion to  those  who  have  sufficient  courage  to  invest  in 
them.  It  is  not  advisable  to  plunge  or  buy  heavily 
of  a  new  article,  for  the  very  fact  that  it  is  new 
carries  with  it  the  lack  of  precedent  as  to  how  it  will 
sell,  and  ordinary  business  judgment  would  suggest 
to  the  buyer  that  he  should  be  cautious,  but  not 
timid. 

In  regard  to  novelties,  sound  judgment  must  be 
used  in  the  buying,  and  energy  practised  in  the  sell- 
ing. Sometimes  the  latter  will  atone  for  mistakes 
in  the  former,  but  it  should  be  the  rule  that  when  any- 
thing new  is  bought  it  should  be  put  to  the  front  at 
once  and  pushed  to  the  limit  before  the  novelty  wears 
off. 

There  is  no  use  in  buying  a  novelty  and  then  sim- 
ply placing  it  in  stock  while  some  other  more  pushing 
buyer,  by  showing  it  to  advantage,  creates  a  demand 
for  it  and  gains  most  of  the  credit  for  introducing  it 
as  well  as  the  largest  share  of  the  profit  from  sell- 
ing it. 

Fancy  Goods  Unusually  Artistic. 

A  trip  through  the  sample  rooms  of  the  leading 
manufacturers  of  fancy  goods  would  convince  the 
most  casual  observer  that  the  merchandise  being 
shown  is  far  ahead  in  beauty  of  design  and  excel- 
lence in  finish  of  that  of  any  previous  season. 

This  trend  is  not  confined  to  any  particular  class 
of  merchandise,  but  it  is  particularly  noticeable  that 
many  manufacturers,  who  have  a  reputation  for 
producing  goods  intended  to  serve  a  useful  purpose 
only,  have  turned  their  attention  to  the  artistic  side 
of  their  products,  and  are  now  offering  for  sale 
goods  with  an  artistic  form,  which  while  in  no  way 
detracting  from  their  usefulness,  has  greatly  in- 
creased the  attractiveness  of  their  merchandise. 

One  of  the  lines  in  which  this  feature  has  been 
largely  employed  is  that  of  lamps,  electroiliers  and 
gasoliers,  which  from  articles  of  utility  have  devel- 
oped into  objects  of  beauty  and  art  and  found  a 
place  in  all  up-to-date  fancy  goods  departments. 

Clocks  are  another  line  which  has  greatly  im- 
proved in  artistic  elegance  in  recent  years.  Hall, 
boudoir,  mantel  and  bedroom  clocks  are  now  made 
in  forms  which  combine  utility  and  art  in  its  high- 
est form.  Stores  which  do  not  ordinarily  carry 
clocks  can  with  profit  add  to  their  fancy  goods 
stock  a  selected  line  of  fancy  clocks  suitable  for 
holiday  trade. 


icy  Goods  Buyers 

New  and  Handsome  Desk  Sets 

Fancy  goods  manufacturers  are  this  season  pay- 
ing considerable  attention  to  the  production  of  ex- 
tensive assortments  of  desk  sets,  with  the  result 
that  the  assortment  of  desk  sets  now  on  the  market 
is  considerably  larger  and  more  attractive  than  ever 
before. 

The  holiday  lines  now  being  displayed  include 
all  sorts  and  sizes  and  of  a  variety  of  materials,  in- 
cluding bronze,  silver  and  brass — the  latter,  how- 
ever, being  by  far  the  most  popular.  The  new 
metal  sets  enameled  in  imitation  of  old  ivory,  how- 
ever, are  running  the  brass  sets  a  very  close  race. 

The  new  designs  are  unusually  artistic,  many  of 
them  being  of  a  character  entirely  unlike  the  styles 
which  have  so  long  been  popular.  The  leading 
characteristic  of  the  newest  designs  is  a  severe  sim- 
plicity and  they  have,  as  a  rule,  a  subdued  air  that 
seems  to  be  more  in  keeping  with  the  somberness 
of  the  ordinary  library  than  the  bright  and  showy 
sets  which  were  popular  for  so  long  a  time. 

Ordinary  desk  sets  are  composed  of  from  eight 
to  twelve  pieces,  including  the  blotter,  the  more 
elaborate  ones  including  dainty  lamps,  match  box 
holders,  candlesticks,  etc.  One  set  composed  of  ten 
pieces  recently  shown,  includes  a  handsome  blotter 
with  elaborate  corners  and  an  inkwell  of  generous 
proportions.  The  pieces  were  made  of  an  opaque 
green  glass  that  had  been  cut  and  chiseled  after  the 
fashion  of  cameo  cutting,  the  raised  parts  showing 
almost  pure  white.  The  mountings  were  of  antique 
bronze  which  set  off  the  dark  green  glass  to  splendid 
advantage. 

The  Sale  of  Artificial  Flowers  and  Plants. 

A  branch  of  business  that  for  many  years  was  en- 
tirely monopolized  by  the  millinery  departments  of 
the  big  stores  throughout  the  country,  but  which  has 
in  a  large  measure  been  adopted  as  a  branch  of  the 
fancy  goods  departments,  is  that  of  artificial  flowers, 
plants  and  foliage.  Buyers  of  fancy  goods  who 
realized  not  only  the  steady  and  constantly  increas- 
ing demand  for  this  class  of  goods  for  the  beautify- 
ing of  homes,  but  the  increasing  use  of  them  for 
store  decorative  purposes,  added  this  branch  of  the 
business  to  their  departments. 

A  realization  of  the  importance  of  this  movement 
stimulated  manufacturers  to  added  efforts  to  increase 
this  branch  of  their  business,  with  the  result  that  a 
marked  improvement  has  been  shown  in  the  repro- 
duction of  ferns,  shrubs,  and  imitation  potted  plants 
generally,  which  has  naturally  increased  their  sale. 

The  manufacture  of  this  class  of  goods  has  now 
reached  such  a  high  state  of  perfection  that  almost 
every  known  flower  or  plant  is  so  successfully  imi- 
tated as  to  almost  defy  detection  at  a  little  distance. 

The  increasing  use  of  this  class  of  goods  for  the 
decoration  of  homes  has  induced  many  of  the  large 
department  stores  to  open  departments  devoted  ex 
clusively  to  their  sale.    Experience  has  shown  that 
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they  are  profitable  goods  to  handle,  besides  having 
the  added  advantage  of  beautifying  the  store. 

Window  dressers  now  use  quite  a  large  quantity 
of  these  artificial  plants  and  flowers  for  window  deco- 
rations ;  in  fact,  no  holiday  window  is  now  consid- 
ered complete  without  a  liberal  display  of  these  beau- 
tiful substitutes  for  natural  flowers  and  foliage.  The 
fact  that  they  can  be  used  a  number  of  times  with- 
out impairing  their  beauty  and  without  damaging 
them  in  any  way  is  a  strong  argument  for  their  use. 

 ♦  

THE  VOGUE  OF  THE  KNITTING  BAG. 

THE  popularity  of  knitting  bags  is  increasing 
at  such  a  rate  that  it  appears  more  than  likely 
to  seriously  affect  the  sales  of  leather  and  fabric 
hand  bags.  While  naturally  manufacturers  of  the 
latter  are  somewhat  fearful  of  the  loss  of  business 
which  is  likely  to  ensue  if  the  knitting  bag  craze 
continues,  retail  merchants,  as  a  rule,  rather  wel- 
come the  fad. 

Many  of  the  largest  merchants  say  that  not  only 
is  a  profitable  business  being  done  in  the  selling  at 
retail  of  the  ready-made  knitting  bags  and  the  mate- 
rials from  which  women  make  their  own,  besides 
knitting  needles,  worsteds,  etc.,  but  that  the  fashion 
is  going  far  to  solve  the  delivery  problem,  the  large 
size  of  the  bags  rendering  them  particularly  suitable 
for  the  carrying  of  small  packages  which  are  ordi- 
narily delivered  by  the  merchant  from  whom  they 
are  bought. 

Manufacturers  are  constantly  bringing  out  more 
and  more  attractive  designs,  which  are  as  quickly 
bought  and  liberally  featured  by  retailers.  No  up- 
to-date  retailer  should  let  this  fad  pass  without  mak- 
ing the  most  of  it. 

 ♦  

FORREST  &  MORRISON  FORM  LACE 
ASSORTMENT  PARTNERSHIP. 

THE  George  Forrest  Department  of  the  Pratt  & 
Farmer  Co.  will  be  discontinued  after  this 
year  and  will  be  carried  on  by  George  Forrest  and 
William  S.  Morrison  as  a  separate  business  with 
offices  at  373  Fourth  avenue,  New  York.  The 
George  Forrest  Department  has  long  been  the  lace 
assortment  division  of  the  Pratt  &  Farmer  Co. 
Commencing  January  1  the  firm  of  Forrest  &  Mor- 
rison will  take  over  this  division  and  will  supply  lace 
assortments  to  the  jobbing  trade  only. 

The  firm  wishes  it  clearly  understood  that  no  re- 
tail stores  will  be  on  their  calling  list,  nor  will  or- 
ders from  retail  establishments  be  taken,  as  their 
business  is  strictly  that  of  supplying  the  jobbing 
trade.  William  S.  Morrison  comes  to  New  York 
from  St.  Louis,  where  he  has  been  connected  with 
the  Ely  &  Walker  Dry  Goods  Co.  for  the  past  eight- 
een years,  the  last  eight  years  being  in  the  capacity 
of  buyer  of  laces  and  embroideries. 

 ♦  

ST.  LOUIS  RETAILER  IS  INSTALLING  NEW 
FIXTURES. 

NEW  space  has  been  taken  at  410  North  Sixth 
street,  St.  Louis,  by  the  Thomas  W.  Garland 
Dry  Goods  Co.,  whose  old  business  is  at  Thirteenth 
and  Broadway.  Ladies'  wear  and  furnishings  are 
featured.  Many  new  and  handsome  fixtures  have 
been  bought  for  the  new  location. 


Notions  and  Fancy  Goods 

FREYDBERG  BROS.  WARN  OF  RAILWAY 
CONGESTION. 

IN  a  recently  issued  statement,  Freydberg  Bros., 
Inc.,  well  known  suppliers  of  notion  specialties, 
say  that  many  of  the  retailers  and  out-of-New  York 
jobbers  are  in  danger  of  being  caught  short  of  needed 
merchandise  due  to  the  probable  inability  of  freight 
traffic  facilities  to  cope  with  the  situation  when  the 
holiday  rush  is  on.  The  merchants  of  the  entire 
United  States  should  help  to  prevent  any  serious 
shortages  of  merchandise  by  calling  on  suppliers 
now  for  enough  to  take  care  of  business  well  into 
next  spring. 

 ♦  

L.   T.   HILBORN   IS   YAPHANKERING  FOR 
WAR. 

THE  National  Army  has  been  joined  by  L.  T. 
Hilborn,  buyer  and  manager  of  Department 
12  (laces,  embroideries,  dressmaking  supplies,  sani- 
tary goods,  umbrellas  and  art  needlework  supplies) 
of  The  Charles  William  Stores.  Mr.  Hilborn  is  no 
yap  by  any  means,  but  he  is  hankering  to  do  his 
share  to  win  the  war,  so  he  has  gone  to  Yaphank. 

 *  

LARGER  BUILDING  FOR  J.  R.  BAKER  &  CO., 
WINONA  (MINN.). 

THE  department  store  of  J.  R.  Baker  &  Co.  has 
outgrown  its  old  quarters  and  is  moving  into 
a  larger  building  at  Winona,  Minn. 

 ♦  

Our  Boys  at  the  Front. 


Words  cannot  describe  the  pleasure  it  gives  the  boys 
in  khaki  to  receive  practical  gifts.  A  picture  such  as 
this  will  do  more  to  bring  it  home  to  the  folks  of  your 
tozvn  than  anything  else  you  can  do. 


On  goes  the  work  of  war, 
On  goes  the  knitting  for 
The  boys  who  will  fight 
To  set  the  world  right. 
Click!  the  needles  go! 
Click !  the  triggers  go ! 
Click!  Click!  Click! 


— That  might  well  be  the  knitting  song  of  America's  women  who  are 
doing  their  "bit."  Prominently  displayed  in  the  Arnold  Constable 
window,  here  illustrated,  is  the  announcement,  "While  the  war  lasts  we 
will  donate  to  the  American  Red  Cross  10  per  cent,  of  our  gross  sales  of 
woolen  yarns."  Thus  the  store  is  doing  its  "bit"  for  the  cause,  as  every 
retailer  should  do  something  no  less  substantial.  The  window  shows 
worsteds  in  hanks  and  balls,  sweaters,  knitting  needles  both  plain  and 
fancy  in  wide  assortment,  including  needles  of  wood,  aluminum,  steel, 
nickel  and  celluloid  in  translucent  and  opaque  effects,  variously  colored. 
The  needles  have  ornamental  guard  points  simulating  cartridge  shells 
and  tiny  leather  hats  and  boots  of  suede. 
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Notion*  and  Fancy  Goods 


Bright  Prospects  for 


HILE  manufacturers  of  high  class 
jewelry  and  importers  of  precious 
stones  do  not  feel  over-optimistic  re- 
garding the  business  that  is  likely  to 
develop  during  the  holiday  season  to 


come,  makers  of  what  might  properly  be  termed 
department  store  jewelry  are  almost  unanimous  in 
predicting  that  the  coming  Christmas  season  is 
likely  to  be  one  of  the  most  prosperous  ever  known 
to  the  trade.  Their  predictions  are  not  based  upon 
hearsay,  but  upon  the  orders  they  have  already  on 
hand,  and  upon  the  inquiries  being  constantly  re- 
ceived from  all  parts  of  the  country. 

While  perhaps  a  fair  business  may  be  done  in 
the  higher  grades,  there  is  every  reason  to  believe 
that  the  principal  demand  will  be  for  medium  priced 
goods.  The  place  of  those  who  formerly  purchased 
the  higher  priced  goods  will  be  taken  by  the  newly 
rich — those  people  whose  incomes  have  been  in- 
creased as  a  result  of  the  war. 

This  will  be  more  particularly  noticeable  in  the 
districts  where  the  chief  industries  are  in  the  direc- 
tion of  supplying  the  needs  of  the  Government  in 
carrying  on  the  war,  particularly  munition  manu- 
facturing. Operatives  in  these  plants  and  other 
factories  are  earning  more  money  than  ever  be- 
fore and  it  is  more  than  natural  that  they  should 
expend  a  considerable  portion  of  their  excess  in- 
come on  articles  for  their  personal  adornment.  At 
least  that  has  been  the  experience  of  other  countries 
engaged  in  the  war,  and  it  will  doubtless  be  the 
experience  of  our  own  country,  to  even  a  greater 
extent. 

Buyers  must  not  expect  to  be  able  to  buy  jewelry 
at  the  same  prices  as  have  prevailed  in  the  past, 
prices  are  constantly  advancing  and  are  likely  to 
go  much  higher  as  the  holidays  approach.  This  is 
largely  the  result  of  the  scarcity  of  skilled  labor 
and  the  shortage  of  materials,  besides  which  there 
is  the  general  advance  in  wages  to  be  reckoned 
with.  It  would  seem  therefore  to  be  wisdom  on 
the  part  of  buyers  to  make  their  purchases  at  the 
earliest  possible  date,  so  as  to  get  the  benefit  of 
the  favorable  conditions  which  now  present  them- 
selves. 

The  Popularity  of  Jet. 

The  most  striking  feature  of  the  business  now 
being  done  in  jewelry,  is  the  decided  revival  of  the 
demand  for  jet.  Stocks  of  jet  jewelry  in  the  hands 
of  jewelers  is  exceedingly  low,  and  in  the  whole- 
sale jewelry  district  of  New  York  jewelers  have 
been  ransacking  dusty  storerooms  for  supplies 
which  were  put  away  when  last  the  popularity  of 
jet  declined  and  gayer  colors  in  jewelry  became 
the  vogue. 

While  the  shortage  is  general,  a  well  known  im- 
porting house  on  lower  Broadway,  New  York,  has 
recently  received  a  very  large  shipment  of  novelties 
in  Whitby  jet,  in  consequence  of  which  they  are 
fully  equipped  to  supply  the  holiday  demand  that  is 
sure  to  materialize. 


Business  in  Jewelry 

The  making  of  jet  jewelry  is  essentially  an  Eng- 
lish industry,  and  although  genuine  jet  may  be 
found  in  some  parts  of  Pennsylvania  and  Colorado, 
but  little  of  it  has  been  mined  and  made  into  jew- 
elry by  American  artisans.  Even  in  those  days 
when  jet  was  "King,"  America  imported  its  sup- 
plies from  the  ancient  town  of  Whitby,  England, 
which  for  generations  had  held  a  practical  monopoly 
of  the  trade.  In  fact,  it  is  the  real  Whitby  jet  that 
the  "woman  who  knows"  prefers  and  demands. 

The  genuine  Whitby  jet  is  of  a  velvety  black 
color.  It  is  quite  tough  and  not  too  brittle,  so  that 
it  can  be  easily  carved  with  a  knife,  worked  on  a 
lathe  or  grindstone,  filed  and  ground.  At  the  same 
time  it  is  hard  enough  to  stand  considerable  wear. 
It  is  slightly  warm  to  the  touch,  and  a  lack  of  that 
quality  indicates  that  the  ornament  supposed  to  be 
real  Whitby  jet  is  really  made  of  glass,  black  onyx, 
or  some  other  substitute  Onyx  is  more  largely 
used  in  the  United  States  than  anywhere  else  as  a 
substitute  for  jet.  When  natural  black  onyx  is 
used,  American  lapidaries  have  found  a  method  of 
giving  it  the  velvety  appearance  so  much  desired. 
Nearly  all  the  black  onyx  used  as  a  substitute  for 
jet  is  colored  in  that  way. 

Where  the  Real  Jet  Comes  From. 

Out  of  the  face  of  steep  cliffs  at  Whitby  has 
come  for  more  than  1,500  years  jet  answering  the 
highest  requirements.  The  jet  comes  in  flattened 
layers,  the  largest  pieces  ever  found  being  about 
six  feet  long  and  weighing  about  fifteen  pounds. 
From  three  to  four  tons  have  been  mined  in  a  year 
at  Whitby,  and  the  town  has  received  as  much  as 
$500,000  for  a  year's  output  of  jet  manufactured  into 
ornaments. 

At  times  several  thousand  skilled  operatives  have 
been  employed  near  the  Whitby  mines  in  carving 
the  material  and  making  it  up  into  many  kinds  of 
ornamental  articles.  Efforts  of  manufacturers  in 
New  York  and  various  cities  in  Germany  and 
France  to  compete  with  Whitby  carvers  and  polish- 
ers have  been  invariably  futile. 

Government  aid  was  once  given  by  Germany  in 
an  effort  to  support  a  jet  industry  at  Wurtemberg, 
but  the  experiment  failed.  France  had  a  jet  work- 
ing industry  which  died  out  in  the  eighteenth 
century. 

In  the  early  years  of  the  late  Queen  Victoria's 
reign  the  Whitby  jet  industry  was  at  its  greatest. 
The  Queen  set  the  example  of  wearing  jet  jewelry. 
After  the  death  of  the  Prince  Consort  jet  became 
the  fashionable  jewelry  of  mourning  in  England. 
In  this  country  the  Civil  War  and  the  mourning 
for  the  dead  soldiers  helped  the  jet  trade. 

So  great  was  the  demand  that  inferior  jet  from 
France  and  Spain  was  shipped  to  Whitby  and  there 
carved  and  sold  as  the  genuine  native  product.  The 
funeral  character  given  to  jet  with  the  use  of  cheap 
grades  and  of  imitations  proved  the  undoing  of  the 
trade  and  the  demand  for  black  jewelry  remained 
at  a  rather  low  ebb  until  the  present  revival. 
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Keep- Warm 
Buttons 


With  the  First  Chill  of  Winter  the  Prevailing 
Thought  Is  to  "Button  Up"  Against  the 
Cold.    Sell  Buttons  Wrapped  in 
the  "Keep-Warm"  Idea. 


By  Le  Boutoniere. 


EASON  for  season,  there  is  always  a 
seasonable  thought  in  connection  with 
any  merchandise  which  lives  to  earn 
a  place  in  your  regular  stock.  Every 
department  head  recognizes  the  fact, 
but  not  every  department  head  puts 
the  merchandising  mechanism  of  the 
fact  to  work.  Just  now  you  want  the  best  plan  that 
can  be  evolved  for  promoting  the  sale  of  buttons 
with  especial  reference  to  their  use  on  winter  gar- 
ments. 

So  the  first  thing  we  want  is  that  one  strong  fact 
which  distinguishes  the  buttons  of  winter  from  those 
of  other  seasons.  Are  you  married?  Then  perhaps 
you  will  recall  the  many  times  repeated  words  which 
your  wife  called  after  you  last  winter,  every  winter, 
as  you  hurried  off  to  business. 

"Keep  your  coat  buttoned!" 

When  you  were  going  to  school  that  was  what 
your  mother  said  to  you.  Now,  if  you  have  chil- 
dren, those  are  the  words  of  admonishment  that  your 
wife  calls  to  them  from  the  doorway : 

"Keep  your  coat  buttoned." 

And  that  is  the  very  special  fact  about  winter  but- 
tons ;  they  are  indeed  worn  "to  button."  They  must 
be  suitable,  and  quite  all  that  heavier  winter  gar- 
ments require  of  buttons,  but  they  are  indeed  but- 
toned— not  attached  simply  and  solely  for  ornamen- 
tation. If  I  were  a  buyer  I  should  see  to  it  that  my 
store's  advertising  gave  proper  space  to  special  talks 
on  the  importance  of  having  buttons  in  every  home, 
ready  to  guard  folks  against  the  chill  of  winter. 

Winter  is  the  season  when  there  is  an  actual  and 
definite  health  value  in  buttons.  I  certainly  would 
have  a  few  illustrations  ready  to  give  point  to  the 
health  preserving  value  of  keep-warm  buttons.  A 
drawing  of  a  rosy  cheeked,  robust  youngster,  warm- 
ly "buttoned  up,"  with  some  good  advertising  copy 
on  the  subject,  will  go  a  long  way  toward  rounding 
out  the  figures  of  your  button  sales  at  a  new  high 
mark.  There  is  nothing  like  touching  the  human- 
interest  side  of  your  merchandise.  It  makes  your 
department  so  much  more  alive  and  personal  to  the 
shopping  public. 

Keep-warm  buttons  will  be  just  the  same  buttons 


they  were  without  that  seasonable  name,  the  main 
difference  being  that  with  the  keep-warm  idea  at- 
tached to  winter-wear  stock  the  buttons  take  on  a 
new,  individual  interest  to  the  folks  who  are  going 
to  need  buttons  for  their  winter  attire. 

It  would  be  well  to  feature  the  keep-warm  and 
button-up  ideas  in  picture  and  phrase  in  connection 
with  the  advertising  of  the  garment  departments  of 
your  store.  Attractive  advertisements  for  cloaks, 
coats,  suits,  dresses,  sweaters,  etc.,  can  all  be  made 
to  indirectly  attract  favorable  notice  to  the  button 
features  of  the  season's  styles,  and  therefore  to  your 
stock  of  buttons. 

As  to  the  styles,  their  use  of  buttons  as  a  trim- 
ming which  are  seen  about  town,  it  is  amazing  how 
many  attractively  unique  methods  of  attaching  but- 
tons have  been  evolved  from  a  purely  ornamental 
standpoint.  Just  the  other  day  I  noticed  a  new  fall 
suit  which  used  English  buttons  to  turn  the  lower 
sleeve.  The  lower  sleeve  was  literally  encrusted 
with  buttons.  They  formed  an  armor-like  sheath 
of  bristling  buttons. 


YPSILANTI  SOON  TO  HAVE  A  NEW  RETAIL 
STORE. 

1"T  is  reported  that  the  General  Stores  Corporation 
will  erect  a  new  department  store  at  Ypsilanti, 
Mich.  The  lines  to  be  featured  are  ladies'  furnish- 
ings and  general  merchandise,  including  toilet  goods, 
art  needlework,  etc.  The  property  on  which  the 
building  will  be  erected  is  at  Cross  and  Perrin 
streets. 


EDWIN  JOHNSON  NEW  OWNER  OF  ISHPEM- 
ING  (MICH.)  DEPT.  STORE. 

THE  retail  business  formerly  owned  by  E.  A. 
Johnson  at  Ishpeming,  Marquette  County, 
Mich.,  is  now  owned  and  conducted  by  Edwin  John- 
son. A  varied  stock  is  carried  and  the  store  ex- 
pects to  make  a  feature  of  notion  items. 


ALFRED  FANTL  ACQUIRES  ACCOUNT  OF  H. 
P.  WASSON  &  CO. 

THE  latest  addition  to  the  line  of  accounts  rep- 
resented in  the  New  York  market  by  Alfred 
Fantl  is  H.  P.  Wasson  &  Co.,  of  Indianapolis. 


Notions  and  Fancy  Goods 


Sell  'em  in  the  Morning 

The  Importance  of  Early  Christmas  Shopping — Impress  Upon  Customers  to  Not  Only  Do  Their  Christmas  Shop- 
ping Early  in  the  Season,  but  Early  in  the  Day — The  Scarcity  of  Desirable  Help  Can  Be  Greatly  Mini- 
mized If  the  Public  Can  Be  Induced  to  Shop  in  the  Morning  Instead  of  the  Afternoon. 


T  about  this  time  of  the  year  retail  mer- 
chants usually  attempt  by  various 
means  to  encourage  their  customers 
to  commence  their  purchasing  for 
Christmas.  This  year  is  no  exception 
to  the  rule.  Already  many  merchants,  by  means  of 
advertising  and  the  placing  of  signs  in  their  stores, 
are  calling  the  attention  of  their  customers  to  the 
advisability  of  doing  their  Christmas  shopping 
early. 

While  this  matter  of  early  Christmas  shopping  is 
of  considerable  importance,  a  better  distribution  of 
business  throughout  the  day  is  even  more  so,  and 
there  is  considerable  talk  over  the  advisability  of 
starting  a  movement  among  merchants  urging  not 
only  early  shopping  but  shopping  early  in  the  day. 
Though  this  is  but  one  of  many  plans  which  mer- 
chants are  considering  in  connection  with  the  holi- 
day trade,  it  is  believed  that  none  will  do  more  to 
facilitate  the  handling  of  the  rush  of  business  which 
has  already  begun. 

As  the  season  progresses  and  the  shortage  of  de- 
sirable help  becomes  more  acute,  the  tendency  on 
the  part  of  women  to  ignore  the  stores  during  the 
morning  hours  and  to  do  the  greater  part  of  their 
shopping  in  the  afternoon  is  causing  much  anxiety 
on  the  part  of  store  keepers  generally.  It  is  said 
that  at  least  seventy-five  per  cent,  of  the  day's  busi- 
ness is  transacted  between  2 :30  and  5  o'clock  in  the 
afternoon.  The  consequence  of  this  is  that  retailers 
are  compelled  to  maintain  a  large  force  of  help  to 
take  care  of  the  rush  of  business  in  the  afternoon, 
which  is  practically  idle  during  the  greater  part  of 
the  morning. 

The  war  is  not  going  to  curtail  business;  on  the 
contrary,  it  is  going  to  increase  it.  The  fact  that 
there  is  very  little  unemployment,  and  wages  with 
but  few  exceptions  are  unusually  high,  will  cause  an 
unprecedented  rush  of  Christmas  buying.  Prepara- 
tions for  this  immense  business  and  plans  to  over- 
come the  difficulties  that  will  develop  during  the 
coming  season  must  be  made,  and  made  at  once. 

As  it  would  seem  to  be  impossible  for  retail  mer- 
chants to  secure  all  the  additional  help  they  need, 
they  must  of  necessity  turn  their  attention  to  meth- 
ods and  means  of  using  the  help  they  have  to  better 
advantage.  They  can  increase  the  efficiency  of  their 
sales  forces  to  a  considerable  extent  by  familiarizing 
them  with  the  fundamental  principles  of  salesman- 
ship, and  by  assisting  them  to  a  better  knowledge 
of  the  lines  which  they  are  to  sell. 

But  the  chief  problem,  as  said  before,  is  to  secure 
a  better  and  more  even  distribution  throughout  the 
entire  day  of  buying  activity  on  the  part  of  the  pub- 
lic. Thus  the  necessity  of  not  only  encouraging  the 
public  to  do  their  Christmas  shopping  early,  but  to 
do  it  early  in  the  day.  It  should  be  explained  to 
them  that  by  shopping  early  they  would  get  much 


better  attention  from  the  salespeople,  because  of  the 
absence  of  clamoring  crowds  impatient  to  be  waited 
on,  which  frequently  requires,  though  it  is  an  unde- 
sirable practice,  that  the  salesperson  attend  to  two 
or  more  customers  at  the  same  time.  Also  that 
they  would  have  much  better  opportunity  to  make 
selections  from  a  counter  or  table  full  of  merchan- 
dise, and  there  would  be  a  much  better  assortment 
from  which  to  chose.  If  this  could  be  accomplished 
to  any  reasonable  extent  there  would  be  a  great 
many  less  unsatisfactory  purchases  made,  and  the 
returned  goods  evil  correspondingly  lessened.  The 
savings  resulting  to  the  merchant  would  enable  him 
to  offer  better  values  in  many  lines,  and  the  custom- 
ers would  receive  the  benefit. 

Unfortunately,  however,  suggestions  of  this  kind, 
which  would  result  in  a  saving  to  the  merchant, 
whether  they  emanate  from  Washington  or  from 
merchants  themselves,  are  almost  invariably  met 
in  some  quarters  with  varying  degrees  of  skepticism. 
An  example  of  this  was  the  reception  given  in  some 
sections  to  the  "carry  your  own  package"  move- 
ment, and  the  demand  that  a  discount  be  given  on 
all  articles  purchased  and  carried  home  by  the 
shopper.  Manifestly,  to  those  at  all  familiar  with 
the  problems  of  merchandising,  such  a  discount  is 
manifestly  impossible.  But  the  point  is  that  in  in- 
troducing to  the  public  these  various  and  sometimes 
almost  revolutionary  plans  born  of  these  abnormal 
times,  it  is  necessary  that  the  greatest  care  be  exer- 
cised to  avoid  as  far  as  possible  regrettable  misun- 
derstandings. Nothing  needs  greater  emphasis 
than  the  fact  that  any  economy  or  saving  accom- 
plished in  merchandising,  either  by  the  cooperation 
of  the  public  or  by  any  other  means,  is  forced  by 
the  inevitable  laws  of  competition  back  into  the 
pockets  of  the  buying  public. 

For  example,  suppose  that  through  the  coopera- 
tion of  the  women  of  a  certain  town  buying  in  the 
stores  is  spread  more  evenly  over  the  entire  day  and 
a  saving  in  the  cost  of  merchandising  is  effected. 
The  retailers  in  that  particular  place  would  be  able 
to  use  the  money  thus  saved  in  improving  the  qual- 
ity of  their  offerings,  and  raise  the  standard  of  qual- 
ity and  workmanship  of  their  merchandise.  In 
these  days  of  ever  increasing  costs  of  doing  business 
the  stores  will  have  to  depend  more  and  more  upon 
the  cooperation  of  the  public  to  reduce  the  cost  of 
distribution  and  their  help  should  be  secured 
wherever  possible. 


A  FEW  ADVERTISING  HINTS. 

Advertising  never  takes  a  day  off. 
Sweet  are  the  uses  of  advertising 
No  day  without  an  advertisement. 
Advertise  today,  and  sell  tomorrow. 
The  path  to  the  purse  is  publicity. 
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The  Names  and  Addresses  of  the  Firms  and  Other  Details 
May  Be  Obtained  by  Writing  to  McCready  Publishing  Co. 
(Notions  and  Fancy  Goods),  118  East  28th  Stret,  N  ew  York. 
In  Applying  for  Addresses  Refer  to  File  Number  Preceding 
the  Item  and  Write  Request  for  Each  Opportunity  on 
Separate  Sheet. 


No.  7001 — A  firm  in  British  East  Africa  wishes 
to  purchase  pocket  watches  that  sell  in  the  United 
States  for  about  $1,  300  of  which  are  desired  an- 
nually; cheap  and  medium  grade  alarm  clocks,  400 
per  year  of  which  can  be  used;  and  wrist  watches 
with  leather  holders,  to  be  of  cheap  nickel,  oxidized 
metal,  etc. ;  about  500  of  these  are  desired  annually. 
Payment  will  be  made  by  sight  draft  with  bill  of 
lading  attached.  Quotations  are  preferred  in  Eng- 
lish sterling.  Goods  should  be  packed  in  extra 
strong  cases  with  waterproof  lining  and  wrappings. 
Correspondence  may  be  in  English.  Reference. 

No.  7002 — A  firm  in  Italy  desires  to  purchase 
large  quantities  of  needles,  pins,  cotton  thread, 
thimbles,  spools  and  awls  with  wooden  handles,  for 
fitting  out  mending  kits  for  soldiers.  A  sample  of 
the  kit  with  above  mentioned  articles  inclosed  may 
be  examined  at  the  Bureau  or  its  district  offices. 
(Refer  to  file  No.  92051.)  The  firm  also  wishes  to 
buy  cheap  iron  scissors  and  pocket  combs,  also  to 
be  used  in  kit.  Correspondence  should  be  in  French 
or  Italian.  Reference. 

No.  7003 — A  firm  in  Russia  is  in  the  market  for 
the  following  lines :  Toilet  articles,  soaps,  fancy 
leather  goods,  skins,  belts,  toys,  cutlery  and  sta- 
tionery. Correspondence  in  Russian,  French  or 
English.  References. 


No.  7004 — A  commission  merchant  in  Spain 
wishes  to  secure  an  agency  for  the  sale  of  toilet 
articles,  soap  and  perfumery.  Correspondence 
should  be  in  Spanish.  References. 

No.  7005 — The  general  manager  of  a  firm  in  Brit- 
ish East  Africa  wishes  to  be  placed  in  communica- 
tion with  American  manufacturers  and  exporters  of 
tobacco,  cigarettes  and  cigars ;  cutlery,  crockery, 
glassware,  enamel  and  aluminum  ware;  lamps, 
sponges,  stationery,  such  as  writing  paper,  inks, 
playing  cards,  novels,  books,  etc. ;  watches  and  time- 
pieces, toilet  articles,  such  as  perfumery,  soap,  etc. 

No.  7006 — An  agency  is  desired  by  a  man  in 
Spain  for  the  sale  of  dry  goods,  notions,  lace,  caps, 
hats,  buttons,  hooks,  belts,  gloves  and  suspenders. 
Correspondence  should  be  in  Spanish.  References. 

No.  7007 — An  agency  is  desired  by  a  man  in 
France  for  the  sale  of  leather  goods,  soaps,  perfum- 
ery, toilet  specialties,  etc.  Correspondence  should 
be  in  French.  References. 

No.  7008 — A  firm  in  Zanzibar  is  in  the  market  for 
safety  razors,  cutlery,  scissors,  fountain  pens,  toys, 
soap,  perfumery,  garters,  embroidery,  handkerchiefs, 
jewelry,  etc.  Samples  should  be  submitted  as  the 
manager  of  the  firm  is  to  make  a  tour  in  East  Africa 
and  wishes  to  carry  the  samples  with  him. 


CLASSIFIED 
ADVERTISEMENTS 


ACCOUNTS  WANTED. — A  reputable  New  York  City 
firm  having  live  selling  force  and  excellent  showroom 
wants  additional  lines  of  Art  Embroidery  materials,  in- 
fants' wear,  novelties,  etc.  Box  452,  Room  410,  118  East 
28th  Street,  New  York. 


EUREKA  SNAP  FASTENERS  Wanted.  An  export  firm 
has  an  order  for  "Eureka"  brand  fasteners.  Will  the 
makers  of  Eureka  brand  fasteners  please  communicate 
with  this  office  immediately?  Box  379,  McCready  Pub- 
lishing Co.,  118  East  28th  St.,  New  York. 


CONTROL  ENTIRE  BUILDING  for  your  business.  Will 
lease  five-story  loft  building  with  basement,  elevator 
and  improvements  on  26th  Street,  a  few  doors  west  of 
Broadway.  Reasonable  rent  for  three  or  five  years. 
Alfred  H.  Holbrook,  100  Broadway,  New  York  City. 


SALESMEN  WANTED  in  every  section  of  the  U.  S.  Men 
who  call  on  the  jobbers  and  wholesale  dry  goods  con- 
cerns and  can  handle  a  staple  notion  item  in  conjunc- 
tion with  their  other  lines. 

This  is  a  very  big,  attractive  proposition — an  unusual 
opportunity  for  men  that  are  experienced  or  have  an 
acouaintance  with  notion  buyers. 

The  article  in  question  will  be  forcefully,  nationally 
advertised. 

Give  references,  also  names  of  lines  you  handle. 
Box  486,  McCready  Publishing  Co.,  118  E.  28th  Street, 
New  York. 


SALESMAN  calling  on  the  notion  jobbing  trade,  depart- 
ment stores  and  syndicates  is  open  for  a  side  line,  Com- 
mission Basis.  Pox  287,  McCready  Publishing  Co.,  118 
East  28th  St.,  N.  Y. 


MANUFACTURERS,  READ  THIS 
We  are  an  old  established  house  of  the  highest  standing, 
and  want  to  represent  reliable  manufacturers  on  com- 
mission. Manufacturers  may  ship  and  bill  direct  to 
our  customers  and  we  will  guarantee  the  accounts 
and  advance  money  on  them.  If  desired,  stock  can 
be  carried  in  New  York  on  which  money  will  also  be 
advanced.  Correspondence  strictly  confidential.  Ad- 
dress: Commissions,  Box  154,  c/o  Notions  and  Fancy 
Goods,  118  E.  28th  Street,  New  York. 


BUSINESS  OPPORTUNITY 
SNAP  FASTENERS 

$15,000  investment  will  secure  a  half  interest  in  an 
up-to-date  plant  making  high  grade  spring  snap  fast- 
eners. The  shop  is  fully  equipped  as  machine  and  tool 
shop,  and  building  its  own  machines,  which  can  be  in- 
spected in  operation.  Raw  materials  on  hand  sufficient 
for  some  time  to  come. 

The  fasteners  and  trade  mark  are  well  known  to  the 
trade.  The  additional  capital  is  required  for  building 
more  machines  in  order  to  manufacture  on  a  large  scale. 
The  nrofits  are  enormous. 

Will  also  consider  offers  to  sell  outright,  as  our  finan- 
cial resources  are  too  limited  to  operate  on  a  large  scale. 
Only  responsible  parties  will  be  considered.  Box  72 
McCready  Pub.  Co.,  118  E.  28th  St.,  New  York. 


42 


Notions  and  Fancy  Goods 


IMPORTANT  SILK  CONSOLIDATION  OF 
CONN.  AND  MAINE  COMPANIES. 

THE  H.  K.  H.  Silk  Company,  of  Watertown, 
Conn.,  has  been  organized  with  a  capital 
of  $500,000  preferred  stock  and  $2,000,000  common 
stock.  This  corporation  has  purchased  the  property 
and  business  of  the  following  companies :  The  Ham- 
mond, Knowlton  Company  of  Putnam,  Conn.;  The 
M.  Heminway  &  Sons  Silk  Company  of  Watertown, 
Conn. ;  The  Eureka  Silk  Manufacturing  Company 
of  Portland,  Maine ;  The  Incorporated  New  London 
Wash  Silk  Company  of  New  London,  Conn. 

The  new  corporation  will  take  possession  of  the 
plants  of  the  four  old  corporations  on  January  2, 
1918,  and  will  then  begin  business  and  continue  the 
business  carried  on  by  the  four  corporations  whose 
property  it  has  purchased. 

The  officers  of  the  H.  K.  H.  Company  are  as  fol- 
lows: President,  C.  C.  Knowlton;  first  vice-presi- 
dent, George  A.  Driggs ;  second  vice-president, 
Theodore  B.  Thompson ;  treasurer,  H.  Morton  Mer- 
riman ;  assistant  treasurer,  Clarence  A.  Hammond- 
Knowlton;  secretary,  Frederick  W.  Shaw,  and  as- 
sistant secretary,  Clara  D.  Place.  The  H.  K.  H. 
Silk  Company  will  continue  to  manufacture  all  the 
well-known  brands  of  the  concerns  which  it  has  pur- 
chased, and  the  new  company  will  have  the  benefit 
of  t'he  services  of  those  who  for  so  many  years  have 
conducted  the  business  of  the  old  corporations  so 
successfully,  and  have  made  the  products  of  the  old 
concerns  what  they  are  and  are  universally  recog- 
nized to  be. 


W.  D.  DAVIS  GOES  TO  MABLEY  &  CAREW, 
ASSISTING  F.  G.  FLACK. 

BEGINNING  October  8,  W.  D.  Davis  joined  the 
organization  of  Mabley  &  Carew,  of  Cincin- 
nati, as  assistant  to  F.  G.  Flack  in  the  house  fur- 
nishings, china,  toys  and  electrical  departments. 
For  the  past  two  years  Mr.  Davis  has  been  assisting 
A.  D.  Wilhelm  at  the  William  Taylor  Son  &  Co.,  of 
Cleveland,  in  the  same  lines  of  merchandise. 


ENGLISH  EMBARGO  ON  NEEDLES. 

IT  has  just  been  announced  that  the  English  Gov- 
ernment has  placed  an  embargo  upon  the  ex- 
portation of  all  kinds  of  goods  manufactured  from 
steel  wire.  This  of  course  includes  all  kinds  of 
needles.  As  practically  all  the  sewing  needles  used 
in  this  country  are  made  in  England,  this  embargo 
is  a  serious  matter,  affecting  not  only  the  notion 
trade  but  all  the  women  in  this  country. 

THE  QUEEN  CO.  OPENS  STORE  AT  YOUNGS- 
TOWN. 

ITH  a  new  building  45  x  137  ft.,  at  Federal 
and  Hazel  streets,  Youngstown,  Ohio,  the 
Queen  Co.  has  opened  for  business  in  this  city.  They 
have  another  store  at  Columbus,  and  announce  that 
several  more  will  be  opened  in  cities  of  the  West. 

YAZOO  CITY  DEPT.  STORE  NOW  IN  NEW 
LOCATION. 

J J.  NORTH,  of  Yazoo  City,  Miss.,  has  moved 
•      into  his  new  quarters,  which  are  much  better 
and  larger  than  those  at  the  old  location. 


HOW  WILL  THE  NEW  POSTAL  RATES  AF- 
FECT RETAILERS'  CIRCULARIZING? 

ITHIN  the  past  decade  the  science  of  attract- 
ing trade  by  means  of  fac-simile  letters  and 
booklet  and  pamphlet  envelope  enclosures  has  be- 
come an  important  adjunct  of  retail  business  devel- 
opment. It  has  become  the  custom  to  send  litera- 
ture of  this  nature  in  sealed  envelopes  because  of 
the  better  tone  so  given  to  advertising  matter. 

There  are  important  reckonings  to  be  made  now 
as  the  result  of  the  new  postal  rates,  effective  No- 
vember 3,  which  increase  the  first  class  letter  mail 
from  two  to  three  cents.  It  is  probable  that  an  ap- 
preciable drop  in  the  quantity  of  first  class  mail  ad- 
vertising will  come.  The  added  third  in  the  cost 
of  postage  is  a  formidable  increase  to  many. 

The  chances  are  that  the  amount  of  advertising 
done  in  newspapers  and  periodicals  will  show  a 
strong  advance,  as  this  kind  of  advertising  now  be- 
comes by  far  the  most  economical.  In  this  there 
is  a  decided  benefit  to  the  standard  of  trade,  because 
the  covert  and  secret  mail  propositions  are  auto- 
matically reduced  in  frequency  by  the  high  cost  of 
mailing,  and  so  the  cause  of  open-and-above-board 
advertising  is  materially  strengthened. 


MAURICE  COHEN  SAYS  LACQUER  WORK  IS 
WANTED  FOR  HOLIDAY  TRADE. 

IN  line  with  the  present  craze  for  Oriental  goods, 
there  is  a  decided  leaning  toward  lacquer  effects 
for  lamps,  lamp  shades,  desk  sets  and  novelties  for 
holiday  selling.  Maurice  Cohen,  of  the  Ru-Ro  Art 
Decorating  Co.,  of  New  York,  says  that  the  need  for 
distinctly  holiday  merchandise  has  appreciably  stim- 
ulated the  demand  for  lacquer  goods. 


FACTORY  OUTPUTS  WANTED  BY  WELL- 
KNOWN  JOBBERS. 

ADOLPH  STRAUSS  &  CO.,  New  York  City, 
are  ready  to  take  on  several  new  lines.  It  is 
not  absolutely  essential  that  they  are  notion  special- 
ties ;  anything  of  a  kindred  nature  is  satisfactory. 
They  are  prepared  either  to  take  entire  outputs  of 
factories  or  handle  lines  of  reliable  manufacturers 
on  a  small  commission. 


Novelty  Cord  a>id  Tassel  Effects. 


w 
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U  Y 


(SUDD 


Embroidered 
SILK 
Emblems 

"Naval  Cadet  Brand" 

WE  SOLICIT  THE 
JOBBING  TRADE 

Bradford  Mfg.  Co. 

121-123  E.  24th  Street 
New  York  City 


Van  Blankensteyn  &  Hennings 

Importers  and  Manufacturers 

ART  EMBROIDERY  MATERIALS 
STAMPED  LINENS 
NEEDLES  BRAIDS 

471  Broadway,  New  York 


TASSELS 
NECK  CORDS 
NOVELTY 
TRIMMINGS 

Schwartz  &  Levine 

71-73  E.  27th  St. 
New  York 


RESLER  &  SONS 

Plain,  Fancy  and  Colored 

Pearl  Buttons 

1801  FIRST  AVENUE 
NEW  YORK 


IF  IT  IS 

Crochet  Buttons 

WE  MANUFACTURE  IN  THE  TJ.   S.  A. 

A.  Heymsfeld,  Inc. 

138  Fifth  Ave.,  New  York 


Cor 


Jobbing  Trade  Only 

PAUL  ZGURIS 

Manufacturer  of  Fancy  and  Plain 
Fresh  Water  and  Ocean 

PEARL  BUTTONS 

Carving  a  Specialty 

21-25  E.  Houston  St. 
Crosby  St.         New  York 


STUYVESANT  3619 

Art  Button  &  Novelty 
Mfg.  Company 

MANUFACTURERS  OF 
Jet  and  Fancy  Glass  Buttons 

Decorators  on  Buttons  of  Every  Description 
Ideas  Carried  Out  and  Confined 

106  E.  11TH  ST.,  NEW  YORK 


Jet !    Jet ! 

Always  Jet! 

Because  FASHION  DEMANDS  JET 

We  Are  Headquarters  for 

Real  Whitby  Jet 

Rich  in  Quality 
Inexpensive  in  Price 

Necklaces,  Bracelets,  Long  Chains, 

Crosses,  Earrings,  Pendants,  Hat  Pins 

Write  at  once  for  a  memo  selection  to 

BORRELLI  &  VITELLI 

Coral  Manufacturing  Co. 

401  Broadway         NEW  YORK 


Thone    9484  Madison  Square 

WILLIAM  REISS 

IMPORTER  OF 

Dress  Trimmings  and  Novelties 

Good  values  on  our  special  lines: 
Tassels,  Braids,  Jets,  Appliques,  Col. 
Beaded  Trimmings,  Garnitures,  Or- 
naments and  Tinsel  Trimmings,  etc. 

121-123  East  24th  St.,  New  York 


Snap  Fasteners 
Skirt  Beltings 

and  Mercerized  Threads  for 
Immediate  Delivery 

KAPLAN  &  GOLDBLATT 

46  Wect  26th  St.,  New  York 

Parragut  !)4o:j-»404 


Harris  Bros.  Silk  Co. 

A.  S.  JANSON,  Sales  Mgr. 

RIBBON 
MANUFACTURERS 
357  Fourth  Ave.,  New  York 


DAVID  BASCH 


JOBBERS  ONLY 

Collar  Supports 

COMPLETE  LINE. 
PROMPT  DELIVERIES 

CROWN 
NOVELTY  WORKS 

174    E.    Houston    St.,   New   York  City 


SILK  COTTON 


MOHAIR 


f  BRAIDS 

IN  ALL  WIDTHS 

PIONEER  BRAID  MFG.  CO. 

INC. 

251  West  19th  St.,  New  York 


SANITARY 
APRON 

Net  Top— Fancy  Stitch 
Dress  Protector 

Climax  Rubber 
Company 

530  Broadway 
New  York 


I  HURLEY  KEW  , 

I      WAVERS  ( 

Ilk  *>«'"•  V 


Made  of  soft  mate- 
rial that  cannot  cut 
or  injure  the  hair. 
Will  produce  a  long, 
natural   wave  in  15 
minutes  without  dis- 
comfort. Wrapped  sti 
in   a   package,  two 
dozen  in  an  attrac- 
tive display  cabinet, 
and  retail  for  10c. 
KURLEY  KEW 
WAVERS 
Send  for  sample    and  prices. 
Brett  Mfg.  Co..  Inc..  162  W.  34th  St..  N.  Y.  City 


"We  Strive  to  Please" 

Every  Notion  Man  Has 

A  Bias — It's  Economy 

**Economy" 

BIAS  SEAM  TAPE 

Put  Up  in  Attractive  and  Convenient 

Packages 

Place  your 

ORDER  today  EjCOllOlliy 
— tomorrow     w**  •      |  • 
never  comes.  jjlflCllIlff 

120  E.  27th  St. 
V^O«,  New  York  City 

/          BIAS  SEAM  TAPE  is  being  adver-  \ 
/                 tised  to  increase  your  sales.  \^ 
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Notions  and  Fancy  Goods 


Our  products  have  maintained  their 
supremacy  in  quality  and  attractive- 
ness in  price  during  the  past  six  years 

Samples  of  the  following  lines 
will  be  cheerfully  submitted: 
SNAP     FASTENERS :      "  Diamond  " 
"Standard." 

SNAP  FASTENER  TAPES:  "Standard" 
to  retail  10c  to  35c  per  yard. 

'ft^T  Brand  g^gfe™ 

SOLDIERS'  KITS,  RUBBERIZED  TRAVEL- 
ING CASES. 

RUBBERIZED  SHEETINGS,  BABIES' 
DIAPERS  and  DIAPER  PANTS. 

POWDER  PUFFS,  VANITY  BAGS,  etc.,  etc. 

Manufactured  exclusively  by  the 

INTERNATIONAL 
MANUFACTURERS  AGENCY,  Inc. 

461-463  Broome  Street    NEW  YORK,  U.  S.  A. 


Send  One  Dollar 
and 

NOTIONS  AND  FANCY  GOODS 
Will  Be  Sent  to  Your  Address 
Each  Month  for  a  Year. 


GLOBE  CLOTHING  CO.  ADDS  DRY  GOODS 
MERCHANDISE. 

SPRINGFIELD,  Mo.,  reports  contain  the  item 
that  R.  P.  Camp  has  succeeded  R.  H.  Walker 
as  the  head  of  the  Globe  Clothing  Co.  A  line  of  dry 
goods  is  being  added  and  the  business  is  expected  to 
develop  into  an  all-around  dry  goods  store. 


FOWNES 
GLOVES 


Established  1777 


119  West  40th  St. 
New  York 


0 


BOSTON  CHICAGO 
Carter  Building  1627  Marquette  Bldg. 

12  West  St.,  Room  614     140  So.  Dearborn  St. 

SAN   FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


BOSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  50  Sansome  Street 
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TRADE  MARK 
Registered 


TRADfc  MARK 


SPECIALTIES  IN  NOTIONS  © 

Poirier  &  Lindeman  Co. 


IMPORTERS 


TRADE  MARK 
Registered 


373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRADt  MARK 
Registered 


American 
Bead  Company 


The 

Largest 
Bead 
Concern 
in  the 
Universe. 


With  an 
Interna- 
tional 
Reputation 
for 

Novelties. 


TRADE.  MARK 


HOLIDAY  LINES  NOW 
READY 

Tremendous  Assortments  of  Exclusive  Novel- 
ties in  Beads  and  Beadwork,  including  Hand 
Bags,  Belts,  Girdles,  Necklaces,  Ornaments, 
Braids,  Laces,  Spangles  and  Trimmings. 

485  Fifth  Avenue 

Opposite  Public  Library 

New  York 


We  Babies  Demand 

t5TEWART'5  w 
JUPLEX 
SAFETY  PINS^ 

ASK  TO  SEE  THW  AND  LEARN  WHY 


'I  urn)  >lron3  doMllct  tl'n 


The  Sign  of  the  "Safest  Safety  Pins" 

This  striking,  colorful  sign  is  being  displayed 
by  dealers  everywhere — reminding  millions  of 
mothers  of  the  fact  that  Stewart's  Duplex  Safety 
Pins  are  best  for  baby,  and  marking  the  stores 
showing  it  as  stores  that  carry  quality  merchan- 
dise even  in  the  little  things. 

If  you  haven't  a  copy,  write  for  one  today. 

Prompt  shipment  of  immediate  orders. 

Consolidated  Safety  Pin  Co. 

Dept.  L  Bloomfield,  N.  J. 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 


ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


315-321  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 
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Notions  and  Fancy  Goods 


AmRDED 


pa" 

TOILET  BRUSHES 


SAN  FRANCISCO  ''"Oh 
1915-  1 


LARGEST  EXPORTERS  OF  THE   KIND  — DIRECT  TRANSACTIONS 


Sakabe  &  Co. 

Jiro  ^ietor     Osaka,  Japan 


Cambridge 
Leather  Goods  Co.,  inc. 


MANUFACTURERS  OF 


BAGS,  BELTS 


AND 


Leather  Novelties 

12  WEST  17TH  STREET 
NEW  YORK 


WE  ARE  PREPARED 

IMMEDIATE  DELIVERY! 

LADIES'  SUEDE  AND 
PATENT  LEATHER  BELTS 

ALL    WIDTHS— ALL  COLORS 

Cambridge  quality  and  prices  always  the  best 


<N>< 

Trade  Mark 

nagai&co. 

Formerly  Represented  in  U.  S. 

and  Canada  by 

MORIMURA  BROS. 

Have  opened  their  own  Offices 

and  Sample  Rooms  at 

45  East  17th  St. 

New  York 

Main  Office,        Pearl  Buttons 

Kobe,  Brushes 

Japan  Dolls 

"HOVTS  FAST  SELLERS" 

■■■■■■■i^^™^™^^^^^^^^*^^^^^^^^^ «^ mmt mm mm 

HO  YT'S 

GENUINE  GERMAN  COLOGNE 

HOYT'S 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

IF.  HOYT  &  CO.,  Ltd..  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER    CO.,  Inc.,  Selling  Agents 
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From  3  to  6  Buttons  to 


the  Card 

SO  HANDY  TO  SELL 


ALL  SIZES  AND  MANY 
STYLES  AT  POPULAR  PRICES 

EVERY  VARIETY  FOR 
MEN,  WOMEN  AND  CHILDREN 

QUICK  DELIVERY  OF 
ALL  LISTED  NUMBERS 

NORDHAUSEN 
BUTTON  COMPANY 


Rochester 
185  East  Ave. 


New  York  City 
120  W.  32nd  St. 


Trench  Mirrors 

Highly  Polished  Metal 
Put  up  in  Khaki  Cases  to  Retail 
at  25c  to  $1.25 

A  Practical 
Holiday  Gift 
For  the  Boy 
"Over  There" 

Order  now — while  there 
is  time — to  be  sure  that 
transportation  facilities 
are  not  overcrowded. 

E.  A.  GUTHMAN  CO. 

137  Fifth  Avenue,  New  York 


SmMb  NECK  BANDS 


1 


Fight  Grades— A£Grade  for  Every  Purpose — Every  Band  Perfect 


>SnUW>  BELTINE 


15  Numbers— Duck,  Crinoline — Shaped  and  Straight 


SmMb  BOYS'  PANTS  BANDS 


BOYS1 

— -j  y 

Pants  Band 

No.  201 

10  2VA 

3  Grades— With  Elastic  Under  Back  Buttonholes 


GILMAN  B.  SMITH  CO.,  InC.  Manufacturers 
121-125  West  17th  Street  NEW  YORK 


STANDARD  STAN  DA  R  DSTAN  PAR DSTAN DA  RD  STAND 

MAKERS  OF 

THE  FASTENER  YOU'LL  FANCY 

BLACK  OR  WHITE  IN  FOUR  STANDARD  SIZES 

%  %  %  and  No.  1 


Standard  Snap  Button  &  Fastener  Co. 

CHESTNUT,  JEFFERSON  AND  MALVERN  STREETS 

NEWARK  NEW  JERSEY 

STANDARDSTANDARDSTANDARDSTANDARDSTAND 
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Notions  and  Fancy  Goods 


LET  ME  START  YOUR  INFANT'S  NOVELTIES  DEP'T 

SPECIAL  $25.00  ASSORTMENT 
Which  You  Retail  for  $50.00 

JOSEPH  H.  JOSEPH 

MANUFACTURER  AND  IMPORTER 

31-33  West  31st  St.,  New  York 

CARRIAGE  STRAPS 
IVORY   and   PEARL   TEETHING  RINGS 
BABY  BASKETS,  RATTLES 
BABY  DECORATED  SETS 
BABY  COAT  &  CLOTHES  HANGERS 

w  


BABY  SCALES 

JEWEL  and  TRINKET  BOXES 
HAND  PAINTED  ART  GOODS 
BABY  ARMLETS 
SAFETY  PIN  HOLDERS 


EVERY    BOX  HAS    THE I 


MARK  OF  THE  GENUINE 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  to  list  for  Fall 
PRICES  RIGHT         SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House" 


The  Liberty  Kit 

IT  IS  A  BIG 

MONEY 
MAKER 
—Get  It^- 

r$4.50 

per  dozen;  terms,  3/10 

MADE    OF    GUARANTEED  WATER- 
PROOF OXFORD  CLOTH 

Climax  Rubber  Co. 

530  Broadway,  New  York 


What  Is  The  Best  Way  ^| 
To  Display  Your  Goods  F 
On  Retail  Counters  # 


Every  Manufacturer  and  Jobber  Should 
Advance  His  Best  Plans  in  the  Forth- 
coming 

Display  Methods  Number  of 
Notions   and   Fancy  Goods 

Communicate  with  the  McCready  Publishing  Company, 
118  East  28th  St.,  New  York 


Geo.  S.  Colton  Elastic  Web  Co. 

EASTHAMPTON,  MASS. 

Elastic  Webs 
Lisles,  Frills,  Cables,  Looms, 
Baby  Frills, 
Cords  and  Braids, 
Doll  Cords 
Elastic  Bandage  Webs 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


FITCHBURG  HORN  GOODS  CO. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS, 
HORN  HAIR  PINS 

Knitting  Pins,  Buttons  and 
Hair  Ornaments 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 

n  XT    a?  r»        18  W.  33rd  St. 

Premier  Notion  to.  n.y. 
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A.  M.  TURKELTAUB 


TELpPHnNF: 
MADISON  SQUARE  5327-5328-5329-4121 


JULIUS  LICHTER 


Sterling  Button  Company 


8-10-12-14  WEST  30th  STREET,  Near  5th  Avenue,  Sterling  Building 


NEW  YORK 


jUI 


3 


IMPORTERS  &  COMMISSION  MERCHANTS 
SMALL  WARES  AjND  NOTIONS 

4-7G  BROAD  WAV 
New  York 


0  ADJUSTABLE  HAT  LINING 

Makes  Any  Hat  Fit  Any 
Head  —  Comfortably 

A  Nationally  Advertised 
Quick  Seller  for  the 
Notion  Buyer 

PUT  A  FEW  ON  YOUR  COUNTER 

Sold  by  jobbers  everywhere.  If  your  Jobber 
does  not  have  it  write  us  for  the  name  of  the 

nearest  one  who  does. 

The  Pullastic  Co.  of  America, 

Incorporated 
49  E.  21st  St.  New  York 


NOW  MADE  IN  AMERICA 

The  same  grades  and  values  of  jet,  mat  and 

BEAUTIFULLY  DESIGNED  AND  COLORED 
BOHEMIAN  GLASS  BUTTONS 

Hat  CH  AS.  HO  YT  ASCH  &  CO.  came 

to  the  United  States  to  sell  from  the  Gablonz  factory  of  the 
company.  We  are  producing  these  buttons  in  our  factory  at 
New  York.   You  are  invited  to  call  at  the  office  and  show  room. 

24-26    East    21st    Street,    New  York 

Prices  and  Styles  on  Request  Phone:   Gramercy  5096 

BUTTONS     AND     SNAP  FASTENERS 


T  T\t\t  \  >0  "Ready -To -Use" 
I  JJNJNA  O  Mending  Tissue 

— ^ — —  is  always  the  best  on  the 
market.  An  article  of  merit.  Now  sold  by  hundreds 
of  jobbers  and  thousands  of  retailers  throughout  the 
United  States,  Canada  and  Mexico. 

WHY  BUY  AN  INFERIOR  ARTICLE  FOR  THE  SAKE  OF  A  FEW  PENNIES*  SAVING? 

Our  goods  are  well  and  favorably  known  everywhere  and 
can  be  relied  upon  to  do  the  work  for  which  they  are  used. 
Names  of  jobbers  who  handle  our  goods  in  your  neighbor- 
hood furnished  upon  application. 

MANUFACTURED  BY 

New  York  Specialties  Company 

467  Broadway,  New  York  City,  U.  S.  A. 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

Narrow  Woven  and  Braided  Fabrics 
Featherstitch  Stickerei 
Beltings  Wash  Trimmings 

Non-Elastic  and  Elastic  Webbings 
Corset  Trim,  Etc. 


TELEPHONE 
BERGEN  14M 


THE  J.  FELDMAN  COMPANY 


ESTABLISHED  1900 
INCORPORATED  1907 


CELLULOID  BUTTONS,  NOVELTIES  AND  ORNAMENTS 

31  to  39  Fremont  Street 
241  to  245Vs>  Golden  Street 


JERSEY  CITY,  N.  J.,  U.  S.  A. 


Index    to  Advertisers 
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Co  Safety  Pins     45 
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MCC READY  PUBLISHING  COMPANY  118  East  28th  St  NEW  YORK 
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S.  L  HOWARD'S  SON  &  CO.,        NEW  YORK 


Amber  Knitting  Pins 

10,  12  and  14-inch. 
Sizes— 2,  3,  4,  5,  6,  7,  8,  9,  10,  lOVz 

Steel  Knitting  Pins 

Numbers  11  and  12 

FOR  | 

REDCROS 

WORK  f 


THE 
QUEEN 
KNITTING 

BALL 
HOLDER 

Insures 
Smooth, 
Uniform 

Work. 


No  tangles 
or  snarls. 
No  soiled 
worsted 
from 
falling 
on  the  floor. 
Always  ready 
for  use. 


Every  one  is  knitting  for  the  Soldiers  and  Sailors 
Here  are  the  Necessities 

C.  H.  CROWLEY 

339  Broadway  215  So.  Market  St. 

New  York  Chicago 


November,  1917 
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MORE  DRESS  SHIELD 
BUSINESS  FOR  YOU 


T'O  demonstrate  the  remarkable 
daintiness  and  wonderful  invisi- 
bility of  the  new  flesh-colored 
Kleinert  Dress  Shields 

—  we  are  arranging  with  several  leading 
manufacturers  of  waists  and  dresses  to  put 
Kleinert  Dress  Shields  in  their  productions. 

This  means  more  dress  shield  business  fov 
you  because  when  the  dress  shields  must  be 
renewed  they  will  be  replaced  with  new 
dress  shields  purchased  at  your  notion 
department 

— because  women,  on  noting  the  daintiness 
of  the  new  dress  shields,  will  become  big- 
ger consumers  and  buyers  of  Kleinert 
Dress  Shields. 

L  B.  KLEINERT  RUBBER  COMPANY 
719  to  725  Broadway,  New  York 


 I 


Notions  and  Fancy  Goods 


A  perfectly  made  product  of  the 
Vulcanite  Manufacturing  Company 

ORDER  "ACORN"  NEXT  TIME 
WHEN  BUYING  FROM  YOUR 
JOBBER. ' 4  ACORN"  FASTENERS 
MEAN  SATISFIED  CUSTOMERS 

Made  in  0,  2/0,  3/0,  4/0 

Sole  Agents 

PORTER  BROS.  &  CO. 

106-108  WORTH  STREET  86  ESSEX  STREET 

NEW  YORK  Established  1855  BOSTON 

Commission  Merchants 


v 


c 


NOTION  SPECIALISTS 

For  the  Jobbing  Trade  Only 


N  ovember,  1917 
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Wm.  E.  Wright 
Pioneer  Manufacturer  of 
Bias  Fold  Tapes 


Willi  III  Ml  Wl 


WHERE  ARE  THE  NOTIONS  OF  YESTERYEAR?  Where  are  the 
natural  whalebones  which  were  once  such  profitable  merchandise? 
Where  are  the  brush  and  velvet  bindings  which  used  to  sell  in  such 
enormous  quantities?  Where  are  the  dozens  of  imported  notion  items 
that  used  to  be  sold  so  freely  before  the  war?  ECHO  AN- 
SWERS WHERE? 

Bias  fold  tape  has  always  been  used,  and  always  will 
be  used— our  Grandmothers  made  it  by  hand. 


Wright's  bias  fold  tape  is  a  staple  item  for  the  Notion  Department.  It  is  the  kind  of  item  on  which 
you  can  build  permanent  increasing  notion  business.  Women  who  sew  are  finding  new  uses  for  it 
every  day.  It  has  its  special  runs  for  novelties  and  fancy  work,  and  its  staple  everyday  use  for  plain 
sewing.  The  demand  for  it  grows  rapidly  wherever  full  stocks  are  kept.  While  hand  folded  bias 
tape  has  been  used  for  generations,  the  better  results  obtained  with  accurate  machine  folded  tapes 
enlarge  the  number  of  uses  every  year. 


We  call  special  attention  to  our  6  yard  goods  in  fine  quality  which  can  be  retailed  for  10  cents, 
affording  you  an  excellent  profit  and  giving  the  consumer  the  benefit  of  a  strictly  high  grade  article. 
Ask  your  jobber  to  show  you  70-A  excellent  fine  cambric  in  white  only  up  to  and  including  No.  5,  and 
75-A  and  80-A  India  Lawn  in  black,  white  and  colors  up  to  and  including  No.  5.  These  numbers  in 
high  grade  fabrics  have  proved  specially  profitable  to  merchants  handling  them. 


Goes  on  Forever 


Good  10  Cent  Items  Are  In  Demand 


Made  in  the  17.  S.  A. 


For  Sale  by  All  Jobbers 


WM.  E.  WRIGHT  &  SONS  CO. 


Manufacturers 

315-317  Church  Street  and  38  Lispenard  Street,  New  York 


STOCKS    CARRIED    AT    ALL  AGENCIES 


CHICAGO— E.  S.  Ransom.  325  W.  Adams  St. 


ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Av. 


PHILADELPHIA— James  F.  McCarriar,  1011  Chestnut  Street 


Notions  and  Fancy  Goods 


"Success"  List 

of 

Domestic  Notions 

Leaders  in  everyday  demand 


Order  to-day  for  to-morrow's  needs 


Arm  Bands 
Armlets 
Buttons 
Bow  Holders 
Button  Hooks 


Curling  Irons 
Crochet  Cotton 
Coat  Button  Kits 
Dress  Fasteners 
Dressing  Combs 


Button  Fasteners  Dress  Forms 


Button  Thread 
Button  Rings 
Brass  Rings 
Bone  Rings 
Barrettes 
Back  Combs 
Barber  Combs 
Corset  Laces 
Corset  Clasps 
Crochet  Hooks 
Crochet  Needles 
Collar  Buttons 


Drinking  Cups 
Darning  Cotton 
Darning  Balls 
Elastic  Webs 
Elastic  Braids 
Embroidery  Hoops 
Emeries 
Fastener  Tape 
Glove  Stretchers 
Glove  Buttoners 
Glove  Darners 
(Goggles 


Hair  Pins 

Hair  Curlers 

Hooks  and  Eyes 

Hook  and  Eye  Tape 

Iron  Holders 

Ironing  Wax 

Iron  Cover  Stretchers 

Knitting  Cotton 

Kid  Curlers 

Key  Rings 

Key  Chains 

Lamp  Wick 

Manicure  Sets 

Nipples 

Pacifiers 

Pocket  Mirrors 

Pins 

Pin  Tickets 


Pen  and  Pencil  Holders 
Pens 

Powder  Puffs 
Pants  Button  Kits 
Pin  Cushions 
Ribbon  Leaders 
Ribbon  Wire 
Shoe  Laces 
Shoe  Horns 
Shoe  Button  Kits 
Shoe  Polishers 
Sanitary  Belts 
Sanitary  Aprons 
Slipper  Trees 
Safety  Pins 
Stay  Binding 
Shopping  Bags 
Sewing  Wax 


Side  Combs 

Soap  Boxes 
Scissors 
Shears 
Shirt  Dryers 
Stocking  Dryers 
Skirt  Markers 
Stilettos 
Traveling  Kits 
Thimbles 
Tape  Measures 
Tape  Needles 
Tatting  Shuttles 
Tweezers 
Wash  Cloths 
Wash  Cloth  Bags 
Wood  Enamel  Rings 
Window  Hooks 
Yarn  Ball  Holders 


il 


DIECKERHOFF,  RAFFLOER  &  CO. 

Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 
560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 


® 


A  Fashionable  Match 


W 


ELL  DRESSED  WOMEN  know 
the  touch  of  elegance  that  the 
use  of  buttons  made  from  the 


material  of  coat,  suit,  dress  or  skirt,  gives 
to  the  better  kind  of  clothes.  Can  you  give 
your  customers  the  really  complete  store 
service  that  means  furnishing  them  with 
everything  to  make  the  garment?  Sell  the 
cloth,  the  findings,  the  trimmings  and  the 
kind  of  buttons  that  insure  a  fashionable 
match — covered  buttons. 


The  Contrast  Beautiful 


[For  the  woman  who  likes  a  dash  of  color 
contrast  there  is  the  covered  button  made 
of  cloth  of  a  color  that  contrasts  beauti- 
fully with  the  color  of  the  coat,  suit,  dress 
or  skirt  material.   This  is  the  supreme  art 
[of  harmony  in  garments — to  choose  a 
fabric  and  then  "button  it"  with  cloth- 
Icovered  buttons  which  set  off  the  beauty  of 
the  fabric  by  adding  their  color  contrast  to 
'create  a  true  ensemble. 


YOU  CAN  MAKE  COVERED  BUTTONS  "TO  ORDER" 
ASK  US  HOW— AND  THE  COST 


S.  MENKIN,  Incorporated 


Manufacturer  of  Button  Covering  Machines 


145  West  28th  Street,  New  York 


Notions  and  Fancy  G 


Joseph  L  Porter  Company,  inc. 

Yankee  Notion  House 

READY  SELLING  SPECIALS 

For  The  Jobbing  Trade  Only 

DRESS  FASTENERS  in  sizes  0000, 000, 00, 0, 1, 2, 3 

Black  and  White. 

KNITTING  NEEDLES  in  Celluloid,  Wood  and  Steel 

SHOE  LACES,  Flat  and  Round,  in  Cotton  and  Mercerized 

HAIR  and  CLOTH  BRUSHES  and  TOOTH  BRUSHES 

HAT  and  GARTER  ELASTIC 

"DAISY"  FLAT  CENTERED  CROCHET  HOOKS 

SIDE  and  BACK  COMBS  and  BARETTES 

ALL  KINDS  DRESS  BELTINGS 

Sole  Selling  Agents  for  Thomas  Harper  &  Sons'  Celebrated  Needles 
A  Complete  Line  of  Domestic  Hosiery  for  Men,  Women  and  Children 


Joseph  L.  Porter  Company,  inc. 

61-63  Leonard  Street  NEW  YORK 


November,  1917 
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HUMP  Hair  Pin 

Special  Assortments 

To  fill  the  growing  demand  for  ALL  SIZES  in  gross  and  half- 
gross  cartons.  Convenient,  economical  and  time-saving.  Place 
your  order  at  once  for  these  assorted  cartons — 

Anticipate  Your  Needs  NOW 


Assortment  No 


1  Doz.  Pkgs.  No.  1  2  Doz.  Pkgs.  No.  3 

1  Doz.  Pkgs.  No.  2  1  Doz.  Pkgs.  No.  4 

1  Doz.  Pkgs.  No.  5 

Yi  Gross  Assortment,  $2.25 


Assortment  No.  15 


1  Doz.  Pkgs.  No.  1 
1  Doz.  Pkgs.  No.  2 
1  Doz.  Pkgs.  No.  3 


1  Doz.  Pkgs.  No.  4 
1  Doz.  Pkgs.  No.  5 
1  Doz.  Pkgs.  No.  6 


Vt  Gross  Assortment,  $2.62  »/2 


Assortment  No.  20 

2  Doz.  Pkgs.  No.  1  4  Doz.  Pkgs.  No.  3 

2  Doz.  Pkgs.  No.  2  2  Doz.  Pkgs.  No.  4 

2  Doz.  Pkgs.  No.  5 

1  Gross  Assortment,  $4.50 


Assortment  No.  30 


2  Doz.  Pkgs.  No.  1 
2  Doz.  Pkgs.  No.  2 
2  Doz.  Pkgs.  No.  3 


1  Doz.  Pkgs.  No.  4 
1  Doz.  Pkgs.  No.  5 
4  Doz.  Pkgs.  No.  6 


1  Gross  Assortment,  $6.00 


Keep  All  Sizes  in  Stock  and  Keep 
OPEN  PACKAGES  ON  DISPLAY 

Order  from  Your  Jobber  NOW 

The  Hump  Hair  Pin  Mfg.  Company 

SOL.  H.  GOLDBERG,  President 

CHICAGO,  U.  S.  A. 


These  5  Sizes 


Long,    Short,  Medium, 

Standard  and  two  In- 
visibles, are  designed 
to  meet  all  hair  pin 
requirements. 


Invisible  Sizes 


Standard  Sizes 


Finest  Flexible  Steel, 
Finish,  Satin-Enamel, 
Non-Rust,  Dainty, 
Light  Weight, 
Extra  Strong 

5  cent 
Package 

One  size  to  the  package. 
Twelve  packages  to  the 
bundle,  banded.  Twelve 
bundles  to  the  gross. 

Per  gross  Pkgs  $4.50 

(Order  by  Number 


10  cent 
Package 

Assorted  sizes.  Five  sizes 
to  tlie  package.  Twelve 
packages  to  the  bundle, 
banded.  Twelve  bundles 
to  the  gross. 
Per  Gross  Pkgs.  ..$9.00 
(Order  No.  G) 


Dealers 
FREE 


This  handsome  15-inch  display  stand,  for  counter 
and  window  display,  free  with  initial  order  for  one 
gross  or  more  packages  of  HUMP  Hair  Pins. 
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Notions  and  Fancy  Goods 


The  Poem 

of  Perfection 

The  Name  You  Know — 

And  knowing  it  yon,  too,  should  feel 
The  glow  of  thousands  now  who  deal 
In  Fashionette.   You'll  buy — and  yet 
You'll  buy  again  once  you  have  set 
Upon  your  counter- — Fashionette. 

We  Made  It  So— 

So  wondrous  fine  that  women  all 
Will  thank  you — yes,  and  often  call 
Where  they  can  get  the  famous  net 
That  pleases  them,  blond  and  brunette. 
All  they  ask  is — Fashionette. 


G)lomal^GkaUty 

12GO  jQroadiv<ty 


Large  and  extra  large  all  over  fringe  net  or  cap  shaped,  $12  per  gross,  less 
10%  for  all  colors.    White  and  gray,  $24  per  gross,  less  10%. 

P.  S. — A  beautiful  combination  glass  and  wood  cabinet  free  with  every  two 
gross  order. 

SAMSTAG  &  HILDER  BROS.,  1200  BROADWAY,  NEW  YORK 


Bb 


The  Largest  Establishment 

In  the  World 
Devoted  to  the  Sale  of 

FANCY  AND  STAPLE  NOTIONS 

Gathered  from  the  Four  Quarters  of  the  Globe 

Sole  Agents  for 


KIRBY  BEARD  &  CO.'s  Eng- 
lish Pins,  Needles,  etc. 

GEO.  PRINTZ  &  CO.'s  Light- 
ning Needles  and  Pins. 

ALFRED  NICHOLLS  &  CO.'s 
Hooks  and  Eyes. 

NEWEY  BROS.'  Hooks  and 
Eyes. 

F.  B.  Agate  Buttons. 


ROSENWALD  &  CO.'s  Famous 
Coiffura  "Tidy  Wear"  Hair 
Nets. 

HOWARD  WALL,  LTD.  — 
Dean  Tape  Measures. 

R.  B.  C.  Dress  Bone  and  French 
Corset  Bone. 

SCHOTT  BROS,  and  DIRACO 
— Button  Machines. 


Agents  for 

LUKE  TURNER  &  CO.'s  Best  English  Elastics 

The  Oakville  Co.  National  Pin  Co. 

Sterling  Pin  Co.  G.  W.  Richardson  Co. 

C.  B.  Embroidery,  Crochet  and  Mending  Cottons 

DIECKERHOFF  RAFFLOER  &  CO. 

560-566  Broadway,  cor.  Prince  Street,  New  York 
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Notions  and  Fancy  Goods 


A  BUY-WORD  FOR  N0™Ns/^L 

We  Invite  Your  Inspection  of 
Our  Stock  of 

ependable  Notions 

Ready  for  Immediate  Delivery 

Agents  for  William  H.  Cole  &  Co.'s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 

Edwin  Horrax,  Inc. 

35-37  East  20th  Street,      New  York 


//  This  Illustration 

attracted  your  attention  to 
this  advertisement,  wouldn't 
attractive  cuts  depicting 
correctly  your  merchandise 
attract  attention  to  your 
advertisement  —  embellish 
your  printed  matter — act  as 
silent  salesman,  and  help 
to  increase  your  sales  f 

Let  Us  Help  Tou 


The  Mildred  Beardslee  Corp. 

50  East  Twenty-ninth  Street,  New  York 


Phone  4846  Mad.  Sq. 


November,  1917 
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De 


Loino 

Button 


De  Long  Press  Button  j 
W  I  R  Eh,".H  S  PR  I  N  G 

WORLDS   FLATTEST  FASTENER  I 


IT  IS  WELCOME-the  new 
De  Long  Press  Button! 
The  large  orders  we  are 
receiving  daily  indicate  an 
immediate  appreciation  of 
its  merits  on  the  part  of 
both  the  trade  and  the 
public. 

It  cannot  be  sewed  on 
wrong.  It  works  securely, 
easily,  unfailingly.  It  has 
no  rough  edges  to  cut  the 
thread.  It  comes  through 
the  laundry  uninjured-and 
so  does  the  fabric. 

Your  customers  WANT 
the  De  Long  Press  Button. 
Order  through  your  jobber, 
or  direct. 

The  De  Long  Hook  and  Eye  Company 

Manufacturers  of  Hooks  and  Eyes 
Safety  Pins .  flair  Pins  .Toilet  Pins 

Philadelphia,  U.S.A. 
St.  Marys.  Canada. 


Every  Roll 
Backed  by  the  Name 

Every  roll  of  Russell  Elastic  Web 
is  backed  by  the  name  of  the 
Manufacturers. 

The  name  "Russell"  has  been  syn- 
onymous with  "quality"  since  1834 
—  eighty-three  years  of  giving  real 
service  to  merchant  and  customer. 

Branding  a  line  of  goods  insures  a 
uniformity  of  quality.  All  Russell 
webs  are  branded.  Sell 
customers  "Camel's  Hair" 
"Panama  Girl." 


your 
and 


The  Quality  of  "Russell" 
brings  customers  back  for  more 

THE 

RUSSELL  MANUFACTURING 
COMPANY 


Established  1834 


Capital  $900,000.00 


New  York  Office:  349  Broadway 
Factory:  Middletown,  Conn. 
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Notions  and  Fancy  Goods 


TRENCH  MIRRORS 

Spiral   Puttees,  Military  Cases,  Handy  Kits 
and  Money  Belts 
of  Plain  and  Rubberized  Khaki 

For  the  "Boys  Over  Here"  and  the  "Boys  Over  There" 


To  Retail  from  25c  to  $1.25  To  Retail  from  50c  to  $2.50 

E.  A.  GUTHMAN  CO. 

137  Fifth  Avenue  New  York 


Focus  your  facts  on  the  man  who 
needs  them.  The  retailer  knows 
he  can  sell,  through  his  advertising, 
the  goods  you  can  make  him  glad 
to  buy  through  your  advertising. 

R.  B.  FERNHEAD 

TRADE  DEVELOPMENT  MANAGER 
118  EAST  28TH  ST.,  NEW  YORK 
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I  Extracts  Imported  from  France  I 


<?"  SIMON'S  ""O 

FLEURS  de  FRANCE 

CONCENTRATED  PERFUMES 
ONE  DROP 

IS  ENOUGH 

Don't  use  More 


cts. 


made  in  our  U  S  Factories  from  pure  essences  imported  from  FRANCE 


Blown  Bottles 
Ground  Glass  Stopper 

With  dropper  attached.  Highly 
polished  nickel  top.  Lasting  and 
delicate  scents.  One  drop  is  worth 
many  drops  of  ordinary  perfume. 

Can  be  carried  in  a  bag  or  about 
the  person. 


Put  up  in  packages  of  three  dozen  bottles,  one  dozen  different  scents  equally  assorted. 

$24.00  per  gross  bottles. 


Importers 
Manufacturers 
Exporters 
Wholesalers 
Established  1873 
Incorporated  1898 


860  Broadway  New  York 

THE  NOVELTY  CORNER 

(Broadway   and   17th  Street) 


27  and  29 
East  17th  St. 
Running 
through  to 
32  and  34 
East  18th  St. 
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NoTloNS   

  '  ON   

NoTloNS 

EFF-BEE  EMBROIDERY  COTTON  A  Striking  SWEATER  BUTTON 


MERCERIZED— 10  Balls  in  a  Box 


of  sprightly  design  and  coloring — for  the  newest 
Sweaters. 

Packed  in  a  Cabinet  assorted  24  and  30  ligne  in  (> 
modish  shades. 

Get  on  to  this  exceedingly  profitable  item.  A  sure  re- 
order article. 

Write  us  to-day— "DO  IT  NOW" 


T 


HIS  is  a  wonderful  embroidery  cotton,  su- 
perior lo  many  well  advertised  brands; 
made  of  the  best  Sea  Island  Cotton  in  four 
strands-dividable.  For  brilliancy  and  lustre,  it  is 
unique.  Can  be  used  for  all  kinds  of  crochet 
work.  Unexcelled  for  Monograms,  Padding, 
Scalloping,  etc.  Made  in  white  only,  50  yards  to  a 
ball. 


FREYDBERG  BROS.,  Inc. 
49  W.  18th  St.,  New  York 


NoTloNS 

ON 
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TRADEMARK 


REGISTERED 


With  the  New  Improved 


ROLLED 


EDGE 


The  Famous 
Turtle  Back 


To  the  famous  turtle  back  which  makes 
opening  and  closing  SO-E-Z  and  which 
allows  room  for  and  prevents  cutting 
of  thread  and  the  large  oblong  holes 
which  make  sewing  on  SO-E-Z,  is  added  the  rolled 
edge  which  prevents  the  fraying  of  the  most  delicate 
materials. 

SO-E-Z  is  now  a  Fastener  of  super-value.  It  is  the  only  perfect 
American  Snap  Fastener  made  in  all  sizes.  Most  attractively  carded 

and  displayed — the  most  extensively  adver- 
tised in  consumer  publications — the  Fastener 
in  demand. 


Order  SO-E-Z  through  your  Jobber 
Made  by 
The  Autoyre  Company 

A.  L.  CLARK  &  CO. 

Sole  Distributors 

652  Broadway 
New  York,  N.  Y. 


Made  in 
Five  Sizes 


Black  and 
Silver 
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Store  Windows  As 

SHOW  window  can  be  well  likened  to 
a  page  of  advertising,  with  price  cards 
taking  the  place  of  the  newspaper  type. 
This  being  so,  an  attractively  arranged 
window  display  is  the  highest  and  most 
effective  sort  of  advertising,  and  consequently  should 
be  informative  to  the  highest  degree. 

The  chief  end  of  a  show  window  is  to  demonstrate 
need,  or  create  a  desire  for  the  merchandise  shown, 
thus  creating  sales.  A  well  arranged  and  attractive 
display  may  succeed  in  attracting  the  attention  of 
the  passersby,  but  if  it  does  not  succeed  in  effecting 
sales,  the  greater  part  of  its  value  is  lost. 

Show  windows  must  not  be  crowded.  The  win- 
dow trimmer  who  tries  to  crowd  a  great  variety  of 
articles  into  a  window  makes  a  serious  mistake. 
Such  displays  do  not  arouse  in  the  passersby  any 
desire  to  purchase,  and  thus  fail  in  their  purpose. 
The  good  window  trimmer  takes  a  few  articles  and 
arranges  them  in  such  a  manner  as  to  stimulate  at- 
tention and  create  a  desire  to  buy. 

There  are  many  merchants  who  fail  to  realize  the 
value  of  the  show  window  as  a  business  getter. 
They  lose  sight  of  the  fact  that  it  offers  a  remedy 
the  moment  it  suggests  the  want.  When  a  person 
sees  something  in  a  window  that  meets  their  fancy, 
they  are  on  the  spot,  can  step  right  in  the  store  and 
make  the  purchase.  This  is  where  show  window 
advertising  differs  from  newspaper  advertising. 
They  may  see  an  article  advertised  in  the  news- 
papers and  make  up  their  minds  that  they  will  pur- 
chase it,  but  go  on  reading  the  paper,  something  else 
interests  them  and  they  forget  all  about  the  article 
they  had  made  up  their  minds  to  buy.  But  if  after 
reading  the  advertising  of  this  particular  article  they 
should  see  it  displayed  in  a  store  window  they  are  re- 
minded of  their  desire  and  go  in  and  buy  it.  The 
value  of  backing  up  your  advertising  by  show  win- 
dow display  is  thus  demonstrated. 

The  show  window  is  a  form  of  advertising  that 
requires  ideas  and  originality  to  make  it  effective. 
As  a  matter  of  fact,  this  applies  to  all  forms  of  ad- 
vertising. Newspaper  space,  billboard  space  is  valu- 
able according  to  the  features  of  interest  displayed 
in  that  space.  It  makes  no  difference  how  promi- 
nently the  billboard  may  be  placed,  or  how  big  a 
circulation  the  newspaper  has,  the  advertiser  has  got 
to  put  in  something  of  interest  to  the  public  to  secure 
their  business.  In  the  same  manner  the  merchant 
must  arrange  attractive  and  selling  displays  in  his 
show  windows  in  order  to  get  the  business. 


Advertising  Mediums 

The  final  test  of  the  value  of  any  show  window 
display  is  how  much  goods  it  will  sell,  either  di- 
rectly or  indirectly.  The  most  artistically  arranged 
show  window  is  not  always  the  most  effective  in  the 
way  of  selling  the  goods.  The  reason  why  fre- 
quently a  plainly  dressed  window  will  sell  more 
merchandise  than  an  elaborately  dressed  one  is  be- 
cause where  the  merchandise  itself  is  made  the  fea- 
ture of  the  display,  there  is  nothing  to  distract  the 
attention  of  the  onlooker,  as  is  the  case  when  there 
is  some  fanciful  or  decorative  display  other  than 
the  merchandise. 

The  services  of  a  good  window  trimmer  is  in- 
valuable to  a  store.  It  is  just  as  foolish  for  the  re- 
tailer to  pay  high  prices  for  advertising  space  and 
have  an  inexperienced  man  write  the  advertisements 
as  for  him  to  install  high  grade,  handsome  show 
windows  and  engage  a  second  rate  decorator  to 
trim  them,  or  a  cheap  show  card  writer  to  make  his 
show  cards.  A  good  window  trimmer  is  always  up 
to  date,  and  more  frequently  in  advance  of  the  times. 
The  value  of  his  windows  in  attracting  attention  and 
securing  business  is  regulated  by  the  originality  of 
his  work  and  the  designs  created. 

Window  Displays  Should  Be  Frequently  Changed. 

Nearly  every  possible  customer  will  have  passed 
a  merchant's  store  in  the  course  of  a  week.  There- 
fore, a  window  display  may  be  said  to  be  worked 
out  at  the  end  of  the  week.  Another  reason  for 
changing  window  displays  frequently  is  that  usually 
goods  become  more  or  less  soiled  and  faded,  and 
when  put  back  on  the  shelves  their  freshness  is 
likely  to  be  questioned.  A  good  plan  would  be  to 
change  window  displays  every  week,  on  whatever 
day  and  whatever  hour  is  the  most  convenient. 

Outside  of  the  big  cities  few  store  windows  are 
enclosed  in  the  back,  hence  the  opportunity  for 
using  elaborate  backgrounds  is  limited.  It  is  im- 
portant, therefore,  that  the  goods  displayed  be  so 
arranged  as  to  form  a  background. 

Nearly  every  merchant  knows  that  his  show  win- 
dow will  induce  more  people  to  buy  than  all  the 
salesmanship  and  talking  combined,  providing  that 
the  show  window  displays  are  well  arranged  and 
attractive.  Now,  then,  doesn't  it  seem  reasonable 
that  you  should  put  this  inexpensive,  sales-produc- 
ing and  silent  salesman  to  work  for  you?  It  doesn't 
cost  much  to  do  so,  and  it  will  turn  into  your  store 
hundreds  of  new  customers — thus  more  sales  and 
more  profits  for  you. 
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Lighting  Your  Show  Windows 


By  H.  W.  Mateer 


The  writer,  Mr.  Mateer,  is  an  authority  on  this  subject.    Show  window  lighting  is  his  special    study,    in    the    Engineering    Division    of  the 

National  Lamp  Works. 


illuminating  a  show  window  for 
a  notion  or  fancy  goods  display, 
the  prime  object  is  to  make  the 
display  easily  visible  at  night. 
Sufficient  light  must  be  provided 
not  only  to  do  this,  but  to  set  off 
the  store  from  its  surroundings  as 
well,  thereby  attracting  attention 
to  the  store.  Since  objects  are  seen  by  the  light 
they  reflect  instead  of  the  light  which  strikes  them, 
white  goods  do  not  require  as  much  light  as  dark 
goods  with  poor  reflecting  surfaces,  in  order  to  be 
equally  visible.  It  follows  then,  that  the  proper 
amount  or  intensity  of  light  needed  in  a  window 
depends  primarily  on  local  conditions.  The  unit 
of  illumiation  is  the  foot-candle,  from  ten  to  fifty 
foot-candles  being  the  range  of  intensity  desirable 
for  store  windows.  For  notion  window  stores,  the 
proper  intensity  will  probably  be  found  to  be  in 
the  lower  portion  of  this  range,  owing  to  the  large 
amount  of  white  goods  included  in  displays. 

Lamps  and  reflectors  used  for  window  lighting 
should  be  hidden  from  the  view  of  observers.  This 
can  be  accomplished  ordinarily  by  placing  the  units 
behind  the  overhanging  woodwork  at  the  top  of  the 
window  pane.  If  there  is  no  such  woodwork,  a 
draped  curtain  or  a  sign  will  hide  the  equipment 
from  sight  and  allow  light  to  be  projected  onto  the 
goods  from  the  most  favorable  angle.  Except  in 
rare  cases,  this  posi- 
tion will  be  found  best. 
Figure  1  shows  a  shirt- 
waist display  lighted  in 
this  manner. 

It  will  be  noticed  in 
Figure  1  that  the  good 
appearance  of  the  win- 
dow is  due  largely  to 
the  attractive  back- 
ground. Backgrounds 
in  general  should  be 
soft  in  color,  and  of 
such  a  nature  that  they 
diffuse  the  light  which 
strikes  them  rather 
than  reflect  it  sharply. 
Bright  lights  and  glar- 
ing reflections  will  at- 
tract attention  to  them- 
selves rather  than  to 
the  display,  and  tend 
to  produce  discomfort 
if  watched  for  any 
length  of  time.  Should 
the  window  back- 
ground be  of  such  a 
nature  that  it  specu- 
larly reflects  light  into 
the  eye  of  the  observer, 
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Fig-  3. 


Chart  for  Selecting  Reflectors.    Based  on  the  use  of  100-watt 
MAZDA  C  or  ISO-watt  MAZDA  C-2  Lamps. 


a  curtain  hung  behind  the  lighting  units  as  shown 
in  Figure  2  will  prevent  this  without  interfering 
with  the  window  illumination. 

Where  a  large  variety  of  articles  are  shown  in  a 
window  and  the  character  of  the  display  changes 
from  time  to  time,  it  is  good  practice  to  provide  a 
larger  number  of  sockets  than  would  be  necessary 
for  general  illumination  and,  by  using  different 
groups  of  lamps,  light  the  displays  from  different 
directions,  depending  on  the  shadows  and  amount 
of  light  desired.  In  this  way,  the  lighting  of  the 
window  becomes  a  tool  of  the  window  trimmer  in- 
stead of  a  condition  to  be  allowed  for  in  decorating, 
and  light  and  shade  effects  are  added  to  his  list  of 
resources. 

Color  is,  of  course,  one  of  the  new  show-window 
dresser's  most  effective  tools,  yet  full  advantage  is 
seldom  taken  of  the  possibilities  of  artificial  lighting 
in  the  rendition  of  colors.  The  color  contrast  in  a 
display  depends,  among  other  things,  upon  the 
color  quality  of  the  light  which  is  used.  A  ribbon 
is  said  to  be  red  in  daylight  because  it  absorbs  prac- 
tically all  the  other  colors  in  the  spectrum  and  re- 
flects mainly  the  red.  Under  a  green  or  a  blue 
light  in  which  red  rays  are  absent,  the  same  ribbon 
would  appear  almost  black.  Mazda  lamps  give  all 
the  colors  of  the  spectrum  but  their  light  contains 
relatively  more  of  red  and  yellow  rays  than  does 
daylight.    Hence,  these  lamps  emphasize  the  reds, 

yellows  and  browns, 
and  likewise  fail  to 
bring  out  the  blues  and 
violets  in  their  proper 
weight.  By  the  care- 
ful selection  of  color 
screens,  however,  any 
color  may  be  given 
emphasis.  Thus  for  in- 
stance, if  it  is  desir- 
able to  emphasize  the 
whiteness  of  goods  on 
display,  or  to  bring  out 
the  blues  in  dress 
goods,  a  color  screen 
should  be  used  which 
will  absorb  a  part  of 
the  excess  red  and  yel- 
low rays  while  freely 
permitting  the  others 
to  pass.  Blue-green 
glass  of  the  proper  se- 
lection will  do  this,  but 
if  correct  color  value 
of  the  light  and  a  high 
efficiency  are  to  be  ob- 
t  a  i  n  e  d,  a  thorough 
knowledge  of  color 
must  be  used  in  the 
selection. 
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The  selection  of  the  proper  equipment  is  neces- 
sarily of  importance  to  good  window  lighting.  Fig- 
ure 3  is  a  chart  which  will  aid  in  selecting  the 
proper  type  of  reflector  for  any  window  within  the 
dimensions  given.  This  chart,  which  is  based  on 
the  use  of  100-watt  Mazda  C  lamps  or  150-watt 
Mazda  C-2  lamps,  is  practically  self-explanatory. 
All  that  is  required  in  using  it  is  that  the  depth  and 
heighth  of  the  window  be  laid  off  on  the  chart  and 
the  angle  noted  within  which  the  point  falls. 

The  Mazda  C  lamp  is  the  clear-bulb,  concentrat- 
ed-filament, gas-filled  lamp.  The  Mazda  C-2  is  the 
same  type  of  lamp,  except  that  its  bulb  is  colored 
to  give  the  light  a  color  quality  equal  to  that  of 
afternoon  sunlight.  The  light  output  of  the  100- 
watt  Mazda  C  lamp  is  practically  the  same  as  the 
150-watt  Mazda  C-2  lamp,  and  therefore  the  chart 
can  be  applied  when  either  lamp  is  used. 

The  Mazda  C-2  lamp  provides  the  merchant  with 
a  means  of  putting  daylight  into  his  windows  at 
night,  and  should  prove  to  be  a  drawing  card  in  the 
display  of  colored  goods.  As  previously  explained, 
the  appearance  of  a  colored  article  is  affected  by  the 
color  of  light  in  which  it  is  seen.  Mazda  C-2  lamps 
partially  correct  the  excess  of  red  and  yellow  rays 
present  in  the  Mazda  C  lamp,  thus  rendering  colors 
more  naturally  and  adding  to  their  attraction. 

It  should  be  emphasized  that  the  problem  of 
show-window  lighting  in  its  broadest  sense  is  not 
merely  one  of  getting  light  on  the  displayed 
merchandise ;  it  includes  the  controlling  of  light 
direction  and  color.  That  the  concealment  of  light 
sources  and  the  use  of  reflectors  is  essential  to  all 
good  show-window  illumination  is  generally  recog- 


nized, but  to  the  principles  of  light  direction  and 
light  color  little  attention  has  been  given.  There- 
fore, as  these  principles,  together  with  the  consider- 
ations mentioned  heretofore,  are  applied  in  the 
lighting  of  notion  windows,  a  marked  improvement 
in  this  art  may  be  anticipated. 


Fig.  2.   A  curtain  hung  behind  the  lighting  units  will 
prevent  specular  reflections  of  light  into 
the  eye  of  the  observer. 


Fig.  1.    //  will  be  noticed  that  the  good  appearance  of  the  window  is  due  largely  to  the  attractive  background, 


Fancy  Goods  Reign  Supreme 

All  Through  the  Gift  Days  the  Spirit  of  Fancy  Goods  Buying  Pervades  Every  Store.    Much  of  Your  Year- 
Round  Reputation  for  Having  What's  Wanted  Depends  on  Your  Holiday  Fancy  Goods. 

Articles  which  could  be  properly  classed  as  fancy 
goods,  instead  of  being  segregated  by  themselves, 
were  mingled  with  staples  all  over  the  store.  The 
shopping  public  had  not  been  accustomed  to  look 
for  any  particular  grouping  of  fancy  articles,  and 
the  occasional  sight  of  some  novelty  interested 
them  and  held  their  attention. 

Today  it  is  different,  the  shopping  public  knows 
that  in  every  up-to-date  store  there  is  a  depart- 
ment devoted  to  the  sale  of  fancy  goods,  and  if  one 
is  looking  for  a  novelty,  a  birthday,  or  holiday 
present,  one  naturally  gravitates  towards  the  fancy 
goods  department.  This  is  in  line  with  the  wishes 
of  the  shopping  public.  A  customer  would  much 
rather  look  at  the  goods  in  their  own  environment 
than  to  travel  all  over  the  store  in  the  attempt  to 
find  what  she  needed. 

From  all  indications  fancy  goods  are  going  to  be 
an  extremely  important  section  of  the  ordinary  re- 
tail store.  While  there  is  a  decided  dearth  of  im- 
ported novelties  the  void  has  been  largely  filled  by 
the  handiwork  of  American  manufacturers.  For 
some  time  past  they  have  been  racking  their  brains 
for  new  things,  novelties  that  will  strike  a  re- 
sponsive chord  in  the  breast  of  the  shopping  pub- 
lic. That  they  have  succeeded  in  making  a  lot  of 
things  that  are  saleable  and  excellent  from  every 
standpoint  is  proven  by  the  wonderful  collections 
now  being  shown  by  both  manufacturers  and 
jobbers. 


URING  the  holiday  season  the  fancy 
goods  departments  of  the  great  de- 
partment stores  are  liberally  featured 
and  occupy  a  position  second  to  no 
other.  It  is  generally  conceded  that 
a  well  displayed  stock  of  fancy  goods  not  only 
stimulates  the  sales  of  the  particular  department 
devoted  to  them,  but  brings  considerable  business 
to  many  other  departments  in  the  store  as  well. 
The  merchant  who  has  in  the  past  overlooked  the 
advantages  to  be  secured  by  stocking  up  and  fea- 
turing a  line  of  fancy  goods,  should  look  into  the 
matter  at  once,  and  as  far  as  possible  make  up  for 
lost  time  by  putting  in  an  assortment  of  quick 
selling  novelties,  at  the  same  time  bearing  in  mind 
the  fact  that  the  more  carefully  the  department  is 
stocked  the  better  the  sales  will  be. 

In  order  to  do  a  profitable  and  satisfactory  busi- 
ness in  fancy  goods  the  department  must  be  given 
a  prominent  and  easily  accessible  location.  Care 
should  be  taken  to  see  that  it  is  well  lighted  and 
the  stock  tastefully  arranged.  A  customer  should, 
without  any  unnecessary  trouble,  be  able  in  com- 
fort to  examine  the  assortment  easily  and  quickly. 
If  stuck  away  in  some  out  of  the  way  corner,  the 
results  will  doubtless  be  very  unsatisfactory. 
Fancy  goods  are  not  the  kind  of  goods  people  come 
into  the  store  and  ask  for,  their  attention  must  be 
directed  to  them  by  the  beauty  and  artistic  excel- 
lence of  the  goods  and  by  the  way  in  which  they 
are  featured  and  displayed.  No  matter  where  the 
location,  however,  the  fact  is  that  this  department 
will  bring  more  business  to  the  store  than  per- 
haps any  other  during  the  holiday  season  and 
should  be  featured  to  the  fullest  possible  extent. 

In  days  gone  by,  in  the  hair-cloth  sofa  and  plush 
album  era,  before  the  American  public  had  been 
educated  to  the  high  standard  of  art,  which  pre- 
vails today,  the  fancy  goods  department  was  far 
from  being  the  institution  that  it  is  at  present. 


Cut  Glass  at  the  Fancy  Goods  Department. 

In  addition  to  a  varied  assortment  of  metal  and 
celluloid  goods,  the  department  should  include  a 
collection  of  articles  of  cut  glass.  The  popularity 
of  cut  glass  never  seems  to  wane.  Fancy  goods 
departments  all  over  the  country  are  featuring  it 
and  quantities  are  being  sold  every  day.  The 
prices  today  are  quite  reasonable  and  are  low 
enough  to  give  the  retailer  a  wide  margin  of  profit. 
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Those  fancy  goods  buyers  who  are  of  the  opinion 
that  the  line  is  impractical  for  them,  would  rapidly 
change  their  views  if  they  would  give  it  a  trial.  They 
would  find  that  not  only  would  it  be  a  good  paying 
proposition  for  the  department,  but  would  draw  trade 
to  other  parts  of  the  store  as  well. 

Larger  varieties  of  styles  and  patterns  are  being 
shown  this  season  than  ever  before.  Novelty  cut- 
tings, entirely  new,  are  constantly  coming  in,  which 
are  much  cheaper  than  many  old-fashioned  patterns 
and  will  undoubtedly  prove  good  sellers. 

One  of  the  great  drawbacks  to  a  successful  busi- 
ness in  holiday  fancy  goods  is  the  inclination  on  the 
part  of  the  public  to  defer  their  purchases  until  the 
holiday  season  is  upon  them.  Efforts  should  be 
made  to  impress  upon  the  store's  customers  the 
feeling  that  Christmas  is  near.  This  is  frequently 
the  result  of  the  store's  policy  of  delaying  the  general 
scheme  of  decoration.  In  such  a  case  where  an 
elaborate  scheme  of  decoration  has  been  decided 
upon,  and  it  is  deemed  wise  not  to  spring  it  pre- 
maturely, much  can  be  done  in  the  way  of  brighten- 
ing up  the  department  without  interfering  with  the 
general  scheme.  Show  cases  may  be  trimmed  with 
crepe  paper,  plush  in  holly  red,  or  Christmas  greens 
and  poinsettas.  Holly  and  mistletoe  wreaths  and 
sprays  may  be  used  to  advantage  as  a  decoration. 

One  very  effective  display  can  be  secured  by  using 
glass  vases  filled  with  mistletoe,  poinsettas,  holly 
and  gilded  leaves.  Cases  can  be  lined  with  green 
plush,  a  brilliant  touch  being  given  by  large  bows 
of  holly-red  ribbon.  Cases  decorated  in  this  manner 
serve  to  remind  customers  that  the  time  is  ripe  to 
purchase  Christmas  gifts. 

BUSINESS  AND  THE  WAR 
By  James  H.  Collins 

I WONDER  if  the  retail  merchants  of  this  coun- 
try realize  fully  what  is  being  done  for  them 
today  in  Washington,  as  a  result  of  the  government 
and  trade  readjustments  now  being  carried  out  as 
a  necessity  of  war.  The  retail  merchant  has  had 
very  little  to  do  with  Washington  in  the  past.  He 
seldom  meddled  in  affairs  of  government.  He  was 
satisfied  to  present  his  views  to  his  Congressman 
from  time  to  time  as  necessity  arose,  but  never 
dreamed  of  working  with  the  government  in  trade 
matters.  And  now,  suddenly,  Washington  is  full 
of  business  men  from  every  trade,  devoting  their 
time  and  experience  to  the  government.  Govern- 
ment officials  are  working  with  them  in  close  co- 
operation, keenly  anxious  to  avoid  mistakes  in 
spending  the  enormous  sums  contributed  by  the 
people  of  America  for  war  purposes. 

There  are  no  more  patriotic  citizens  than  the  re- 
tail business  men  of  the  country.  They  have  only 
to  be  shown  how  to  assist  the  government  and  they 
willingly  cooperate.  But  there  is  something  more 
than  cooperation  coming  to  the  retail  trade  from 
this  war.  There  is  permanent  trade  betterment 
along  many  lines.  The  retail  interests  of  the  coun- 
try have  in  Washington  a  representative  who  is  in 
close  touch  with  affairs.  Mr.  E.  L.  Howe,  Secretary 
and  Treasurer  of  the  National  Retail  Dry  Goods  As- 
sociation, whose  services  have  been  contributed  to 
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the  Food  Administration  by  his  organization.  As 
a  practical  merchant  who  has  been  connected  with 
small  dry  goods  concerns  as  well  as  large,  being 
merchandise  manager  of  Marshall  Field  &  Co.,  Chi- 
cago, before  taking  his  present  position,  be  under- 
stands the  practical  side  of  retail  business.  Now 
retail  business  is  a  delicate  mechanism,  a  business 
of  infinite  detail  with  possibilities  for  both  harm 
and  good  in  such  a  crisis  as  the  country  is  now  pass- 
ing through.  Government  adjustments  are  neces- 
sary in  practically  every  business  line.  The  busi- 
ness not  only  of  this  country  but  of  the  world  is  in 
for  a  great  readjustment  during  the  war  and  after. 

Never  have  the  merchants  of  the  country  needed 
greater  wisdom,  wiser  foresight.  The  man  who 
first  preaches  changes  is  called  a  radical  and  his 
views  are  generally  pronounced  unsound.  This  fre- 
quently means  that  the  changes  are  not  as  yet  real- 
ized ;  that  in  business  life,  for  example,  the  business 
man  is  not  as  yet  ready  to  accept  these  advance 
views.  Changes  come  gradually.  Many  merchants 
have  been  laboring  under  the  delusion  that  business 
should  go  on  as  usual ;  that  it  should  not  be  changed. 
This  did  not  mean  that  they  were  unpatriotic  or  un- 
willing to  do  what  should  be  done.  It  simply  meant 
that  their  noses  were  so  close  to  the  grindstone 
that  they  were  unable  to  get  a  proper  perspective. 
Moreover,  they  were  not  in  touch  with  the  source 
from  which  the  need  of  changes  emanated,  and 
therefore  were  not  able  to  see  the  things  as  quickly 
as  those  in  a  better  position  to  note  the  coming 
changes.  They  naturally  resent  attempts  to  read- 
just their  business,  and  this  failure  to  quickly  co- 
operate is  frequently  misunderstood. 

Retail  merchants  will  do  well  to  understand  that 
great  changes  are  taking  place,  but  that  they  mean 
benefit,  not  injury,  if  they  are  carried  out  by  intel- 
ligent cooperation.  Considering  the  short  time  that 
has  elapsed  since  war  was  declared,  the  retail  trades 
of  the  country  are  working  together  splendidly.  It 
is  to  be  hoped  that  they  will  realize  these  new  oppor- 
tunities to  the  full  and  mass  themselves  behind  their 
own  trade  representatives  in  Washington. 

THE  VALUE  OF  THE  TRADE  PAPER. 

THE  trade  paper  has  a  field  of  its  own.  It  is  the 
medium  between  the  manufacturer,  jobber  and 
retailer.  It  is  the  powerful  force  that  creates  demand 
with  the  retailers.  It  is  kept  out  of  the  hands  of 
consumers  and  has  a  restricted  circulation  all  of  its 
own,  and  it  gets  closer  to  the  people  who  read  it 
than  any  other  class  of  publication.  The  trade  paper 
is  the  paper  that  the  retailer  reads  as  the  devotee 
reads  his  Bible.  To  the  retailer  it  is  the  only  means 
he  has  of  getting  an  unbiased  view  of  what  is  going 
on  in  his  field.  Thousands  of  circulars  and  ele- 
gantly printed  advertising  matter  circulated  by  a 
house  among  its  retailers  has  a  certain  effect,  but 
the  mere  fact  that  it  proceeds  from  a  jobber  or 
manufacturer  has  a  tendency  to  belittle  its  influence 
and  importance.  The  retailer  looks  to  his  trade 
paper  to  learn  the  facts  and  secure  the  real,  reliable 
information  with  reference  to  lines  of  merchandise, 
market  conditions  and  all  other  divisions  of  his 
business. 


November,  1917 


23 


Holiday  Displays  at  the  Notion  Counter 

The  Opportunities  for  Holiday  Business  at  the  Notion  Counter  Are  Far  Larger  Than  Is  Realized  by  the  Aver- 
age Buyer.    A  Few  Hints  As  to  the  Way  in  Which  the  Department  Can  Be  Made  Attractive. 


OW  that  Christmas  is  so  near  and  the 
thoughts  of  the  shopping  public  are 
largely  directed  to  the  purchasing  of 
holiday  presents,  the  average  notion 
buyer  is  inclined  to  feel  that  the  busi- 
ness of  his  department  is  practically  over  for  the 
season,  and  that  for  the  next  few  weeks  he  is  justi- 
fied in  taking  things  easy.  Nothing  is  further  from 
the  truth.  By  stocking  up  with  the  many  items 
suitable  for  holiday  presents  now  on  the  market, 
and  making  a  liberal  and  attractive  display  of  them, 
the  notion  department  under  the  right  management 
can  be  made  a  strong  competitor  of  many  depart- 
ments selling  what  is  usually  considered  strictly 
holiday  merchandise. 

At  all  times  of  the  year  and  particularly  during 
the  holiday  season,  the  notion  department  should 
present  an  attractive  appearance.  The  importance 
of  this  can  scarcely  be  overestimated.  No  notion 
buyer  who  overlooks  or  neglects  this  important 
matter  can  ever  expect  to  achieve  a  decided  success. 
No  matter  how  well  or  how  cheaply  the  merchandise 
may  be  bought,  nor  how  well  assorted  the  stock 
may  be,  the  department  that  relies  upon  its  mer- 
chandise to  the  neglect  of  its  appearance,  and  sticks 
to  old-fashioned  methods  of  arrangement  and  dis- 
play will  never  achieve  the  success  that  is  possible. 

The  time  has  gone  by  when  the  store  or  the  de- 
partment can  place  its  entire  dependence  upon  its 
reputation,  the  class  of  goods  it  carries,  the  size  of 
the  stock,  or  the  prices  put  upon  the  merchandise. 
The  stock  demands  considerably  more  than  that. 

The  successful  department  is  the  attractive  one, 
this  is  essential,  yes  more  than  that,  it  is  the  most 
important  factor  in  trade  winning.  No  other  thing 
has  so  much  to  do  with  its  success  as  the  impression 
created  on  the  minds  of  visitors,  not  even  excepting 
the  courtesy  and  attentiveness  of  the  salespeople, 
which  it  must  be  acknowledged  is  an  important 
feature  of  good  storekeeping. 


While  the  prices  put  upon  the  merchandise  should 
be  as  low  as  those  of  competitors,  price  is  often  lost 
sight  of  when  the  department  is  made  attractive. 
Price  is  not  as  important  as  proper  display.  The 
shopping  public  as  a  rule  are  not  discriminating 
judges  of  merchandise,  however  much  they  may 
cherish  the  delusion  that  they  are.  But  everyone  is 
certainly  fully  able  to  judge  of  the  appearance  of  a 
department. 

Quality  of  merchandise  and  prices  being  fairly 
equal,  the  store  in  which  the  various  departments 
are  attractive  in  fittings  and  general  arrangements 
will  outdraw  two  to  one  the  store  whose  depart- 
ments are  old-fashioned,  and  in  which  the  stock  is 
indifferently  displayed. 

The  store  with  an  old-fashioned,  dingy-looking 
front  with  old  counters  and  fixtures,  and  a  jumbled- 
up,  unkept-looking  stock,  is  laboring  under  a  heavy 
handicap,  which  it  will  take  more  than  a  lot  of  good 
advertising  to  overcome. 

Handsome  Notion  Displays  Can  Be  Easily  Made. 

While  it  goes  without  saying  that  the  notion  de- 
partment, by  reason  of  the  unattractive  appearance 
of  the  merchandise,  is  at  a  disadvantage  as  com- 
pared with  other  departments  in  which  the  mer- 
chandise, no  matter  how  arranged,  is  handsome 
enough  to  attract  the  attention  of  customers,  much 
can  be  done  to  make  it  of  more  than  ordinary  in- 
terest to  the  average  shopper. 

The  difficulties  in  the  way  of  making  the  notion 
display  one  out  of  the  ordinary  are  many,  but  can 
be  overcome  if  the  person  delegated  to  the  job  en- 
ters into  it  with  a  spirit  of  earnestness.  The  articles 
which  are  necessary  to  a  proper  representation  of 
the  department  are  varied  and  irregular  in  shape 
and  do  not  readily  lend  themselves  to  a  symmetri- 
cal grouping,  and  if  arranged  in  the  same  manner 
as  ordinary  merchandise  the  display  will  appear  flat 
and  unimpressive. 
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If,  however,  the  merchandise  is  placed  on  steps  or 
raised  platforms  a  good  display  can  be  made  with- 
out much  trouble  and  with  very  little  merchandise. 
In  addition  to  these  raised  steps,  etc.,  a  number  of 
shapes  of  various  designs  (such  as  shields,  crescents, 
circles,  etc.,)  made  of  thin  wood,  plaster  board,  or 
heavy  cardboard,  should  be  used  and  covered  with 
some  bright  colored  cheap  fabric,  or  even  with 
crepe  paper.  On  these  various  designs  could  be 
worked  out  in  buttons,  snap  fasteners,  hooks  and 
eyes,  dress  shields,  balls  of  crochet  cotton,  cards  of 
hair  pins,  etc.,  and  securely  tacked. 

For  the  background,  arches  made  and  covered  in 
the  same  manner  and  properly  trimmed  either  with 
notion  articles  or  Christmas  greens,  add  consider- 
ably to  the  holiday  effect.  Nearly  all  these  set  pieces 
could  be  made  and  trimmed  in  the  window  dressers' 
room  in  his  spare  time  and  carried  to  the  depart- 
ment and  put  in  place  in  a  very  few  moments  with 
practically  no  interference  with  the  business. 

Whenever  possible  the  services  of  the  window 
dresser  should  be  enlisted  for  the  holiday  decoration 
of  the  department,  though  as  a  rule  it  is  a  job  that 
he  is  usually  loth  to  tackle.  For  the  reason  that  in 
the  first  place  it  takes  up  considerable  of  his  time, 
and  in  the  second  he  rarely  prides  himself  upon  his 
work  in  that  direction  owing  to  the  unsuitability 
of  the  merchandise  to  make  an  attractive  ensemble. 

The  Selling  of  Supplies  for  "Our  Boys." 

The  selling  of  supplies  for  the  needs  of  our  sol- 
diers is  a  very  important  branch  of  the  notion  busi- 
ness being  done,  and  wise  is  the  buyer  who  makes  a 
specialty  of  goods  of  this  character.  In  addition  to 
the  various  sewing  kits,  etc.,  there  are  a  number  of 
articles  which  if  properly  brought  to  the  attention 
of  the  friends  of  "Our  boys"  would  find  ready  sale. 
Among  these  are  shoe  polishing  outfits.  As  is  well 
known,  both  soldiers  and  sailors  are  required  to 
give  particular  attention  to  the  appearance  of  their 
shoes.  This  being  the  case,  a  shoe  polishing  outfit 
should  make  a  most  approprate  article  for  a  Christ- 
mas gift  for  those  in  the  service.  These  outfits  can 
be  secured  in  a  variety  of  forms,  some  exceedingly 
simple  and  others  more  elaborate. 

The  effect  of  the  war  has  made  a  distinct  im- 
pression on  the  business  in  the  line  of  notions  and 
small  wares.  Not  only  is  there  a  dearth  of  many 
articles  which  formerly  came  from  abroad,  but  the 
many  lines  of  goods  which  have  been  brought  out 
to  provide  the  necessities  of  our  soldier  boys  have 
made  a  decided  change  in  the  appearance  of  many 
notion  departments. 

The  introduction  of  comfort  kits  for  soldiers,  fit- 
ted out  with  the  necessary  things  to  make  the  repair 
of  clothing  simpler  where  there  is  no  mother,  sister 
or  friend  to  do  the  needed  work,  was  practically 
the  forerunner  of  many  things  which  today  swell 
the  sales  at  the  notion  counter.  Khaki  colored  kits 
fitted  with  thread,  needles,  darning  cotton,  pins,  shoe 
laces  and  even  toilet  articles,  are  being  sold  in  very 
liberal  quantities.  The  majority  of  people  prefer  to 
buy  these  soldier-helps  rather  than  spend  the  time 
necessary  to  make  them,  the  result  being,  as  a 
rule,  a  very  indifferent  looking  product. 


Miniature  "Housewives,"  as  they  are  now  called, 
are  being  sold  in  very  liberal  quantities.  Being 
small  enough  to  slip  in  the  vest  pocket  or  into  a 
wrist  bag,  they  are  popular  not  only  with  the  sol- 
diers, but  with  the  general  trade.  These  are  made 
of  leather  of  various  kinds  as  well  as  in  khaki,  the 
latter  being  decidedly  favored,  being  less  expen- 
sive and  just  as  practical.  They  look  like  the  old- 
fashioned  leather  roll-up  purses  and  fasten  with  a 
snap.  They  open  out  flat  and  contain  pins  and 
needles  of  different  sizes,  and  two  cards  of  thread, 
one  black  and  one  white.  Others  include  a  few  bach- 
elor buttons,  which  require  no  sewing. 

EFFECTIVE  WINDOW  DRESSING 
Some  Valuable  Hints  for  the  Notion  Buyer. 

MANY  window  dressers  in  their  aim  to  make 
an  attractive  showing  lose  sight  of  the  real 
function  of  a  show  window,  which  is  to  sell  goods. 
All  show-window  displays  should  be  considered  as 
advertising :  in  fact  it  is  the  very  best  sort  of 
advertising. 

While  it  is  true  that  advertising  in  newspapers 
and  other  mediums  is  desirable  for  the  dissemina- 
tion of  store  news  generally,  the  fact  must  not  be 
lost  sight  of  that  in  the  description  of  any  par- 
ticular class  of  goods  the  readers  are  compelled  to 
draw  somewhat  upon  their  imaginations.  In  show 
window  advertising  when  properly  done,  the  goods 
tell  their  own  story  in  mute  but  effectual 
eloquence. 

When  the  respective  functions  of  these  two 
mediums  of  advertising  is  considered,  it  becomes 
easy  to  see  the  relation  that  these  forms  of  ad- 
vertising bear  to  each  other  and  to  understand  how 
they  should  be  employed  in  the  never-ending  battle 
for  business. 

There  is  a  vast  difference  in  show-window  dis- 
plays, some  by  reason  of  the  inherent  beauty  of  the 
merchandise  itself  make  attractive  displays  re- 
gardless of  the  way  they  are  arranged,  while 
others  require  talent  of  a  high  order  to  make  them 
effective.  Notion  windows  are  of  the  latter  class 
and  it  is  exceedingly  rare  to  see  a  window  of 
notions  and  small  wares  arranged  in  a  manner  to 
attract  attention  and  at  the  same  time  induce  sales. 

Some  manufacturers  of  notion  specialties,  how- 
ever, knowing  the  difficulties  that  confront  the  no- 
tion trade  in  the  matter  of  window  display,  get 
out  selling  helps  of  various  kinds  that  are  of 
material  assistance  in  this  direction.  These  consist 
of  cut-outs,  show  cards,  show  cases  and  other  dis- 
play material. 

PRODUCING  RESULTS. 

THE  world  has  a  tendency  to  count  our  value 
by  what  we  get.  As  individuals,  we  do  not 
just  care  to  be  estimated  that  way,  but  that  makes 
no  difference.  It  is  up  to  us  to  get  the  value  out 
of  ourselves — to  produce.  The  farmer  has  to  get 
his  results  from  the  soil ;  the  manufacturer  gets  his 
by  taking  the  values  out  of  materials ;  the  banker 
gets  his  by  making  two  profits  where  others  make 
one.  As  individuals,  we  have  to  get  our  own  out 
of  ourselves. 
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Arranging  Art  Embroideries 

A  Study  of  the  Seasonable  Values  of  Art  Embroideries,  with  Especial  Emphasis  on  the  New  Importance  They 

Gain  Through  the  Nation-wide  Popularity  of  Handiwork. 


HE  near  approach  of  the  holiday  sea- 
son has  had  a  wonderfully  stimulat- 
ing effect  on  the  business  in  art  em- 
broideries and  kindred  lines.  While 
conditions  during  the  season  have 
been  such  as  scarcely  warranted  manufacturers  in 
bringing  out  anything  remarkably  new  or  novel, 
there  is  nevertheless  many  new  ideas  being  shown 
in  materials,  designs  and  combinations  of  colorings. 
A  feature  of  the  trade  being  done,  doubtless  the 
effect  of  patriotic  sentiment,  is  the  liberal  selling  of 
articles  which  are  not  only  ornamental,  but  decid- 
edly practical.  Articles  made  of  washable  materials 
stamped  for  embroidery  are  in  splendid  demand. 
Those  which  have  a  definite  use,  and  especially 
those  in  which  the  hand  work  can  be  quickly  and 
effectively  done,  are  particularly  favored. 

With  Christmas  well  in  sight,  those  heads  of  de- 
partments who  are  alive  to  the  opportunities  af- 
forded them,  are  giving  their  departments  a  holi- 
day appearance  by  liberal  displays  of  goods 
especially  suitable  for  presentation.  In  nearly  every 
case  these  displays  have  had  the  effect  of  stimulat- 
ing early  buying  to  a  considerable  extent. 

The  vogue  for  knitting  and  the  popularity  of 
knitted  articles  of  all  kinds  makes  this  matter  of 
display  of  unusual  importance.  Not  only  should 
especial  pains  be  taken  to  give  the  department  itself 
a  holiday  atmosphere,  but  wherever  possible  a  win- 
dow should  be  devoted  to  this  class  of  merchandise. 
This  should  be  done  in  order  to  encourage  early 
holiday  purchasing,  so  that  business  of  this  nature 
may  not  be  crowded  into  the  last  few  weeks  before 
Christmas. 

Windows  of  this  nature  should  by  all  means  be 
suggestive,  inasmuch  as  its  object  is  to  interest 
women  in  the  materials  suitable  for  home  made 
gifts.  Suggestiveness  could  be  introduced  by  show- 
ing the  operation  of  making,  with  all  the  materials 
used  in  its  construction  as  well  as  the  finished  arti- 
cle. This  idea  was  recently  carried  out  by  a  large 
department  store  with  considerable  success  in  the 
way  of  producing  business.    In  the  window,  which 


was  attractively  dressed,  was  shown  a  novelty  hand- 
bag worked  in  silk  of  one  color,  but  in  a  variety  of 
shading  and  finished  with  a  metal  frame.  The  same 
style  bag  partly  finished,  with  the  necessary  silks 
to  finish  it,  with  the  unattached  frame  were  all 
shown  together.  The  same  method  was  used  for 
the  other  articles  shown,  and  if  the  success  of  the 
display  could  be  measured  by  the  interested  crowd 
which  gathered  round  the  window  it  must  have 
been  very  satisfactory. 

This  is  a  very  appropriate  time  to  make  a  display 
of  such  articles  as  are  suitable  for  presents,  partic- 
larly  such  as  can  either  be  bought  ready  made  or 
which  can  be  made  by  home  workers  with  very  little 
trouble.  Included  in  the  showing  could  be  such 
articles  as  work  bags,  hand  bags,  sponge  bags,  laun- 
dry bags,  needle  books,  tie  racks  and  a  host  of  other 
novelties  that  can  be  bought  ready  made  or  stamped 
for  embridering.  A  good  showing  should  also  be 
made  of  pin  cushions,  which  are  always  ready  sellers 
around  holiday  time.  The  Dresden  figurines  with 
the  pin  cushion  concealed  beneath  the  voluminou? 
skirt  are  in  splendid  demand. 

Considerable  interest  is  being  shown  by  shoppers 
in  knitted  goods  and  art  embroidered  novelties,  and 
this  should  be  intensified  wherever  possible  by  a 
liberal  showing  of  the  most  attractive  merchandise. 
The  various  woman's  magazines  and  fashion  period- 
icals have  recently  done  considerable  work  in  the 
direction  of  fostering  a  desire  among  women  gen- 
erally to  create  beautiful  things  by  their  own  ef- 
forts. The  showing  of  patterns  and  the  illustrating 
of  completed  work  by  these  publications  has  tended 
to  a  considerable  extent  to  arouse  public  interest  in 
the  line. 

It  is  pretty  well  established  that  for  an  art  em- 
broidery display  the  plainest  sort  of  background  is 
advisable.  The  hardwood  casement  of  the  window 
will  serve  as  well  as  anything,  particularly  if  it  is 
of  a  dark  finish,  in  which  case  it  will  present  an 
admirable  contrast  to  the  light  and  brilliant  colors 
of  the  merchandise  shown.  Mirrors  can  also  be 
used  for  backgrounds  with  good  effect.    An  effeO' 
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tive  idea  carried  out  by  one  merchant  last  year  was 
the  building  up  solidly  a  background  of  pillows, 
using  for  the  most  part  solid  colors.  By  a  clever 
arrangement  of  the  pillows  he  made  the  background 
into  a  semblance  of  an  American  flag. 

Continued  Demand  for  Large  Knitting  Bags. 

Manufacturers  are  showing  an  extremely  wide 
and  varied  assortment  of  articles  suitable  for  the 
holiday  season.  These  include  the  ever  popular  pil- 
low tops,  bureau  and  library  scarfs,  etc.,  as  well  as 
lingerie,  all  ready  stamped  for  embroidering.  There 
is  just  now  a  very  lively  demand  for  articles  for 
the  baby.  The  articles  of  this  description  are  more 
than  usually  numerous.  The  greatest  variety  seems 
to  be  in  laundry  bags,  which  are  shown  in  a  bewil- 
dering assortment  of  designs. 

The  demand  for  the  huge  knitting  bags  shows  no 
signs  of  abatement.  They  are  being  shown  made 
of  every  conceivable  sort  of  material,  those  of  highly 
colored  and  fantastic  designs  being  particularly  fa- 
vored. The  better  qualities  are  selling  the  best, 
good  quality  material,  lining  and  trimmings  being 
demanded.  Above  all  it  must  be  of  vast  propor- 
tions, apparently  the  larger  the  better.  It  must  have 
a  gaping  top  and  comfortable  handles,  so  that  large 
bundles  of  knitting  materials  or  large  parcels  may 
be  inserted  or  removed  easily.  In  the  cheaper  grades 
tapestry  and  chintz  with  highly  colored  silk  or 
sateen  linings  still  lead  in  the  selling. 

The  popular  knitting  bags  are  now  being  made 
of  fur  in  the  form  of  a  muff.  These  muff  bags  are 
being  shown  in  a  variety  of  furs,  both  cheap  and  ex- 
pensive. They  are  constructed  with  a  deep  pocket 
the  full  width  of  the  muff,  wherein  knitting  mate- 
rials and  parcels  may  be  carried,  and  are  fitted  with 
drawstrings  at  the  top.  There  are  the  usual  open- 
ings for  the  hands,  which  do  not  in  any  way  inter- 
fere with  the  pocket. 

Bag  muffs  for  evening  wear  are  smaller  than  the 
regulation  knitting  bag  size,  having  a  pocket  large 
enough  to  hold  a  pair  of  opera  glasses  and  a  small 
fan.  These  evening  muffs  are  made  in  a  wide  va- 
riety of  furs,  those  of  ermine,  however,  being  de- 
cidedly favored. 

THE  KNITTING  FAD,  AND  WHAT  IT  MEANS 
TO  THE  STOREKEEPER. 


HE  wave  of  knitting  that  swept  over 
the  country  at  the  outbreak  of  the 
war  has  not  subsided  in  the  least;  on 
the  contrary,  it  seems  to  increase  as  the 
days  go  by.    Women  have  become  so 


fascinated  by  the  handling  of  soft,  thick  wools  in 
their  patriotic  efforts  on  behalf  of  the  soldiers  en- 
gaged in  the  present  struggle,  and  to  have  become 
so  proficient  in  the  art  of  knitting  that  they  are  find- 
ing opportunities  for  supplying  themselves  and 
their  friends  with  some  of  the  comforting  products 
of  the  art.  While  the  number  of  socks  being  made 
are  legion,  the  increase  in  the  number  of  sweaters 
being  made  is  astounding. 

More  women  are  adept  in  the  art  of  knitting  than 
perhaps  ever  before,  and  it  may  be  said  in  passing 
that  many  of  the  women  who  were  moved  to  learn 


to  knit  from  patriotic  motives,  having  acquired  the 
art  and  done  what  they  were  pleased  to  call  "their 
bit,"  are  now  surreptitiously  working  overtime  be- 
hind closed  doors  on  articles  other  than  those  for 
the  use  of  the  "boys  in  front." 

The  shortage  of  knitting  needles,  which  was  so 
acute  a  short  time  ago  by  the  non-arrival  of  needles 
from  the  other  side,  has  been  relieved  to  a  con- 
siderable extent  by  the  energy  and  ability  of  Ameri- 
can manufacturers.  As  a  matter  of  fact,  there  is  a 
larger  assortment  of  needles  to  select  from  now 
than  in  anti-bellum  days.  They  are  offered  in  all 
kinds  of  materials,  sizes  and  lengths.  They  are 
shown  in  plain  steel,  gold  and  silver  plated,  bone, 
celluloid  and  tortoise  shell. 

The  celluloid  needles  are  shown  in  various  colors, 
some  opaque  and  others  translucent.  They  include 
blues,  ambers,  pinks,  greens,  as  well  as  white  and 
imitation  turtoise  shell.  In  this  connection  it  may 
be  mentioned  that  salespeople  would  do  well  to  re- 
mind their  customers  that  celluloid  needles,  if  they 
become  warped,  may  be  straightened  if  heated  and 
held  in  position  until  cool. 

There  is  great  variety  of  lengths,  the  shorter 
needles  are  preferred  for  the  use  of  children,  also 
for  those  busy  knitters  who  work  as  they  travel 
on  trains  or  trolleys,  as  they  are  not  apt  to  disturb 
their  neighbors,  as  would  likely  to  be  the  case  with 
the  longer  needles.  Many  others,  and  amongst  these 
are  the  old-fashioned  knitters,  prefer  the  longer 
lengths.  Many  have  ornamental  and  jeweled  tops. 
Steel  knitting  needles  are  now  being  put  up  in  imi- 
tation leather  cases,  four  to  the  case. 

Knitting  ball  holders,  to  hold  the  wool  while 
working,  come  in  various  styles,  including  metal 
and  celluloid,  in  white  and  colors.  They  make  wel- 
come gifts  for  the  knitters  and  should  be  featured 
far  more  prominently  by  storekeepers  than  is  the 
case  at  present.  One  of  the  most  favored  is  called 
the  "Queen."  It's  use  insures  smooth,  uniform 
work.  Always  ready  for  use  and  prevents  tangles 
or  snarls  and  keeps  the  wool  from  being  soiled  or 
falling  on  the  floor. 

The  enthusiasm  with  which  women  took  up  the 
art  of  knitting  has  undoubtedly  had  its  effect  upon 
the  sales  of  stamped  goods,  which  for  some  time 
past  have  been  lower  than  the  average  for  the  time 
of  year.  The  women  who  used  to  spend  consider- 
able of  their  spare  time  in  art  embroidery  work  have 
to  a  large  extent  put  it  aside  in  favor  of  more  prac- 
tical, and  it  must  be  said  more  useful  work.  As  the 
holidays  approach,  however,  those  women  who  have 
been  accustomed  in  the  past  to  the  making  of  fancy 
embroidered  articles  will  revert  to  the  making  of 
gifts  as  formerly,  fancy  articles,  as  a  rule,  taking 
much  less  time  to  make  than  the  large  knitted  arti- 
cles which  they  have  been  making  for  some  time 
past.  This  gives  rise  to  the  hope  that  the  business 
in  art  embroideries  will  revive  and  perhaps  equal 
that  of  last  year. 

IF  another  man  gets  a  higher  salary  than  you  re- 
ceive, it  is  probably  because  he  is  worth  more. 
Employers  do  not  pick  men  out  to  pay  good  wages 
to  because  they  have  curly  hair. 
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Handbags  for  Personal  Enhancement 

Why  Is  a  Handbag?    Oh!    A  Handbag  "Is"  Because  It  Adds  That  Touch  of  Dressiness  Which  Subtly  Says, 

"Milady  Is  More  Than  Attired— She  Is  Arrayed." 


NE  of  the  factors  of  peculiar  interest 
in  business  circles  has  been  the  steadily 
increasing  demand  for  high  grade  mer- 
chandise in  the  line  of  fancy  articles. 
In  no  branch  is  the  development 
marked  to  a  greater  extent  than  in  the  line  of 
ladies'  hand  bags.  It  is  a  condition  that  has  been 
brought  home  very  vividly  to  not  only  every  shop- 
per, but  to  every  manufacturer  and  every  retailer. 
Novel,  handsome  and  expensive  bags,  such  as  were 
never  even  dreamed  of  a  few  years  ago,  are  being 
shown  in  abundance  and  make  a  bewitching  appeal 
to  the  average  shopper's  pocketbook.  Herein  lies 
the  subtlety  of  the  art  which  gives  many  things 
ordinarily  commonplace  their  distinctive  novelty, 
tempting  buyers  to  purchase,  just  because  the  arti- 
cles possess  a  distinctive  charm. 

While  hand  bags  are  made  in  practically  all  parts 
of  the  country,  New  York  is  the  recognized  head- 
quarters and  the  distributing  center  for  novelties. 
A  trip  through  the  sample  rooms  of  the  lead- 
ing manufacturers  show  the  reason  for  this  pre- 
eminence. The  assortments  being  shown  are  far 
more  varied  and  handsome  than  perhaps  ever  before. 

The  influence  of  the  war  has  made  itself  felt  in 
this  line  as  in  many  others.  The  popularity  of  knit- 
ting created  a  demand  for  knitting  bags  which  in 
turn  created  a  demand  for  large  sized  bags  of  rich 
materials  to  serve  as  a  shopping  bag  as  well  as  a 
knitting  bag.  They  have  been  used  very  largely 
to  further  "Carry  your  own  bundles"  idea. 

Velvet  bags  are  perhaps  the  newest  note  in  this 
direction,  the  handsomest  are  of  black  chiffon  velvet, 


with  handsomely  ornamented  frames.  These  come 
in  several  sizes ;  many  of  them  are  fitted  with 
pockets  and  purses  and  trimmed  with  tassels. 
A  very  large  proportion  of  these  handsome  bags  are 
gathered  to  frames  and  have  a  velvet  strap  from 
which  they  are  swung  from  the  arm.  Some  of  them 
are  beaded,  sometimes  just  a  motif  and  sometimes 
the  entire  lower  portion. 

The  all  popular  khaki  has  now  invaded  the  realm 
of  hand  bags.  They  are  shown  in  a  variety  of  shapes 
and  sizes.  A  very  handsome  bag  of  this  character 
is  decorated  with  two  pieces  of  scarlet  ribbon  in  the 
form  of  a  cross.  Many  of  these  khaki  bags  are 
lined  with  rubber  to  assure  their  being  waterproof. 

Fabric  bags  in  figured  silks  are  still  being  sold, 
but  are  hardly  popular  as  formerly,  but  there  are 
many  new  designs  in  moire  silk  and  combinations 
of  silk  and  leather.  Some  made  of  soft  suede  leather, 
especially  of  taupe  are  gathered  to  a  frame  and 
finished  with  a  chenille  tassel. 

The  new  designs  in  all  leather  bags  for  fall  are 
almost  universally  shown  in  black,  pin  seal  and  neat 
walrus  grains  being  particularly  prominent.  The 
shapes  are  almost  invariably  thin  and  flat,  in  a  great 
variety  of  shapes.  Their  popularity  depends  very 
largely  upon  the  beauty  of  the  skin  and  the  ex- 
cellence of  the  workmanship.  Some  of  the  most 
favored  do  not  ever  show  a  simple  clasp. 

The  trade  continues  very  enthusiastic  over  the 
business  being  done  in  beaded  bags  and  the  pros- 
pects for  the  coming  season.  They  are  being  shown 
in  a  wonderful  variety  of  styles  and  sizes,  both 
novel  and  conventional.    One  especially  beautiful 
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bag  of  goodly  size  shows  a  Venetian  scene  with  a 
gondola  in  the  foreground,  and  the  flame  colored 
lights  showing  through  the  house  windows,  all  this 
on  a  background  of  shaded  blues.  Many  of  the  new 
designs  are  well  worthy  of  mention.  There  are 
realistic  scenes  showing  little  Yule-tide  fir  trees 
against  a  lovely  blue  sky  background — or  perhaps 
a  sailboat  will  be  depicted.  A  handsome  bay  done 
in  two  shades  of  peacock  green  beads  with  back- 
ground of  dark  brown  beads.  Two  straps  of  taffeta, 
bead  covered  and  crossing  in  the  middle,  go  over 
the  wrist  and  there  is  a  gathering  string  that  may 
be  pulled  to  open  the  bag. 

Many  of  the  new  beaded  bags  are  in  oval  shape 
on  handsome  metal  frames  or  covered  with  beads, 
the  all  over  frame,  however,  seems  to  be  the  most 
favored  at  present.  Others  are  of  the  oval  type  on 
a  frame  which  is  covered  in  the  beads  or  perhaps  on 
a  silver  frame ;  however,  the  allover  beaded  frame 
is  the  more  popular  of  the  two.  The  long  shapes 
are  the  prettiest,  but  there  are  round  and  square 
styles  and  others  that  show  the  irregular  shaping 
attributed  to  the  novelty  bag. 

Elaborate  Lines  of  Leather  Novelties. 

Now  that  the  holiday  season  is  fast  approaching 
the  lines  of  fancy  leather  goods  usually  designated 
under  the  head  of  "roll  ups"  take  on  an  added  im- 
portance. There  is  perhaps  no  line  of  fancy  leather 
goods,  with  the  possible  exception  of  hand  bags,  in 
which  during  that  season,  such  a  successful  business 
can  be  done,  or  one  in  which  a  better  profit  can  be 
secured. 

This  season's  lines  are  full  of  novel  and  attractive 
styles  and  combinations.  The  old  style  massive, 
heavy  and  cumbersome  cases  have  been  relegated 
to  the  rear  and  in  their  places  have  appeared  neat, 
light  and  attractive  numbers.  .The  introduction  of 
flat  thin  brushes  and  the  use  of  imitation  ivory  fit- 
tings in  the  place  of  silver  plated  ones  have  prac- 
tically revolutionized  the  line. 

The  combinations  which  are  being  shown  are  al- 
most endless,  from  the  simplest  brush  and  comb 
set  to  the  most  elaborate  outfits,  including  full  toilet 
and  manicure  sets. 

In  addition  to  these  popular  lines  there  are  simple 
flat  brush  sets,  military  brush  sets,  comb  and  mirror 
sets,  scissors  sets  comprising  from  two  to  six  pairs 
of  scissors  enclosed  in  leather  cases,  medicine  case 
and  collar  bags,  any  one  of  which  are  good  sellers 
and  are  particularly  good  for  presents. 

Handsome  leather  traveling  cases  which  spread 
out  flat  when  unfastened  are  new  this  season  and 
are  being  bought  for  motoring  as  well  as  for  train 
and  steamer  journeys.  A  case  of  this  style  contains 
all  the  necessary  fittings,  made  in  ivory  or  imitation 
ivory,  each  piece  being  held  securely  in  its  own 
special  place.  When  ready  to  be  tucked  into  the 
traveling  bag  the  case  can  be  folded  up  like  an  en- 
velope besides  fastening  together  with  metal  snaps 
and  the  top  folding  over  with  a  single  fastener.  The 
outside  of  the  case  is  made  of  leather  and  the  inside 
of  a  serviceable  material  in  some  dark  color,  such 
as  maroon,  green  or  blue.  There  is  a  leather  handle 
at  the  top  and  when  folded  the  case  resembles  a 


large  purse.  Initials  or  a  monogram  in  brass  or 
gold  are  sometimes  placed  at  the  point  of  the  flap. 

The  supplying  of  the  needs  of  the  motorist  has 
developed  into  a  business  of  enormous  proportions, 
particularly  in  the  line  of  leather  goods.  A  splen- 
did business  is  being  done  in  automobile  bags  which 
are  continually  becoming  more  elaborate  and  com- 
plete. It  is  quite  possible  now  to  go  away  for  over 
night,  carrying  no  more  visible  luggage  than  one 
would  have  set  out  with  a  year  ago  for  a  morning's 
shopping. 

One  of  the  newest  of  these  convenient  and  stylish 
bags  is  about  ten  inches  long  by  six  deep  and  two 
wide.  The  top  opens  on  hinges,  parting  in  the 
middle  and  turning  flat  back,  revealing  the  contents 
of  the  bag,  which  includes  brushes  of  various  kinds, 
a  comb,  powder  box  and  puff,  tooth  powder,  cold 
cream,  perfume,  a  tiny  alcohol  lamp,  with  curling 
tongs  having  hinged  handles. 


DOUBLING  THE  DISPLAY  SPACE. 

THE  problem  of  procuring  additional  display 
space  without  the  necessity  of  moving  is 
one  that  is  perplexing  in  the  extreme,  but  one  that 
can  frequently  be  solved  by  the  installation  of  a 
mezzanine  floor,  provided,  always,  that  the  merch- 
ant is  fortunate  enough  to  possess  a  high  ceiling. 

Very  effective  displays  can  be  made  on  these 
extra  floors,  and  it  does  not  require  great  effort  to 
induce  people  to  mount  a  few  steps  to  see  more 
spcial  offerings. 

Again,  if  a  merchant  has  a  long  narrow  store  he 
might  change  the  usual  two  wall  counters,  use 
one  or  none,  and  run  numerous  short  tables  across 
his  store  from  the  front  to  the  back. 

This  arrangement  does  not  make  for  so  much 
hurried  walking  from  back  to  front,  for  when  a 
customer  enters  one  of  the  little  bays  formed  by 
adjoining  tables  it  requires  a  special  effort  to  walk 
out  and  away.  Furthermore,  each  customer  pos- 
sesses what  amounts  to  a  private  booth,  where  a 
chair  or  two  can  easily  be  provided. 

Once  seated,  the  prospect  can  be  offered  mer- 
chandise from  all  parts  of  the  store.  This  is  a 
matter  well  worth  figuring  out. 

The  problem  of  increasing  the  window  space  has 
been  dwelt  upon  times  without  number,  and  there 
remains  nothing  to  be  said  but  the  advice  to  make 
use  of  the  most  modern  of  store  parts  that  give 
double  and  triple  window  space — the  two  windows 
sloping  in  towards  the  front  door. 


NEW  LEATHER  GOODS  CONCERN. 

THE  firm  of  Gutman,  Hirsch  &  Wertheim,  Inc., 
has  recently  been  formed.  Mr.  Gutman  is  a 
member  of  the  Gutman  Novelty  Co.,  long  and  favor- 
ably known  as  manufacturers  of  ladies'  belts  and 
handbags,  which  company  has  been  merged  with 
the  new  concern.  Mr.  Wertheim  was  for  many 
years  a  member  of  the  firm  of  Perlman,  Hirshfield  & 
Wertheim  and  Mr.  Hirsch  was  a  traveling  repre- 
sentative with  the  same  concern.  The  new  concern 
will  specialize  on  novelties  in  ladies'  handbags  and 
belts. 
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Clothes  and  Shows 

By  HENRY  A.  RICHMOND. 
Reviews  of  Current  Shows  and  Their  Points  of  Interest  for  Observant  Retailers. 


IT  is  the  appeal  which  the  theatre  makes  to  "our 
best"  that  draws  us  to  the  shows  of  every  sea- 
son. We  go  to  the  plays  always  searching, 
searching  for  the  spirit  of  ourselves  as  we  be- 
lieve we  could  be,  fortune  favoring.  But  for  you  and 
for  me,  who  are  merchant  and  scribe,  there  is  more 
in  an  evening's  playgoing  than 
the  appeal  of  the  play  to  our- 
selves. 

We  must  see  what  the  theatre 
means  to  the  world  and  his  wife. 
You  have  a  quest,  a  lifelong  devo- 
tion to  seeking  the  things  which  are 
merchandise  to  you  but  which  are 
part  of  the  needs  of  the  world  and 
his  wife  who  come  to  your  store  for 
goods  out  of  which  to  create  their 
ideals  in  personal  appearance  and 
home  furnishings.  Every  success- 
ful play  holds  some  part  of  the 
secret  of  what  people  desire  in  the 
way  of  personal  atmosphere  and 
surroundings.  On  the  boards  in 
New  York  today  there  are  plays  of 
many  sorts.  Certain  of  them  are 
invaluable  to  the  merchant  who 
seeks  a  better  understanding  of 
human  nature.  We  cannot  hope  to 
study  the  full  range  of  the  season's 
offerings  now,  but  here  are  the 
main  features,  from  the  merchan- 
dising standpoint,  of  several  thea- 
tres' attractions. 


to  develop  a  well  defined  ambition.  We  see  the 
tailor's  second  helper  achieve  his  success.  Back  of 
it  all  we  see,  from  our  merchandising  standpoint, 
that  people  will  always  prefer  goods  which  cor- 
respond in  quality  to  the  size  of  their  ambitions  in 
life.  Call  it  flattery  if  you  will,  but  there  is  still 
the  truth  that  people  like  to  be 
judged  as  having  come  to  buy 
goods  a  step  in  advance  of  their  im- 
mediate status  rather  than  those 
things  which  are  merely  at  their 
level.  We  all  want  things  that  are 
a  little  better  much  more  than  we 
want  things  a  little  cheaper.  There 
is  no  flattery  in  that,  if  you  are 
helping  people  to  come  nearer  to 
their  ideals.  So  the  lesson  of  "A 
Tailor-Made  Man"  is  wholesome 
and  strong. 


A1 


AUrne  Crater,   Who  Sings  "Knit,  Knit,  Knit 
in  Jack  O'Lantcrn. 


"A  Tailor- Made  Man"  at  the  Cohan  &  Harris 
Theatre. 

UP  and  down  the  corridors  of  time  we  find 
niches,  great  and  small,  where  statues  look 
down  upon  the  passing  throng  with  a  calm,  eternal 
glance.  Each  statue  has  a  name  because  it  once 
lived  and  strove  in  the  form  of  a  man.  But  the 
statue  is  to  the  immortal  quality  that  lived  in  the 
man — not  really  to  the  man  himself.  Seeing  this 
truth,  you  recognize  in  "The  Tailor-Made  Man"  a 
quaint  expression  of  the  desire  of  the  main  character 
of  this  play  to  measure  up  to  greatness  by  surround- 
ing himself  with  greatness.  Grant  Mitchell,  who  plays 
the  tailor's  second  helper,  becomes  inspired  with  the 
belief  that  he  can  achieve  greatness  by  mastering 
the  sociology  of  a  dreamer  he  comes  in  contact  with. 
But  the  tailor's  second  helper  sees  that  it  is  useless 
to  have  knowledge  without  a  means  to  apply  it.  He 
appropriates  the  evening  clothes  of  a  rich  customer 
and,  wearing  the  garments  of  attainment,  immedi- 
ately feels  that  his  confidence  has  expanded  to  the 
size  of  the  ambition  he  nurses. 

The  play  is  valuable  for  its  lesson  in  the  im- 
portance of  having  a  suitable  environment  in  which 


Jack  O'Lantern"  at  the 

Globe  Theatre 
NOTHER  type  of  entertain- 
ment is  served  in  the  musical 
extravaganza,  "Jack  O'Lantern." 
The  theme  is  a  hunt  for  happiness 
by  a  girl  and  boy.  But  again  the 
motif  is  the  search  for  the  right  en- 
vironment in  which  to  be  our  best 
selves,  for  though  the  characters 
around  which  the  play  is  written 
are  children,  we  all  recognize  our- 
selves depicted  in  allegory. 
In  this  show,  with  Fred  Stone  as  the  wizard  of 
wishes  come  true,  known  as  jack  O'Lantern,  we 
have  a  song  of  especial  interest.  "Knit,  Knit,  Knit" 
is  sung  by  a  feminine  trio.  It  is  a  fetching  topical 
melody,  one  that  undoubtedly  will  spread  across  the 
continent  long  before  the  show  itself  goes  a-travel- 
ing.  The  show  is  full  of  good  style  material  for  the 
merchant  who  studies  the  theatre  from  that  stand- 
point. It  will  yield  nothing  to  the  copyist.  But  the 
man  with  keen  perceptions  will  see  in  this  show  as 
many  good  style  potentialities  as  were  found  in 
"Chin-Chin"  when  that  production  was  first  put  on 
the  boards. 

"Maytime"  at  the  Shubert  Theatre. 

CONSIDERING  the  number  of  plays  which  have 
featured  the  style  shop  as  vehicle  to  carry 
the  plot  and  music,  it  is  a  tribute  to  "Maytime" 
that  this  show  has  succeeded  in  using  styles  as  a 
vehicle  in  an  entirely  charming  and  interesting  way. 
Peggy  Wood  plays  the  lead  as  a  sweetheart  of  1840 
who  loves  beneath  her  station,  but  early  marries 
an  aristocrat  of  her  father's  choice. 

You  see  her  live  a  long  lifetime,  with  the  scenes 
passing  on  through  1855,  the  '80's,  and,  finally,  in  the 
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twentieth  century  her  daughter,  known  as  Mile. 
Brown,  conducts  a  dressmaking  establishment  until 
she  marries  the  son  of  the  commoner  that  the  mother 
loved.  It  is  a  panorama  of  the  style  periods,  a 
faithful  picture  of  the  fashions  of  other  times  and 
leading  up  to  the  present.  Without  the  sharp  con- 
trast of  the  present-day  styles,  the  effect  of  those  of 
earlier  periods  would  have  been  meaningless.  Sud- 
denly you  realize  that  two  generations  of  style  have 
given  you  a  definite  thought  regarding  style  evolu- 
tion. You  have  seen  those  generations  unfold  in 
the  space  of  an  evening.  You  carry  away  a  deter- 
mination to  study  the  psychology  of  style. 

"Miss  1917"  at  the  Century  Theatre. 

MINGLING  the  beautiful  and  the  freakish,  piv- 
oting suddenly  from  the  sublime  to  the  ridi- 
culous, "Miss  1917,"  with  its  bevy  of  stars,  somehow 
leaves  you  with  the  feeling  that  the  producers  were 
bent  on  satirizing  the  mental  twitchings  which  pass 
for  thoughts  in  the  minds  of  New  York's  restless  set. 
There  is  the  same  striving  to  utter  nothings  with 
an  attempt  at  making  them  sound  of  serious  in- 
terest, the  same  breathless  turning  to  beautiful 
things  without  any  comprehension  of  their  meaning, 
and  the  same  careless  treatment  of  cold  truths  as 
though  their  presence  must  be  borne  frivolously  if 
at  all. 

Most  of  all  you  are  impressed  with  the  tremen- 
dous importance  that  deluges  of  color  and  earth- 
quakes of  movement  have  in  the  scheme  of  metro- 
politan life.  Somehow  you  leave  with  the  settled 
conviction  that  it  is  the  habit  of  folks  in  New  York 
to  live  too  little  and  too  much.  There  is  a  disquiet- 
ing sense  of  distorted  values  and  of  great  stresses 
laid  on  slender  details.  Whether  intended  or  not, 
"Miss  1917"  is  a  huge  joke  on  the  misspent  ener- 
gies of  the  part  of  the  big  city's  population  that  is 
not  happy  unless  in  an  overpowering  atmosphere 
which  gives  a  sense  of  bigness  without  telling  what 
it's  all  about. 


brought  out  tailored  suits  which  showed  flares  and 
bustles.  Velvets  and  velveteens  were  most  in  evi- 
dence, and  the  colors  ran  to  greens,  browns,  sap- 
phires, blacks  and  plum,  both  in  dresses  and  suits. 
Evenings  were  given  to  loose,  cape  effect  wraps,  fur 
trimmed  and  usually  in  dark  materials.  Here  and 
there  a  pale  color  stood  out  agreeably,  but  the  ten- 
dency is  more  and  more  toward  sombre  colors  at 
fashionable  affairs. 


Society's  Horse  Show  at 
Madison  Square  Garden. 

THERE  was  an  air  of 
smartness  about  this 
year's  National  Horse  Show, 
at  Madison  Square  Garden, 
which  exceeded  anything  in 
recent  years.  The  important 
folks  were  there  and  it  was  a 
place  to  see  really  good  fash- 
ions. The  officers  and  di- 
rectors gave  the  show  for  the 
benefit  of  the  Red  Cross, 
and  every  dollar  taken  in, 
whether  from  admissions  or 
entries,  went  to  the  Red 
Cross.  This  fact  attracted  a 
great  many  to  the  Horse 
Show  and  the  daily  perform- 
ances were  well  attended. 

Of  course  there  were  furs 
— an  abundance  of  rich  ones 
— in   evidence.  Afternoons 


PERSISTENCE  IN  ADVERTISING. 

AS  a  rule  the  most  successful  merchants  in 
every  line  of  business  are  those  who  give  the 
widest  publicity  to  their  business.  They  have  mer- 
chandise to  sell,  and  they  avail  themselves  of  every 
facility  to  make  it  known. 

It  is  not  the  merchant  who  is  up  to  the  stirring 
times  in  which  we  live  that  complains  of  slow  busi- 
ness, but  the  man  who  asserts  that  spending  money 
to  give  the  widest  publicity  to  the  merchandise  he 
has  to  sell  is  a  waste  of  time  and  money,  who  is 
being  relegated  to  the  rear. 

We  are  living  in  an  age  of  energy  and  push,  and 
the  laggard  soon  finds  his  natural  level,  and  that  is 
not  in  the  front  rank.  The  advantages  of  wide  pub- 
licity are  go  manifest  that  none  but  the  wilfully 
blind  fail  to  appreciate  them. 

The  man  who  says,  "I  have  merchandise  to  sell, 
and  if  anybody  wants  to  buy  it  he  will  come  to  me," 
is  pursuing  a  course  that  will  sooner  or  later  result 
in  his  losing  out  in  the  race  for  success. 

To  get  the  best  results  from  advertising,  it  should 
be  continuous.  The  public  is  prone  to  forget  even 
important  matters  unless  constantly  reminded  in 
some  way  or  other.  One  of  the  most  striking  ex- 
amples of  this  lies  in  the  fact  that  the  Presidential 
candidates  are  well  advertised  every  four  years. 
Ask  your  neighbor  who  ran  with  Bryan  the  last 
time — five  out  of  ten  will  say  they  have  forgotten, 
and  the  other  five  will  think  long  before  they  cor- 
rectly answer. 


My  !   What  Big  Buttons  ! 


And  Hats  !  And  Muffs  l- 
O' Lantern. 


-Fr'om  Jack 


ADVERTISING 
POINTERS 

SOME    advertisers  get 
cold  feet  with  the  sales 
thermometer  at  100. 

No  advertising  man  can 
afford  to  be  a  cynic. 

The  trade  paper  can  intro- 
duce you  to  a  lot  of  people 
who  are  looking  around  for 
new  places  to  buy. 

The  silver  lining  of  the 
war  cloud  is  increased  na- 
tional efficiency. 

Don't  forget  that  most 
people  are  human  beings 
just  like  yourself. — "Class." 


Advertising  puts  a  special 
delivery  stamp  on  your  sales 
message. 
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HILE  the  belt  business  done  during  the 
past  month  has  not  been  of  such  a  na- 
ture as  to  give  over-encouragement  to 
manufacturers  or  even  retailers,  there 
is  some  satisfaction  over  the  bettering 


of  manufacturing  conditions  in  general.  The  situa- 
tion has  been  improved  and  clarified  by  the  weeding 
out  of  a  host  of  incompetents  masquerading  under 
the  name  of  belt  manufacturers. 

It  is  now  perfectly  evident  that  the  time  has  gone 
by  when  any  old  piece  of  leather  or  length  of  elastic 
webbing  with  a  buckle  at  one  end  and  a  hook  at  the 
other  can  be  passed  to  the  unsuspecting  buyer  as  a 
good  selling  proposition.  The  public  has  been  edu- 
cated to  better  things  and  unless  a  belt  possesses  the 
elements  of  originality,  artistic  excellence  and  good 
workmanship,  it  remains  a  drug  on  the  market. 

This  attitude  on  the  part  of  the  buying  public  has 
caused  some  decided  changes  in  the  personnel  of  the 
wholesale  belt  market;  for  one  thing,  it  has  caused 
the  practical  disappearance  of  the  hordes  of  petty, 
grasping  pirates  who  made  a  living  copying  the 
products  of  other  men's  brains. 

There  was  a  time,  and  that  not  so  very  long  ago, 
when  a  sewing  machine,  a  few  yards  of  elastic  and  a 
gross  or  two  of  buckles  was  all  that  was  necessary 
to  set  a  man  up  in  business.  Today  things  are  dif- 
ferent, the  variety  of  styles  demanded  and  the  orig- 
inality of  the  product  must  be  so  pronounced  that 
considerable  capital  is  required  to  produce  any  kind 
of  a  line  that  will  make  a  favorable  impression  on  a 
prospective  buyer. 

All  this  is  to  the  advantage  of  the  belt  buyer; 
the  atmosphere  has  been  cleared  so  to  speak,  and 
he  can  now  see  a  much  larger  assortment  in  more 
congenial  and  pleasant  surroundings,  in  one-half  the 
time  that  it  took  when  there  were  so  many  '"manu- 
facturers" in  the  field. 

It  is  up  to  the  buyers  to  see  that  this  satisfactory 
state  of  affairs  continues.  They  should  patronize  the 
straightout,  honest,  progressive  and  up-to-date  man- 
ufacturers, leaving  the  pirates  and  copyists  severely 
alone. 

Big  Business  in  Black  Kid  and  Patent  Leather. 

A  splendid  business  is  being  done  just  now  in 
plain  black  calf  and  patent  leather  belts.  Very  few 
fancy  belts  are  being  demanded.  Belt  manufactur- 
ers are  very  much  encouraged,  not  only  by  reason  of 
the  present  demand,  but  from  the  fact  that  the  pros- 
pects for  spring  business  are  unusually  bright. 

In  spite  of  this,  many  merchants  are  buying  from 
hand  to  mouth,  ignoring  entirely  the  fact  that  there 
is  likely  to  be  a  decided  shortage  of  wanted  goods  in 
the  near  future ;  this  procrastinating  spirit  if  con- 
tinued will  be  likely  to  have  a  serious  effect  upon 
their  volume  of  business. 

Their  reason  for  this  course  of  action  is  hard  to 
determine.  The  majority  of  them  are  successful  and 
display  good  judgment  and  foresight  in  providing 
suitable  stocks  in  other  lines,  yet  they  are  to-day 
positively  jeopardizing  their  future  in  this  direction 


Ladies'  Leather  Belts 

by  their  apparent  indifference  to  this  important 
branch  of  their  business. 

From  an  impartial  view  of  the  situation  there 
appears  to  be  no  valid  reason  for  this  course  of  ac- 
tion, or  rather  inaction.  Retail  stocks  all  over  the 
country  are  lower  than  they  have  been  for  many 
years,  in  fact  in  many  cases  they  are  far  below  the 
safety  point.  There  never  was  a  time  when  mer- 
chants were  in  a  better  position  to  purchase  liberally. 
Stocks  in  the  hands  of  manufacturers  are  exceed- 
ingly limited  and  prices  are  at  a  point  that  will  en- 
able the  enterprising  merchant  to  realize  a  handsome 
profit  on  his  investment. 

DO  YOUR  SHOPPING  EARLY. 

A SIGN  prominently  displayed  in  one  of  New 
York's  department  stores  reads  thus: 
Buy  before  the  rush  comes, 
Buy  before  the  crush  comes, 
Buy  before  the  slush  comes — 
Buy  your  presents  now. 
Not  a  bad  idea. 

BELT  HOUSE  MOVING  TO  BEDELL  BLDG. 
JANUARY  1ST. 

THE  first  of  January  will  see  Rice  &  Wallen- 
stein  located  in  their  new  quarters  at  19  West 
34th  street,  the  Bedell  Building,  New  York.  This 
well  known  ladies'  belt  firm  will  have  an  excep- 
tionally attractive  show  room  at  the  new  location. 


OBITUARY. 


ISAAC  KAISER,  one  of  the  best  known  men  in 
the  fancy  leather  goods  trade,  passed  away  on 
November  2d  after  a  week's  illness.  At  the  time  of 
his  death  he  was  employed  by  the  firm  of  John 
Mehl  &  Co.,  with  whom  he  had  been  connected  for 
the  past  two  years.  Prior  to  his  connection  with 
John  Mehl  &  Co.,  he  had  charge  of  the  New  York 
office  of  Langfield  Bros.  &  Co.,  of  Philadelphia, 
which  position  he  held  until  their  retirement  from 
business,  a  period  of  nine  years. 

Mr.  Kaiser  was  a  charter  member  of  the  Asso- 
ciated Commercial  Travelers  of  America,  of  which 
he  was  the  treasurer  and  an  indefatigable  worker. 
He  was  loved  and  respected  by  all  with  whom  he 
came  in  contact  and  his  death  will  leave  a  void  that 
will  not  soon  be  filled.  He  was  52  years  old,  being 
born  in  New  York  City  in  1865.  He  leaves  behind 
him  a  widow,  Eunice,  a  son,  Norman,  and  a  daugh- 
ter, Eunice. 
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Where  Government  Meets  Industry 

Intimate  Pictures  of  the  Big  Men  Who  Make  Up  the  Powerful  War  Industries  Board. 

By  James  B.  Morrow. 


Continued  from  last  issue. 


At  night  he  studied  law  and  Latin.  In  the  only 
personal  statement  that  he  has  ever  given  to  the 
public — a  sketch  less  than  two  inches  long  in  a  book 
of  brief  biographies — Judge  Lovett  says  that  he  had 
private  instruction,  subsequent  to  his  nine-month's 
course  at  Houston. 

Coming  to  the  bar  at  the  age  of  twenty-two,  after 
seven  years  of  work  and  study,  his  own  cashier  and 
master,  sound  in  body  and  character,  he  was  sent 
to  Cold  Springs,  the  capital  town  of  San  Jacinto 
County  as  the  local  attorney  of  the  same  East  and 
West  Texas  Railroad.  He  was  at  home  again  and 
victory  could  have  been  inscribed  upon  his  banner 
had  he  carried  a  banner. 

A  dog  killed  by  a  freight  train,  brought  him  into 
court  for  the  first  time.  The  owner,  a  farmer,  sued 
for  $19.50.  A  justice  of  the  peace  heard  the  case. 
Under  the  law  there  could  be  no  appeal  to  a  higher 
jurisdiction,  when  the  sum  involved  was  less  than 
$20. 

On  the  stand,  picturing,  under  cross-examination, 
the  tragedy  between  the  dog  and  the  locomotive, 
detail  by  detail,  the  farmer,  challenged  as  to  values, 
exclaimed,  indignation  mixed  with  eulogy,  that  his 
damage  was  greater  even  than  stated. 

"How  much  greater?"  Lovett  asked,  almost,  it 
seemed,  unconcernedly. 

"Well,"  the  farmer  answered,  walking  into  the 
trap,  but  still  believing  that  he  was  improving  his 
tactics,  "that  dog  would  have  been  cheap  at  $50." 

The  jury,  also  composed  of  agriculturists  and 
anti-monopolists,  returned  a  verdict  for  the  amount 
claimed.  Lovett,  averring  that  the  dog  was  more 
valuable  than  had  been  alleged,  carried  the  case  to 
a  higher  court  on  a  writ  of  certiorari,  where,  on  a 
review  of  the  facts,  the  judgment  was  reversed. 

Thereafter  in  San  Jacinto  County,  the  fame  of 
Robert  Lovett,  as  a  learned  and  skilled  lawyer,  wac 
secure.  Step  by  step  he  won  his  way  until  he  be- 
came the  general  attorney  for  the  whole  line  and 
the  assistant  attorney  for  the  Texas  and  Pacific 
Railroad,  then  the  property  of  Jay  Gould. 

For  several  years  before  he  died,  Jay  Gould  spent 
two  or  three  months  each  winter  in  Texas.  He  had 
tuberculosis.  The  bulls  in  Wall  Street  called  it 
bronchitis.  Judge  Lovett  has  never  publicly  ex- 
pressed his  views  concerning  Gould,  but  Gould  was 
the  first  national  and  commanding  character  with 
whom  he  associated. 

Later  he  came  into  professional  relations  with 
Collis  P.  Huntington,  a  dreamer  afoot  and  on  the 
gallop  most  of  the  time.  Thus  he  was  enabled  to 
subtract  Gould  from  Huntington  and  note  the  dif- 
ference. There  came  a  day,  however,  when  he 
added  them,  dreamer  to  speculator,  and  the  sum  of 
the  two  was  Edward  H.  Harriman. 

Lovett,  with  a  large  practice  in  Houston,  bar- 
gained three  years,  it  is  said  in  Texas,  with  Harri- 


man before  removing  to  New  York.  Harriman, 
personally  friendless,  holding  banks  and  capitalists 
only  by  the  genius  for  making  something  out  of 
nothing,  found  a  counselor  and  a  comrade,  once 
Lovett  was  at  his  side. 
And  a  successor. 

Sitting  cheek  by  jowl  with  Capital  on  the  board, 
is  Labor  in  the  person  of  Hugh  Frayne  (pronounced 
Frayn-e),  a  new  and  unknown  man,  nationally. 

Irish,  in  blood,  shrewd,  sensible,  ready  with 
words,  but  not  too  ready,  diplomatic  and  concilia- 
tory, Mr.  Frayne  travelled  the  country  successfully 
for  many  years  as  an  organizer  under  Samuel 
Gcmpers  and  was  then  stationed  in  Philadelphia. 

In  1909  he  was  transferred  to  New  York.  He  has 
been  active  since  then  in  all  of  the  labor  contro- 
versies that  have  occurred  in  that  city.  It  is  said, 
however,  that  his  special  genius  is  to  prevent 
trouble,  rather  than  to  begin  or  countenance  it. 

Hugh  Frayne  must  measure  about  five  feet  and 
four  inches  in  his  stockings.  He  was  dressed  in 
blue,  when  he  talked  to  the  interviewer,  and  wore 
patent-leather  shoes.  His  dark  gray  eyes  are  with- 
out guile  or  vanity.  He  has  the  short  nose  of  a 
fighting  man  and  the  chin  of  a  judge  whose  decisions 
are  handed  down  without  uncertainty  or  useless 
regret. 

An  Irishman,  he  has  dealt  in  New  York  with  Jews 
and  Italians,  with  Russians  and  Hungarians,  and 
has  handled  his  races  wisely  and  even  satisfactorily 
to  themselves.  Mayors  of  the  city  ask  him  to  act 
with  rival  bodies  and  churches  of  all  denominations 
call  on  him  for  his  views  on  social  questions. 

"I  went  to  work  when  I  was  eight  years  old,"  he 
said,  "at  a  breaker  in  Scranton,  picking  slate  from 
coal.  It  wasn't  really  necessary  for  me  to  do  so, 
but  such  was  the  custom  in  those  days  with  the 
children  of  the  poor. 

"The  only  schooling  I  ever  had  was  during  one 
term  after  I  was  seven  years  of  age.  I  remained  at 
the  breaker  until  I  was  twelve,  when  I  became  an 
apprentice  in  the  metal-workers'  trade.  At  seven- 
teen I  was  a  journeyman.  I  worked  for  wages  until 
1901,  in  which  year  I  became  associated  with  the 
American  Federation  of  Labor. 

The  workers  of  America  are  fighting  the  Prus- 
sians on  every  field  of  battle,  industrial  and  mili- 
tary, Mr.  Frayne  says,  but  they  do  not  want  their 
standards  lowered  while  they  are  so  engaged.  By 
standards,  he  means  conditions. 

"England,"  quoting  his  words,  "called  thousands 
of  its  skilled  wage-earners  to  the  colors.  The  over- 
strain put  on  the  others  almost  resulted  in  disaster. 
No  man  can  toil  at  top  speed  for  twelve  hours  a 
day  and  last.  In  a  few  years  he  is  scrapped,  along 
with  broken  down  machinery." 

"Eight  hours  a  day,  six  days  in  a  week,"  Mr. 

(Continued  on  page  37.) 
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Something  About  Colors 

Wherein  the  Whys  and  Wherefors  of  Color  Effects  Are  Made  Audible  to  the  Mental  Ear. 


COLORS  and  forms,  so  to  speak,  are  the 
vowels  and  consonants  of  the  silent  language 
of  creation,  and  both  these  terms  are  united 
in  light,  which  makes  us  comprehend  form  and  see 
color  by  giving  relief  to  one  and  qualities  and 
shades  to  the  other.  This,  at  least,  is  the  opinion  of 
a  French  writer. 

It  is  not  by  any  mere  arbitrary  arrangement  that 
we  find  gaiety  in  light,  mystery  and  melancholy  in 
the  vagueness  of  shadow  and  sadness  in  night.  If 
there  are  countries  like  India  and  southern  China 
where  white  is  an  emblem  of  mourning  it  is  be- 
cause the  people  of  those  countries  are  black  and 
tawny,  and  because  the  divided  contrast  between 
black  and  white  is  hard  and  distressing  to  them. 

A  color,  no  doubt,  is  a  trifle  in  itself,  and  only 
has  its  full  value  when  it  is  in  contrast  or  harmony 
with  other  colors.  Nevertheless,  between  the  two 
extremes  of  white  and  black  each  color  has  an  ex- 
pression and  a  character  peculiar  to  itself,  and  each 
is  enlivened  as  it  approaches  its  lightest  shade  by 
its  mixture  with  white,  just  as  it  is  saddened  and 
perishes  as  it  approaches  its  darkest  shade  by  its 
mixture  with  black. 

As  to  pure  black,  if  it  be  so,  in  the  dress  of  the 
grandees  of  Spain,  a  mark  of  nobility  and  the  symbol 
of  pride,  it  is  because  the  austere  habit  of  the  priest 
has  of  necessity  appeared  a  dignity  and  a  privilege 
to  that  nation,  who  are  as  Christians  humble,  but 
as  men  haughty. 

Yellow  is  the  eldest  daughter  of  light,  and  we 
must  not  be  astonished  if  such  a  nation  of  colorists 
as  the  Chinese  regard  it  as  the  most  beautiful  of  all 
colors.  Without  yellow  no  spectacle  can  be 
splendid.  With  it  nature  has  tinged  the  flesh  tints 
of  races  highest  in  her  scale ;  with  it  she  has  colored 
the  most  precious  of  metals,  and  those  plebeian 
cereal  grains,  as  Linnaeus  calls  them,  which  con- 
tain the  most  necessary  articles  of  food— the  ripe  is 
of  wheat  and  rye,  the  seeds  of  maize,  even  grains  of 
barley,  and  that  fine  straw  which,  after  having  borne 
the  ear,  becomes  an  ornament  when  plaited  for 
women's  hat  to  shelter  their  faces  from  the  sun. 

Red  is  a  favorite  color  with  all  nations  of  the 
world.  As  distant  from  yellow  and  white  as  it  is 
from  blue  and  black,  it  occupies  a  central  position 
among  the  primary  colors,  and  in  it  the  evening 
and  the  morning  meet  and  are  united.  Occupying  a 
p?ace  between  the  liveliness  of  light  and  the  quiet 
of  dark  colors,  red  has  an  expression  of  dignity, 


magnificence  and  pomp.  There  is  in  it  a  sugges- 
tion of  pride,  bravery  and  license.  It  asserts  a 
strong  will,  it  appeals  to  and  provokes  observa- 
tion. 

The  expression  of  blue  is  one  of  purity.  It  is 
impossible  to  attach  to  this  color  the  idea  of  bold- 
ness, license  or  voluptuousness.  It  is,  of  all  colors, 
that  which  ascends  the  highest  and  descends  the 
lowest  in  the  scale  of  chiaro-oscuro.  Nothing  so 
much  resembles  white  as  light  blue,  so  linen  is 
bleached  with  blue,  and  nothing  so  much  resembles 
black  as  dark  blue — the  blue  d'enfer,  as  the  dyers 
once  called  it. 

The  complementary  color  of  blue,  grange,  can 
figure  but  sparingly  as  an  accessory  in  the  dress  of 
women,  and  by  way  of  echo  or  consonants,  first, 
because  it  enters  into  the  two  tones  of  the  com- 
plexion of  those  races  which  are  not  black,  and 
next  because  there  is  something  slightly  acid  in  the 
orange  color,  just  as  there  is  in  the  fruit  from  which 
it  derives  its  name. 

The  color  in  which  nature  has  tinted  the  back- 
ground of  all  her  colors,  green,  is  the  most  suitable 
ground  for  other  colors.  It  united  wonderfully  well 
with  the  yellow  and  blue  which  have  produced  it 
and  heightens  red,  as  it  tones  down  the  brilliancy 
of  yellow  by  the  quiet  of  the  blue,  it  is  both  gay 
and  modest,  bright  and  tender. 

But  between  blue  and  gray  a  color  has  a  place 
which  possesses  a  striking  significance  of  concen- 
tration, of  inflated  wealth,  of  melancholy — namely, 
violet.  It  contains  the  red  of  life,  but  red  en- 
croached on  by  blue  and  darkened.  In  the  rites  of 
the  Christian  church  violet  is  the  color  adopted  in 
times  of  fasting. 

In  its  real  color,  as  the  solar  spectrum  presents 
it,  violet  is  a  hue  which  has  been  brilliant  and 
rich,  but  it  is  so  no  longer.  The  blue  of  the  peri- 
winkle, the  flower  that  thrilled  the  saddened  heart 
of  Rousseau,  sometimes  approaches  violet,  and  it  is 
by  an  infallible  verdict  of  the  imagination  that  pop- 
ular language  calls  the  dark  purple  scabious  "the 
widow's  flower." 

It  is  true  that  colors  have  in  themselves  not  only 
an  optical  character,  but  in  some  sort  a  moral  one, 
by  reason  of  their  close  union  with  feeling,  setting 
aside  religious  feeling  or  those  national  prefer- 
ences which  different  peoples  have  given  to  them, 
as,  for  example,  the  preference  of  the  Arabs  and 
Turks  for  green  because  it  was  the  favorite  color 
of  Mahomet. 
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Notions  and  Fancy  Goods 


READ  THE  ADVERTISEMENTS. 

NO  part  of  a  trade  journal  is  of  such  vital  im- 
portance to  the  reader  as  that  devoted  to  the 
advertising.  In  no  other  way  can  the  buyer  or 
store  keeper  get  a  better  line  on  what  is  on  the 
market  than  by  reading  carefully  the  advertising 
columns. 

It  goes  without  saying  that  the  men  who  adver- 
tise are  progressive,  knowing  their  business  and  up- 
to-date  in  their  ideas  and  methods.  As  a  rule  they 
have  good  and  desirable  merchandise  to  sell,  and 
they  realize  that  the  best  way  to  sell  it  is  by  telling 
their  stories  in  the  best  trade  paper  in  their  line, 
the  readers  of  which  are  among  the  most  intelligent 
and  progressive. 

Progressive  buyers  who  want  to  increase  the 
business  of  their  department  are  nearly  always 
readers  of  trade  papers.  Always  on  the  lookout  for 
new  merchandise  and  new  opportunities,  they  nat- 
urally look  to  their  trade  paper  for  such  informa- 
tion. Many  a  buyer  has  found  a  "winner"  tucked 
away  in  a  very  unassuming  advertisement. 

Another  important  point  is,  that  the  chances  are 
a  hundred  to  one  that  the  merchandise  advertised 
is  as  good  value  as  any  in  the  market.  Merchants 
who  advertise  in  trade  papers  are  shrewd  business 
men,  not  men  who  are  likely  to  throw  their  money 
away  by  advertising  something  that  is  not  full  value 
for  the  money.  They  want  business,  and  they 
know  that  unless  they  back  up  their  advertising  by 
giving  first  rate  value  the  money  spent  in  advertis- 
ing would  be  absolutely  wasted. 

"DISCOUNT." 
By  Asher  Wolff. 

I NEED  no  introduction — you  know  me  well.  My 
name  is  Discount.  I  am  the  inducement  for 
paying  bills  promptly.  At  one  time  I  enjoyed  robust 
health,  and  was  the  happiest  being  in  the  business 
world.    I  was  respected  on  both  sides  of  the  ledger. 

But  now,  alas,  I  am  ill,  and  fading  fast  away, 
and  methinks  that  soon  I  will  be  but  a  fond  mem- 
ory. 

'Tis  your  fault.  You've  driven  me  to  the  wall 
— you  have  me  up  against  the  ropes,  and  you're 
about  to  deliver  the  knockout  blow,  and  my  pres- 
tige has  gone.  I've  tried  to  rebel — I'm  fighting  back 
now,  and  should  I  fail,  your  friend  Discount  will 
be  replaced  with  "Net,"  and  you  too  will  lose. 

Yesteryear  I  was  a  favorite — everybody  regarded 
me  as  a  friend.  Today  you  treat  me  as  a  privilege 
— to  submit  to  your  constant  abuses  has  been  my 
lot  because  I  could  not  help  myself.  I  am  the  most 
ill-treated  factor  in  business,  and  you  abuse  and 
misuse  me  as  you  see  fit.  Is  it  any  wonder  that  the 
very  mention  of  my  name  now  means  ridicule? 

The  end  is  inevitable.  Misuse  eventually  turns  to 
disuse.  My  fate  is  practically  sealed,  unless  you 
reform,  but  it  must  be  quick. 

After  all,  why  do  you  abuse  me  so?  Why  should 
you  discredit  me  before  the  whole  world  of  busi- 
ness? Why  do  you  take  advantages  when  deduct- 
ing discount?  Why?  Why?  Can  you  conscien- 
tiously say  why  you  do  all  these  things? 

Since  the  very  inception  of  business  I  have  been 


a  factor,  and  as  necessary  as  any  other  item  in  busi- 
ness. If  you  are  going  to  continue  misusing  me, 
then  you'll  soon  find  that  you  will  be  buying  goods 
on  a  net  basis,  and  the  prices  will  undoubtedly  re- 
main the  same. 

My  prestige  must  be  maintained,  and  it  is  up  to 
you  to  see  that  I  am  not  discarded. 

What  does  discount  really  mean?  You  buy  a 
bill  of  merchandise  and  if  you  pay  the  bill  when 
due  you  have  the  privilege  of  deducting  the  dis- 
count, and  if  you  don't  pay  on  time  you  are  not 
entitled  to  the  discount  privilege.  The  trouble  is 
that  you  do  take  discount  no  matter  when  you  pay, 
and  that's  why  I  am  complaining.  What's  right  is 
right,  but  you  seem  to  make  light  of  me  just  because 

1  am  inanimate.  You  don't  like  it,  though,  when 
your  customer  abuses  the  discount  privilege,  do  you? 

Even  if  only  a  day  or  two  overdue,  you  should 
not  rightly  deduct  discount,  and  when  it  comes  to 
bills  being  weeks  and  months  overdue,  to  deduct 
discount  then  is  to  steal  it.  You  never  think  of 
adding  the  interest. 

And  that's  not  the  only  way  you  have  of  injur- 
ing my  prestige.   You  add  insult  to  injury.  Granted 

2  per  cent.  10  days,  you  oftentimes  deduct  three, 
four,  five  per  cent.,  and  even  more,  even  when  bills 
are  weeks  and  months  past  due.  Terms  on  the  bills 
are  disregarded  entirely  by  some  of  you. 

I  abhor  your  treatment,  and  I  demand  justice. 
My  use  must  continue,  but  I  am  helpless  to  fight 
against  you.  "Net"  is  anxiously  awaiting  the  day 
when  he  and  not  I  will  feature  your  bills,  and  then, 
and  only  then,  will  you  realize  just  what  a  friend 
Discount  was  to  you. 

Why  not  begin  now  to  do  the  right  thing?  If 
your  bill  says  2/10,  pay  in  ten  days  and  deduct  only 
2%,  and  so  on  as  the  case  may  be.  Be  fair.  Terms 
are  terms,  and  you  should  adhere  to  them  strictly. 

The  past  will  be  forgotten  if  you  will  begin  anew 
now.  Heed  my  warning.  I  am  your  friend  now 
and  should  be  appreciated.  The  moment  I'm  gone 
it  will  be  too  late.  Once  you  see  "Net"  on  your 
bills  you'll  never  again  see  Discount,  and  that  will 
mean  so  much  profit  gone. 

Give  me  the  opportunity  to  remain  in  business. 
Observe  my  rights  and  help  protect  me.  Whether 
Discount  is  to  remain  a  factor  in  business  rests  en- 
tirely with  you. 

CONTINUOUS  ADVERTISING 

THE  constant  dropping  of  water  on  a  stone  will 
wear  it  away  in  one  spot — the  constant  con- 
tact with  the  advertisements  of  any  business  will 
make  an  ever-increasing  impression  on  the  public 
mind. 

Stop  the  dropping  and  the  stone  will  soon  wear 
smooth — stop  the  advertising  and  the  impression 
will  soon  be  crowded  out  and  replaced  by  other 
impressions. 

PEOPLE  forget  unless  they  are  constantly  re- 
minded. Not  one  of  us  is  big  enough  to  be 
remembered  by  the  trade  unless  we  are  constantly 
doing  things  to  remind  it  that  we  are  on  earth,  and 
the  only  way  to  do  that  is  to  advertise. 


November,  1917 


35 


Toilet  Goods  for  Christmas 

They  Are  Essentially  Gift  Goods  and  Their  Prominence  in  Your  Christmas  Displays  Will  Bring  Desirable  Trade 

to  Your  Store. 


HE  rapid  approach  of  the  Christ- 
mas holidays  means  much  to  the 
buyer  of  toilet  goods.  It  should 
be  a  veritable  harvest  time,  when 
the  sales  crop,  the  result  of  the 
seed  sown  throughout  the  year, 
should  be  gathered.  Shopping 
for  Christmas  has  already  commenced,  and  will 
gradually  increase  in  volume  and  momentum  until 
it  attains  the  highest  point  of  the  year,  culminating 
during  the  last  few  days  before  Christmas. 

This  Christmas  shopping  season  is  perhaps  the 
most  severe  strain  imposed  on  the  buying  as  well 
as  the  selling  staff  during  the  entire  year.  Each  one 
should  do  his  or  her  part  to  the  best  of  their  ability. 
The  selling  staff  should  be  well  coached  and  the 
arrangements  for  a  rush  business  should  be  per- 
fected, so  that  the  Christmas  trade  can  be  profitably 
handled  and  the  business  machinery  kept  in  good 
running  order. 

An  early  start  at  making  the  necessary  arrange- 
ments for  the  coming  extra  volume  of  trade  and  the 
working  out  of  the  details  is  absolutely  necessary  if 
success  is  to  be  obtained.  Not  only  must  the  man- 
ager or  buyer  of  the  department  be  himself  con- 
vinced of  the  importance  of  the  early  start,  but  he 
must  communicate  his  feelings  to  his  entire  staff. 
The  average  salesperson  is  slothful  and  inclined  to 
procrastinate  in  regard  to  making  preparations  for 
the  holiday  trade.  The  same  feeling  seems  to  per- 
vade the  shopping  public,  and  it  requires  some 
clever  advance  merchandising  on  the  part  of  buyers 
and  managers  to  arouse  interest  in  good  time. 

Give  the  Department  a  Holiday  Atmosphere. 

Now  is  the  time  for  the  toilet  goods  buyer  to  look 
around  and  see  in  what  way  he  can  improve  the 
appearance  of  his  department,  and  particularly  to 
give  it  that  holiday  atmosphere  which  tends  so 
much  to  facilitate  business  during  the  last  month  of 
the  year,  which  means  so  much  to  this  department. 

Stocks  should  be  replenished  and  all  the  newest 
and  most  attractive  packages  should  be  prominently 
displayed,  as  it  is  a  well-known  fact  that  particularly 


during  the  holiday  season  most  customers  give  pref- 
erence to  those  articles  which  are  most  attractively 
put  up,  sometimes  even  ignoring  qualities. 

The  fact,  however,  that  the  public  is  attracted  by 
showily  put  up  goods  should  not  induce  buyers  of 
this  department  to  buy  inferior  grades  of  goods  sim- 
ply because  they  are  put  up  in  an  attractive  manner. 
At  the  same  time,  qualities  being  equal,  preference 
should  be  given  to  those  articles  which  appeal  to 
the  holiday  instinct. 

Toilet  Goods  Make  Fine  Displays. 

A  showcase  trimmed  with  an  assortment  of  toilet 
and  manicure  cases  with  covers  of  bright  colored 
silks  and  cretonnes  is  always  attractive  and  tends 
to  sell  them.  A  case  of  celluloid  toilet  articles  in 
white,  blue  and  pink  makes  another  very  attractive 
showing,  which  universally  attracts  the  attention  of 
customers. 

Then  there  are  the  boxes  of  powder  of  all  sorts 
with  beautifully  decorated  and  lithographed  labels, 
that  are  sufficiently  handsome  to  at  least  attract  the 
attention  of  the  woman  shopper  who  ^ees  them. 
What  is  handsomer  than  an  array  of  bottles  of  per- 
fume with  their  vari-colored  contents  and  beautiful- 
ly designed  and  often  highly  colored  labels?  It 
really  seems  a  shame  that  many  buyers  fail  to  come 
up  to  their  possibilities  in  the  direction  of  making 
their  department  a  show  place. 

The  first  move  to  be  taken  up  by  the  buyer  to  sug- 
gest toilet  articles  to  the  store  visitors  should  be  to 
make  the  department  as  attractive  as  possible 
through  the  proper  display  and  the  employment  of 
such  decorative  features  as  his  experience  may  sug- 
gest. 

The  use  of  artificial  flowers  is  one  way  in  which 
the  department  may  be  beautified,  not  that  this 
treatment  is  in  any  way  new,  but  is  always  effec- 
tive, particularly  if  the  materials  are  used  in  some 
original  manner.  For  instance,  small  sections  could 
be  set  part  for  the  demonstration  of  particular  odors 
which  could  be  ornamented  with  appropriate 
flowers. 

A  booth  or  a  section  could  be  devoted  to  the  sale 
of  violet  perfume,  which  section  could  be  decorated 
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with  bunches  of  artificial  violets  and  leaves.  The 
same  with  lily  or  lilac,  either  of  which  could  be 
made  attractive  in  the  same  manner. 

The  forming  of  arbors  over  aisles  is  another 
equally  simple  and  effective  trim  which  should  not 
be  overlooked,  especially  in  the  vicinity  of  the  latest 
offerings,  to  which  particular  attention  should  be 
paid.  The  study  of  trim  and  decoration  will  in- 
crease business  every  time  if  put  into  practice,  and 
sooner  or  later  every  store  that  will  follow  the  lead 
of  the  largest  retailers  in  this  respect  will  prove  the 
tremendous  advantages  thus  secured. 

Of  one  thing  the  head  of  this  department  may  be 
sure,  and  that  is,  that  all  things  being  equal  in  point 
of  variety  and  completeness  of  stock  and  the  value 
of  the  articles  offered  for  sale,  the  department  that 
goes  furthest  in  the  developing  of  this  holiday  at- 
mosphere will  do  the  largest  business. 

Handsome  and  Economical  Displays  Can  Be  Made. 

The  importance  of  a  handsome  display  is  fre- 
quently underestimated,  particularly  by  the  small 
retailer.  He  looks  at  the  wealth  of  display  in  the 
large  department  stores  with  their  lavish  use  of 
flowers,  foliage,  silks,  velvets,  etc.,  and  makes  up 
his  mind  that  the  cost  of  such  displays  are  prohib- 
itive. 

As  a  matter  of  fact,  however,  any  person  of  aver- 
age intelligence  and  good  taste  can  devise  number- 
less attractive  trims  practically  at  no  cost  what- 
ever. The  problem  of  economy  in  display  has  been 
solved  to  a  very  large  extent  by  the  use  of  crepe 
paper.  Those  merchants  who  do  not  feel  justified  in 
going  to  the  expense  of  using  velvet,  silk  or  even 
muslin  draperies  have  as  a  most  excellent  substitute 
in  the  new  designs  in  crepe  paper,  the  qualities, 
colors  and  designs  of  this  material  having  been  won- 
derfully developed  in  the  last  fifteen  years.  Accord- 
ingly, it  has  been  extensively  used  for  artistic  store 
decorations.  It  is  soft  and  yielding  to  the  touch, 
yet  strong,  and  can  be  stretched  out  and  adapted  to 
fit  any  space.  It  can  be  put  in  in  sheets  for  window 
Ibases  and  curtains  or  backgrounds ;  also  made 
into  flowers,  lamp  and  electric  light  shades,  stream- 
ers, rope  cord,  rosettes,  lattice  work;  in  fact,  can  be 
adapted  to  varying  needs  in  a  thousand  ways.  Fur- 
nished in  rolls  ten  feet  long  and  twenty  inches  in 
width,  it  costs  but  a  trifling  sum  per  roll. 

SNAP  FASTENER  MAKERS  ANNOUNCE 
NEW  LOCATION. 

THE  offices  of  the  Teneo  Company  will  be  re- 
moved, on  January  1st,  to  116-120  West  32nd, 
New  York. 


THE  CAUSE  OF  THE   EXTRA  HEAVY 
DEMAND  FOR  TOILET  KITS. 

SALES  of  travelers'  kits  are  mounting  high  and 
the  demand  is  not  altogether  from  those  who 
buy  for  their  boys  of  the  army  and  navy.  Joseph 
R.  Kohnfelder,  New  York  manager  for  the  Eise- 
man-Keiser  company's  Fit-All  adjustable  toilet  kits, 
says  that  the  civilian  population  has  found  how  use- 
ful the  kit  is,  many  people  learning  for  the  first  time 
the  advantages  of  carrying  a  kit,  as  a  result  of  their 
initial  purchases  for  friends  and  relatives  bound 
for  the  trenches.  So  what  started  out  to  be  a  single 
sale  is  frequently  turned  into  a  double  sale. 


COLUMBIA  FASTENER  CO.  OPENS  NATION- 
WIDE CAMPAIGN. 

ONE  of  the  most  roundly  developed  selling  cam- 
paigns that  has  been  launched  in  the  notion 
field  in  many  a  day  has  been  entered  into  by  the 
Columbia  Fastener  Co.  The  generalship  which  it 
requires  to  open  and  develop  a  large  selling  cam- 
paign is  not  found  every  day.  The  market  has  been 
ready  for  a  fastener  that  is  well  advertised  in  addi- 
tion to  being  well  made.  From  the  advance  an- 
nouncement of  the  Columbia  people  we  read  that 
they  will  use  large  space  in  great  consumer  publica- 
tions like  the  Saturday  Evening  Post,  Vogue 
Ladies'  Home  Journal,  etc.  .  And  the  buying  fra- 
ternity will  be  kept  posted  on  the  progress  made 
through  Notions  and  Fancy  Goods  and  other  trade 
publications. 


JEROME    A.    ZISCHERK    ERECTING  NEW 
BUILDING  AT  ST.  CLAIR  HTS.  (MICH.). 

DETROIT'S  suburban  section  seems  to  be  pros- 
perous from  the  retail  standpoint.  Jerome  A. 
Zischerk,  who  has  been  in  the  dry  goods  line  there 
for  some  time,  is  putting  up  a  new  building  on  Mack 
avenue. 


PERKINS-TIMBERLAKE  CO.  TO  BUILD  AT 
VERNON  (TEX.). 

THREE  business  houses  have  been  bought  and 
demolished  by  the  Perkins-Timberlake  Co., 
Vernon,  Tex.  It  will  be  several  months,  perhaps  a 
year,  before  work  starts  on  the  new  building,  which 
will  be  devoted  to  use  as  a  department  store. 

ENCOURAGE  YOUR  HELP. 

IF  you  want  to  keep  your  salespeople  in  line  and 
want  to  get  the  best  they  have  in  them,  encour- 
age them.  If  you  want  your  business  to  grow  and 
your  profits  increase,  encourage  your  employees. 
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WHERE  GOVERNMENT  MEETS  INDUSTRY. 

(Continued  from  page  32) 

Frayne  went  on  to  say,  "will  produce  all  that  is 
required  by  the  United  States,  provided  the  men 
who  superintend  the  work  understand  what  they 
are  about.  A  competent  foreman,  and  lots  of  fore- 
men are  not  competent  will  turn  out  more  product 
with  twenty-five  workers  than  can  be  turned  out 
by  fifty  who  are  directed  by  a  foreman  who  is  ignor- 
of  human  nature  and  the  business  he  is  supposed 
to  understand.  Efficiency  begins  with  a  satisfied 
shop." 

"In  your  dreams,"  the  interviewer  asked,  "what 
good  things  do  you  see  ahead  for  labor?" 

"What  I  see  is  more  substantial  than  a  dream," 
Mr.  Frayne  answered.  "It  is  tangible  and  can  be 
touched,  if  out  of  reach  just  at  the  moment.  A  busi- 
ness man  who  is  prudent  and  understands  what  he 
is  doing  works  twenty,  thirty,  or  forty  years  and 
accumulates  enough  to  live  thereafter  in  the  man- 
ner to  which  he  has  been  accustomed. 

"When  the  man  of  business  whom  I  am  using 
as  an  illustration  started  in  life  possibly  with  bor- 
rowed money,  an  acquaintance,  perhaps  a  friend, 
also  set  out  upon  his  long  and  uncertain  journey. 
But  the  second  man  began  at  the  bench  of  a  me- 
chanic. He  worked  well  and  faithfully  and  brought 
up  a  family — sons  and  daughters  who  were  of  value 
to  society. 

"At  the  end  of  twenty,  or  thirty,  or  forty  years 
the  mechanic  discovers  that  he  has  little  more,  ma- 
terially, than  he  had  when  he  ceased  to  be  an  ap- 
prentice and  was  recognized  among  his  associates 
as  a  competent  journeyman. 

"Illness,  idle  days  for  which  he  was  not  account- 
able, and  the  rearing  of  his  children  made  the  ac- 
cumulation of  property  impossible.  So  at  fifty,  or 
sixty,  or  seventy  he  has  nothing  but  a  worn  body 
and  a  dreary  outlook.  There  is  no  rest  for  him. 
And,  being  old,  work  may  be  difficult  to  obtain. 

"Now,  I  think  conditions  should  be  such  as  to 
permit  a  sober  and  reliable  worker  to  accumulate 
a  competence  for  his  old  age  that  he,  too,  may  live 
in  the  manner  to  which  he  has  been  accustomed. 

"Such  is  my  vision,"  Mr.  Frayne  said,  "but  it  is 
not  a  dream." 

Gloom  was  in  his  face  and  anxiety  was  in  his 
voice  when  the  principal  and  proprietor  of  the  school 
in  Baltimore  addressed  his  pupils. 

"Boys,"  he  said,  "the  Yankees  are  about  to  at- 
tempt a  passage  through  the  city.  The  railroad 
track  at  the  canal  bridge  has  already  been  ob- 
structed. I  want  you  to  go  to  your  homes  and  stay 
there  until  the  trouble  is  over." 

The  boys  solemnly  left  the  building — and  then 
hastened  to  the  bridge  as  fast  as  highly  stimulated 
young  legs  could  carry  them.  A  mob  had  gathered. 
When  the  Sixth  Massachusetts  regiment  and  the 
troops  of  the  Seventh  Pennsylvania  opened  fire,  the 
boys  of  the  Morgan  School  accepted  the  counsel  of 
their  principal  just  as  promptly  as  they  previously 
had  rejected  it. 

Such  was  the  introduction  of  Robert  Somers 
Brookings,  then  aged  eleven,  to  wars  and  their  sen- 
sations.   Six  and  fifty  years  later,  riding  on  horse- 


back with  his  brother,  on  a  camping  trip  through 
Glacier  National  Park,  in  northern  Montana,  the 
small  boy,  grown  to  be  a  wealthy  and  famous  man, 
was  stopped  by  a  telegram  from  Washington. 

"You  are  asked,"  read  the  message  in  effect,  if 
not  in  language,  "to  call  on  President  Wilson  at  the 
earliest  moment  possible." 

The  railroad  was  sixty  miles  distant.  Neverthe- 
less, Mr.  Brookings,  within  four  days,  registered  at 
a  hotel,  not  more  than  three  blocks  from  the  White 
House ;  and  learned,  a  few  hours  later,  that  he  had 
been  conscripted  for  service  on  the  great  War  In- 
dustries Board. 

So  reads  the  military  record  up  to  date  of  Robert 
S.  Brookings,  a  Maryland  Quaker  by  descent  and  a 
trustee  of  the  Carnegie  Peace  Foundation,  to  which 
also  belongs  no  less  a  warrior  than  Elihu  Root  him- 
self. 

Broadly,  the  work  of  the  War  Industries  Board 
is  divided  into  three  parts,  namely,  raw  materials, 
finished  products  and  the  priority  of  the  delivery  of 
the  latter  to  the  places  where  they  are  most  needed. 
Mr.  Brookings  deals  with  finished  products — guns, 
ammunition,  tents,  clothing,  shoes  and  so  on.  His 
is  the  duty  to  see  that  they  are  manufactured  ac- 
cording to  contract,  and  that  the  prices  to  the  Gov- 
ernment and  to  the  Allies  of  the  United  States  are 
not  unreasonable ;  also  that  the  usual  industrial  and 
commercial  business  of  the  country  be  maintained 
without  unnecessary  disturbance. 

The  writer  talked  with  him  in  his  office  at  ten 
minutes  past  8  o'clock  in  the  morning.  A  tall  and 
stalwart  man,  white  haired,  brown-eyed,  with  his 
beard  shorn  close  to  his  face,  he  is,  though  his  hours 
are  long  and  his  work  enormous,  the  picture  of 
health,  strength  and  earnestness.  To  the  three  big 
nouns  just  named  may  be  joined  still  another — 
benevolence. 

Leaving  his  home  near  the  waters  of  Chesapeake 
Bay  when  he  was  seventeen,  he  followed  an  elder 
brother  to  St.  Louis.  A  company  of  merchants, 
Cupples  &  Marston,  gave  him  employment. 

The  boy,  remember,  was  seventeen.  His  com- 
pensation by  the  month  was  $25.  In  exactly  three 
years  he  was  taken  into  the  firm  as  a  partner.  He 
did  not  come  of  age  until  nearly  thirteen  months 
later.  In  all,  he  was  connected  with  the  original 
company  and  the  succeeding  corporation  for  twenty- 
six  years.    Then  he  retired  with  a  large  fortune. 

Since  1896  he  has  been  president  of  Washington 
University  in  St.  Louis,  and  not  only  its  president 
but  practically  its  rebuilder  and  refounder.  He  has 
given  it  hundreds  of  thousands  of  dollars  in  money 
and,  with  Mr.  Cupples,  his  partner,  valuable  busi- 
ness property  that  constitutes  its  principal  source  of 
endowment. 

"How  do  you — a  Quaker  and  member  of  a  peace 
foundation — reconcile  yourself  to  service  on  Amer- 
ica's war  board?"  Mr.  Brookings  was  asked. 

"I'm  for  peace,"  was  the  reply,  "but  the  shortest 
way  to  peace  is  to  lick  the  Kaiser!" 

It  would  seem,  following  logic  in  a  dearth  of  facts, 
that  the  first  commercial  transaction  between  man 
and  man  was  started  by  the  purchaser,  who,  seeing 

(Continued  on  page  40.) 
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The  Names  and  Addresses  of  the  Firms  and  Other  Details 
May  Be  Obtained  by  Writing  to  McCready  Publishing  Co. 
(Notions  and  Fancy  Goods),  118  East  28th  Stret,  New  York. 
In  Applying  for  Addresses  Refer  to  File  Number  Preceding 
the  Item  and  Write  Request  for  Each  Opportunity  on 
Separate  Sheet. 


No.  7009 — A  firm  in  Cuba  desires  to  secure  an 
agency,  on  a  commission  basis,  for  the  sale  of  sil- 
verware, cutlery  and  jewelry.  Two  members  of  the 
firm  are  at  present  in  the  United  States,  with  whom 
interested  firms  may  communicate.  Correspondence 
may  be  in  English  or  Spanish.  Reference. 


No.  7010 — A  company  in  British  East  Africa  de- 
sires to  purchase  waterproof,  enameled  cloth  school 
bags  with  leather  shoulder  straps  and  outside 
pocket,  size  11  by  14  inches,  about  150  dozen  of 
which  can  be  used  annually.  Last  quotations  were 
$3  per  dozen.  Payment  will  be  made  by  sight  draft 
with  bill  of  lading  attached.  Prices  should  be 
quoted  in  rupees  or  English  sterling.  Goods  should 
be  packed  in  extra  strong  cases  with  waterproof 
lining  and  wrapping.  Correspondence  may  be  in 
English.  Reference. 

No.  7011 — A  firm  in  Italy  desires  to  purchase 
needles,  pins,  safety  pins,  hairpins,  hatpins,  button- 
hooks, garters,  mother-of-pearl  buttons,  hosiery,  etc 
Catalogues  and  samples  should  be  submitted.  If 
necessary,  deposit  for  payment  will  be  made  in  ad- 
vance. Correspondence  should  be  in  French  or 
Italian.  References. 


No.  7012 — A  wholesale  commission  merchant  in 
Spain  wishes  to  represent  American  manufacturers 
and  exporters  of  silver  articles,  such  as  vases,  fruit 
dishes,  centerpieces,  dishes,  table  flat  ware,  etc. 
Correspondence  should  be  in  Spanish  or  French. 
References. 


No.  7013 — A  man  in  Italy  desires  to  secure  exclu- 
sive agencies  for  the  sale  of  American  watches  and 
watch  jewels.  Payment  will  be  made  in  thirty  or 
sixty  days.  Correspondence  should  be  in  Italian  or 
French.  References. 


No.  7014 — A  man  in  Spain  desires  to  secure  an 
agency  for  the  sale  of  jewelry  and  jewel  boxes. 
Correspondence  should  be  in  Spanish.  References. 


No.  7015 — An  agency  is  desired  by  a  man  in  Eng- 
land for  the  sale  of  razors,  pocket  knives  and  other 
hardware  requiring  packages  of  small  bulk.  He  de- 
sires to  do  business  on  a  commission  basis.  Refer- 
ences. 

No.  7,016. — A  company  in  British  East  Africa  is 
in  the  market  for  all  kinds  of  shoe  laces,  leather 
belts  with  two  swivels  or  rings  with  key  book  at- 
tached to  one  swivel,  and  brown  shoe  polish  packed 


in  individual  outfits  containing  brush,  pad  etc.,  in 
box.  Quotations  should  be  made  in  English  ster 
ling.  Payment  will  be  made  by  sight  draft  with  bill 
of  lading  attached,  or  sixty  days  sight,  if  possible 
Goods  should  be  packed  in  extra  strong  cases  with 
waterproof  linings.  References. 


No.  7,017. — A  man  in  England  desires  to  secure 
an  agency  on  a  commission  basis  for  the  sale  of 
pocket  knives,  hinges,  brackets,  screws,  hairpins, 
needles,  pins,  safety  pins,  bag  locks,  ladies'  hand- 
bag and  purse  locks,  and  small  iron  and  steel  cast- 
ings. Reference. 


No.  7018. — A  firm  in  Bolivia  wishes  to  be  placed 
in  communication  with  American  manufacturers 
and  exporters  of  sets  consisting  of  a  pair  of  washed 
gold  cuff  buttons,  three  washed  gold  shirt-front  but- 
tons, and  a  collarbutton  for  the  back,  the  latter  to 
have  a  shorter  shank  than  the  shirt  buttons,  the  set 
to  sell  at  retail  for  50  cents  up  in  United  States  cur- 
rency. 


No.  7019. — A  man  in  Mexico  is  in  the  market  for 
novelties  and  notions,  such  as  rubber  balls,  tobacco 
pouches,  string,  toilet  paper,  shaving  mirrors, 
pocketbooks,  string  net  bags,  collar  studs,  tie  clips, 
safety  pins,  etc.  Catalogues  and  full  information 
should  be  submitted.  Correspondence  may  be  in 
English. 


No.  7020. — A  business  man  in  New  Zealand  is  in 
the  market  for  mechanical  toys,  household  novelties, 
model  building  outfits,  compass  and  sun-dial 
watches,  money  boxes,  puzzle  boxes,  perfumes, 
fancy  soap,  stationery,  alarm  clocks,  fountain  pens, 
pencil  clips,  and  all  kinds  of  novelties  in  general. 
Payment  will  be  made  by  bank  draft  with  order. 


No.  7021. — A  man  in  England  wishes  to  buy  rub- 
ber or  celluloid  combs,  3%  or  4  inches  long,  inclosed 
in  a  metal  case  of  the  same  length;  rubber  or  cellu- 
loid pocket  combs,  4  inches  long,  together  with 
small  manicure  file,  both  fitted  in  a  leather  or 
leatherette  pocket  case  with  flap  and  button  clasp ; 
and  nickel-plated  pocket  pencils  with  clip  to  hold 
in  pocket,  to  be  used  with  lead  in  sticks. 


No.  7022 — A  wholesale  buyer  in  Italy  is  in  the 
market  for  all  kinds  of  leather  goods,  such  as 
leather  bags,  traveling  articles,  morocco  packet 
books,  purses,  etc. ;  celluloid  articles,  such  as  combs, 
brushes,  umbrella  handles,  etc. ;  parasol  and  um- 
brella parts  and  accessories ;  articles  of  art,  etc. 
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YOUR  COMPETITOR. 

IT  may  sound  smart  and  high  toned  to  say : 
"Don't  think  about  what  your  competitor  is  do- 
ing," but  if  you  don't  think  of  him  you  will  find 
yourself  very  much  behind.  Competition,  either 
good  or  bad,  regulates  your  profits.  You  must  not 
ignore  competition,  and  the  really  good  merchant 
is  keenly  alive  to  competition  of  all  kinds.  A 
knowledge — an  accurate  knowledge,  of  both  the 
strength  and  weakness  of  competition  is  a  mighty 
good  thing  to  have.  If  your  competitor  is  shiftless 
and  is  hard  pressed  you  know  that  you  can  surpass 
him  by  good  buying.  He  will  not  get  the  market 
"snaps"  because  he  doesn't  discount  and  can't  buy 
from  the  best  people.  You  also  want  to  know  his 
store  policies.  You  want  to  know  "why?"  he  is 
strong  on  certain  lines.  A  real  live  competitor  is 
an  asset.  No  one  store  will  or  should  do  all  the 
business,  and  in  proportion  to  live  competition,  a 
market  is  created  that  expands.  The  careless  and 
incompetent  merchant  is  a  factor  that  must  not  be 
ignored.  You  can  certainly  surpass  him.  His  days 
are  numbered,  but  in  his  time  he  not  only  kills  him- 
self, but  he  affects  the  methodical  and  experienced 
merchant.  His  buying  is  limited  and  his  leaders 
can  be  duplicated  without  any  special  flourish.  The 
one  price  policy  must  be  adhered  to  at  all  times. 
Nothing  is  more  dangerous  than  to  sell  a  customer 
at  one  price  and  sell  his  neighbor  at  another.  If 
this  is  done  it  will  be  found  out  quickly.  Con- 
fidence of  the  customer  is  the  store's  biggest  asset. 
The  incompetent  will  soon  destroy  this  asset.  Com- 
petition cannot  be  too  carefully  studied.  The  big 
stores  go  to  the  extent  of  hiring  special  shoppers 
to  study  the  merchandise,  the  selling  price  and  the 
service  of  their  competitors.  This  keen  study  is 
worth  while.  It  reflects  your  own  strength  and 
weakness  and  causes  you  to  put  in  more  brain  and 
energy  in  your  own  establishment. 

But  don't  sell  goods  "at  and  below  cost."  The 
public  doesn't  expect  it — and  if  you  do  you  will  be 
unable  to  give  service  to  the  public. — Ex. 

RAIFF'S  CHAIN  STORES  ENTER  DRY  GOODS 
FIELD  IN  VIRGINIA. 

ONE  of  the  Raiff's  Department  Stores  has  just 
recently  opened  at  Farmville,  Va.  The  com- 
pany has  confined  itself  to  operating  in  the  North 
Carolina  field  until  the  present  instance  where  the 
business  has  been  extended  into  Virginia.  The 
Farmville  store  building,  well  located  on  Main 
street,  recently  underwent  alterations.  J.  R.  Fried- 
berg  has  charge  of  the  local  branch. 

FUGI  &  CO.  OPEN  FANCY  GOODS  STORE  AT 
SPOKANE. 

AT  825  Riverside  avenue,  Spokane,  Washing- 
ton, a  Japanese  firm,  Fugi  &  Co..  has  opened 
a  fancy  goods  store. 


JOPLIN  DEPT.  STORE  TO  HAVE  A  NEW 
BUILDING. 

AT  Joplin,  Mo.,  the  Christman  Dry  Goods  Co. 
are  soon  to  occupy  a  new  building  being 
erected  for  them. 


LARGER  CHICAGO  OFFICES  TAKEN  BY  S.  E. 
HOWARD'S  SON  &  CO. 

THE  Chicago  offices  and  sample  rooms  of  S.  E. 
Howard's  Son  &  Co.  have  been  moved  from 
the  fourteenth  to  the  sixth  floor  of  the  Consumers 
Building,  220  South  State  street.  D.  S.  Bass,  who 
is  in  charge,  finds  business  brisk.  The  new  quar- 
ters are  considerably  larger  than  the  offices  formerly 
occupied. 

STURGEON  BAY  (WIS.)  CONCERN  IS  REOR- 
GANIZING AND  EXTENDING. 

THE  Peoples  Store,  at  Sturgeon  Bay,  Wis.,  is 
hereafter  to  be  identified  with  the  Kelly  Roth 
Co.,  901  West  Jackson  street,  Chicago.  Samuel 
Herzog,  president  of  the  latter  company,  is  to  be 
president  of  the  Peoples  Store.  H.  Taubman  will 
manage  the  Sturgeon  Bay  concern,  where  many 
new  departments  are  to  be  added  to  the  business. 


E.  D.  COON  NOW  OWNS  STOCK  OF  MILTON 
(WIS.)  STORE. 

THE  entire  stock  of  the  late  J.  C.  Goodrich,  who 
conducted  a  retail  store  at  Milton,  Wis.,  has 
been  bought  by  E.  D.  Coon,  who,  it  is  understood, 
will  continue  the  business. 

ELFRID  BROS.  ADD  NOTIONS  IN  THEIR 
RALEIGH  (N.  C.)  STORE. 

SUCCESSORS  to  the  department  store  at  208 
Fayetteville  street,  Raleigh,  formerly  owned  by 
Thomas  A.  Partin,  the  Elfrid  Bros.,  have  closed 
out  the  stock,  which  was  valued  at  $35,000.  A  new 
store  front  has  been  installed  and  the  interior  re- 
modeled. A  new  stock,  including  notions  and  a 
general  line  of  ladies'  furnishings,  is  being  brought 
together  for  the  re-opening.  This  makes  ten  stores 
now  being  operated  by  Elfrid  Bros. 

WHITMORE  NOTION  CO.  FORMED  AT 
PETERSBURG,  VA. 

ANEW  wholesale  notion  and  furnishing  busi- 
ness has  been  established  by  E.  B.  J.  Whit- 
more  at  Petersburg,  Va.  The  business  name  is  the 
Whitmore  Notion  Co.,  Inc.  Mr.  Whitmore  is  well 
known  here  as  a  member  of  Whitmore-Ligon  &  Co. 


NEW  SUBSITUTE  FOR  WOOL. 

AN  entirely  new  article  called  Silk  Angora  Wool, 
to  take  the  place  of  knitting  wool  which  is 
now  so  scarce  and  expensive,  has  just  been  intro- 
duced by  the  American  Bead  Co.,  New  York. 

This  new  article  resembles  wool  in  appearance, 
but  is  rather  more  glossy.  It  is  put  up  in  skeins 
which  can  be  profitably  retailed  at  five  cents  a  skein. 
It  is  also  woven  into  a  cloth  which  is  used  for  the 
collars  and  cuffs  of  sweaters.  Sweaters  and  other 
articles  made  of  this  material  closely  resemble  silk. 

LINCOLN  COAL  CO.'S  STORE  AT  HAZARD 
P.  O.  (VA.)  NOW  OPEN. 

NOTIONS  and  general  dry  goods  lines  are  car- 
ried at  the  Lincoln  Coal  Co.'s  store,  in  charge 
of  P.  F.  Gorman.  The  store  is  at  Napfor,  but  the 
post  office  address  is  Hazard,  Va. 
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Notions  and  Fancy  Goods 


WHERE  GOVENMENT  MEETS  INDUSTRY 

(Continued  jrom  page  37.) 

something  that  he  desired,  a  stone  axe,  or  a  bull's 
hide,  or,  possibly,  a  wife,  offered  a  price. 

In  this  fashion,  perhaps,  was  initiated  a  practice 
out  of  which  has  grown  fleets  upon  the  water  and 
huge  enterprises  upon  the  land. 

Buying,  if  the  hypothesis  here  stated  is  sound, 
inaugurated  business,  and,  therefore,  both  historic- 
ally and  naturally,  ranks  above  selling  as  an  art. 
The  seller  knows  his  animal,  field  or  product — what 
he  paid  for  it,  in  one  way  or  another,  its  habits  and 
qualities.    Advantage,  usually,  is  with  him. 

The  buyer  must  trust  either  to  the  intergity  of 
another  or  to  a  knowledge  which  he  may  or  may 
not  himself  possess.  Selling  always  follows  buy- 
ing, as,  for  example,  with  the  merchant  or  the  manu- 
facturer. Restating  what  has  heretofore  been  writ- 
ten, buying  is  the  beginning  of  commerce  and  in- 
dustry. 

There  are  no  buyers  anywhere  who  excel  the 
Jews.  Denied  access  to  the  land,  shut  from  me- 
chanical trades,  they  were,  through  many  centuries, 
driven  into  other  things.  Turned  lenders  of  money, 
settled  merchants  and  strolling  peddlers,  by  neces- 
sity, they  became  the  ablest  bargain-makers  in  the 
world.  They  bought  and  then  sold.  But  first  they 
bought;  and  therein  lies  their  genius.  They  know 
when  an  article  is  cheap  or  dear ;  and  have  known  it 
for  ages  in  Europe  and  America. 

But  the  yearning  of  the  Jewish  heart,  the  result 
of  refusal  and  oppression,  is  and  has  been  for  an 
educated  mind  and  for  achievement  in  the  intellec- 
tual callings  of  mankind.  So,  as  an  example,  the 
elder  Straus,  Lazarus  by  name,  moved  from  Georgia, 
where  he  was  a  merchant,  to  New  York,  that  his 
children  might  have  a  schooling  that  was  then  im- 
possible to  acquire  in  the  South.  Nathan,  the  great 
merchant,  and  Oscar  Solomon,  the  ambassador  and 
publicist,  are  the  sons  of  this  man. 

From  South  Carolina,  later,  for  the  same  reason 
and  to  the  same  city,  moved  Simon  Baruch,  a  physi- 
cian and  a  former  surgeon  in  the  Confederate  army. 
The  son  of  this  older  man  is  Bernard  M.  Baruch, 
the  buyer  of  raw  materials  on  the  War  Industries 
Board,  and  the  battling  foe  of  Prussia,  the  country 
wherein  his  father  was  born  and  wherein  he  suf- 
fered. 

Bernard  M.  Baruch,  graduated  from  the  College 
of  the  City  of  New  York,  first  a  broker's  clerk,  be- 
came a  broker  himself.  He  was  a  millionaire  at  the 
age  of  thirty-two — a  millionaire  because  he  knew 
when  to  buy  and,  approximately,  when  to  sell  the 
shares  he  had  accumulated.  In  him  is  the  knowl- 
edge and  the  instinct  of  many  generations — of  all 
the  Jews  since  Abraham  and  Solomon  and  the  rise 
and  fall  of  Jerusalem  and  Jericho. 

With  Scott,  the  executive  and  manufacturer, 
Lovett,  the  lawyer  and  transportationist,  Brookings, 
the  merchant,  Frayne,  the  sheet-metal  worker  and 
labor  organizer,  and  Baruch,  the  expert  buyer,  all 
civilians,  on  the  mightiest  of  war  boards,  are  also 
Lieutenant  Colonel  Palmer  E.  Pierce,  of  the  Army, 
and  Rear  Admiral  Frank  E.  Fletcher,  of  the  Navy, 
as  counsellors  in  technical  matters. 


What  do  the  fighting  forces  afloat  require? 
Fletcher  answers.  And  the  land  forces?  Pierce 
answers.  Baruch  buys.  Brookings  buys.  Lovett 
decides  the  deliveries — to  whom  the  artillery  or  the 
infantry;  America,  Great  Britain,  France  or  Italy? 
Frayne  negotiates  for  the  workers.  Scott,  the  cap- 
tain of  the  team,  watches  the  field,  the  bases  and  the 
home  plate,  the  umpire,  at  the  White  House,  and 
the  audience  in  the  grandstand  and  on  the  bleachers. 


PATERSON  DRY  GOODS  CO.  HAS  ANOTHER 
TEXAS  STORE. 

AT  Frisco,  Texas,  the  Paterson  Dry  Goods 
Company  has  opened  a  branch  store,  located 
in  the  Gulledge  Building.  This  company  has  its 
main  store  at  Rotan,  Texas. 


C.  A.  JONES  CO.  IN  REMODELED  BUILDING 
AT  GREENVILLE,  TEX. 

FORMERLY  in  men's  furnishings  exclusively, 
the  C.  A.  Jones  Company  has  opened  a  ladies' 
wear  store  at  Greenville,  Tex.  The  building  oc- 
cupied was  recently  remodeled  and  the  new  store 
is  attractive  both  inside  and  out. 


NEW  INTERESTS  ACQUIRE  THE  ALLEN  MIL- 
LINERY CO.,  MARSHALL,  TEX. 

THE  Posey  Millinery  &  Specialty  Co.  has  suc- 
ceeded to  the  business  of  the  Allen  Millinery 
Co.,  of  Marshall,  Tex.  Notions,  blouses  and  furs 
are  featured. 

SALESMAN — Energetic  man,  acquainted  with  Southern 
jobbers  and  department  stores,  to  handle  strong  notion 
specialties.  Salary  and  commission.  Good  opportun- 
ity for  right  man.  Address  Box  373,  McCready  Publish- 
ing Co.,  118  East  28th  Street,  New  York  City. 

SALESMAN — With  own  office,  would  like  to  represent 
reliable  concern.  Novelties  or  connection  with  notion 
manufacturer.  Will  sell  to  notion  jobbers  and  retailers. 
Box  420,  McCready  Publishing  Co.,  118  East  28th  Street, 
New  York  City. 

Statement   of    the   Ownership,    Management,    etc.,    Required    by  the 
Act  of  Congress  of  August  24,  1912, 

Of  Notions  and  Fancy  Goods,  published  monthly  at  New  York,  N.  Y., 
for  October  1  1917. 

State  of  New  York,  County  of  New  York,  ss. 

Before  me,  a  Notary  Public  in  and  for  the  State  and  county  afore- 
said, personally  appeared  Robert  H.  McCready,  who,  having  been  duly 
sworn  according  to  law,  deposes  and  says  that  he  is  the  Business 
Manager  of  Notions  and  Fancy  Goods  and  that  the  following  is,  to 
the  best  of  his  knowledge  and  belief,  a  true  statement  of  the  owner- 
ship, management  (and  if  a  daily  paper,  the  circulation),  etc.,  of  the 
aforesaid  publication  for  the  date  shown  in  the  above  caption,  required 
by  the  Act  of  August  24,  1912,  embodied  in  Section  443,  Postal  Laws 
and  Regulations,  printed  on  the  reverse  of  this  form,  to  wit: 

1.  That  the  names  and  addresess  of  the  publisher,  editor,  manag- 
ing editor,  and  business  managers  are:  Publisher,  McCready  Publish- 
ing Co.,  118  East  28th  St.,  N.  Y.;  editor,  S.  W.  Richards,  118  East  28th 
St.,  N  Y. ;  managing  editor,  none;  business  manager,  R.  H.  McCreadv, 
118  East  28th  St.,  N.  Y. 

2.  That  the  owners  are:  McCready  Publishing  Co..  118  East  28th 
St  N  Y. ;  R  H.  McCready,  118  East  28th  St.,  N.  Y.;  S.  W.  Richards, 
118  East  28th  St.,  N.  Y.;  C.  J.  O'Brien,  22  North  William  St.,  N.  Y. 

3.  That  the  known  bondholders,  mortgagees,  and  other  security 
holders  owning  or  holding  1  per  cent,  or  more  of  total  amount  of 
bonds  mortgages,  or  other  securities  are:  R.  H.  McCready,  118  East 
28th  St.,  N.  Y. ;  C.  J.  O'Brien,  22  North  William  St.,  N.  Y. 

4.  That  the  two  paragraphs  next  above,  giving  the  names  of  the 
owners,  stockholders,  and  security  holders,  if  any,  contain  not  only 
the  list  of  stockholders  and  security  holders  as  they  appear  upon 
the  books  of  the  company  but  also,  in  cases  where  the  stockholder 
or  security  holder  appears  upon  the  books  of  the  company  as  trustee 
or  in  any  other  fiduciary  relation,  the  name  of  the  person  or  cor- 
poration for  whom  such  trustee  is  acting  is  given;  also  that  the  said 
two  paragraphs  contain  statements  embracing  affiant  s  full  knowledge 
and  belief  as  to  the  circumstances  and  conditions  under  which  stock- 
holders and  security  holders  who  do  not  appear  upon  the  books  ol 
the  company  as  trustees  hold  stock  and  securities  in  a  capacity  other 
than  that  of  a  bona  fide  owner;  and  this  affiant  has  no  reason  to 
believe  that  any  other  person,  association,  or  corporation  has  any 
interest  direct  or  indirect  in  the  said  stock,  bonds^  or  other  securities 
than  as  so  stated  by  him.  ROBERT  H.  McCREADY. 

Sworn  to  and  subscribed  before  me  this  a*^^"^- 
(My  commission  expires  March  30,  1919.) 
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Buying  Dress  Fasteners  Becomes  a 
Real  "Snap"  for  the  Buyer  who  sends 
for  "THE  MCCREADY  REGISTER" 

THE  ONLY  SOURCE  OF  COMPLETE  SNAP  FASTENER  INFORMATION 


DON'T  BE 
WITHOUT  IT  ^ 

McCready 
Publishing 

Company  ^ 

118  E.  28th  Street  ^ 
New  York  V 

V 

I  shall  be  pleased  to  receive  a  \ 
FREE  copy  of  the  Snap  Fastener 
Trade  Mark  Register,  understanding  ^ 
that  no  obligation  of  any  kind  is  assumed  \ 
by  me.  ^ 

INDIVIDUAL    \ 

COMPANY    \ 

ADDRESS    \ 


ONE  COPY  MAILED 
FREE  TO  EACH 
RETAIL  STORE 
BUYER 

OVER 

50 

BRANDS 
ILLUSTRATED 


s0 


♦ 

'  jytiF  Clip  and  mail  the 

,%  A        "acceptance"  of  a 
JrJ>      FREE   copy   of  the 
$r ^+     Register.  It  will  save  you 
>S^~A      time  and  money  when  you 
+     want  snap  fastener  informa- 
tion. 
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Notions  and  Fancy  Goods 


MERCHANDISE  REMINDERS 

S  TO  NOTIONS  AND  FANCY  HOODS  FOR  RETAILERS 


ART  EMBROIDERIES 


BUTTONS 


DRESS  TRIMMINGS 


NOTION  SPECIALTIES 


Embroidered 
SILK 
Emblems 

"Naval  Cadet  Brand" 

WE  SOLICIT  THE 
JOBBING  TRADE 

Bradford  Mfg.  Co. 

121-123  E.  24th  Street 
New  York  City 


Van  Blankensteyn 

&  Hennings 

Importers  and  Ms 

nufacturers 

ART  EMBROIDERY 

MATERIALS 

STAMPED  LINENS 

NEEDLES 

BRAIDS 

471  Broadway, 

New  York 

BRAIDS 


Brandt 
Braids 

SILK— COTTON— MOHAIR 

Jos.  Brandt 

41    W.    21st   St.  New  York 


Queen  Braid  Works 

MANUFACTURERS  OF 

Braids,  Dress  and  Cloak 
Novelties 

227-239  West  17th  Street 
NEW  YORK 


SILK      COTTON  MOHAIR 

BRAIDS 

IN  ALL  WIDTHS 

PIONEER  BRAID  MFG.  CO. 

INC. 

251  West  19th  St.,  New  York 


BUTTONS 


Jet  Buttons 

AETNA 
Jet  Button  Works,  Inc. 

72  Murray  Street,  New  York 


STUYVESANT  3619 

Art  Button  &  Novelty 
Mfg.  Company 

MANUFACTURERS  OF 

Jet  and  Fancy  Glass  Buttons 

Decorators  on  Buttons  of  Every  Description 
Ideas  Carried  Out  and  Confined 

106  E.  11TH  ST.,  NEW  YORK 


IF  IT  IS 

Crochet  Buttons 

WE  MANUFACTURE  IN  THE  U.   S.  A. 

A.  Heymsfeld,  Inc. 

138  Fifth  Ave.,  New  York 


Pearl  Engraving  Works 

MANUFACTURERS  OF 

Fancy  Fresh  Water 
Pearl  Buttons 

We  also  do  Engraving  and  Decorating  on  your 
nun  Buttons,   in  Pearl,    Ivory,  Wood. 

PHONE  ORCHARD  5100 
720  E.  11th  St.,  New  York 


RESLER  &  SONS 

Plain,   Fancy   and  Colored 

Pearl  Buttons 

1801  FIRST  AVENUE 
NEW  YORK 


Jobbing  Trade  Only 

PAUL  ZGURIS 

Manufacturer  of  Fancy  and  Plain 
Fresh  Water  and  Ocean 

PEARL  BUTTONS 

Carving  a  Specialty 

21-25  E.  Houston  St. 
Cor.  Crosby  St.        New  York 


DRESS  TRIMMINGS 


Harris  Bros.  Silk  Co. 

A.  S.  JANSON,  Sales  Mgr. 

RIBBON 
MANUFACTURERS 
357  Fourth  Ave.,  New  York 


Landau  &  Co. 

8-10-12  West  22nd  Street 
New  York 

Always   Something-   New  in 

TRIMMINGS 


rhone    9484  Madison  Square 

WILLIAM  REISS 

IMPORTER  OF 

Dress  Trimmings  and  Novelties 

Good  values  on  our  special  lines : 
Tassels,  Braids,  Jets,  Appliques,  Col. 
Beaded  Trimmings,  Garnitures,  Or- 
naments and  Tinsel  Trimmings,  etc. 

121-123  East  24th  St.,  New  York 


TASSELS 
NECK  CORDS 
NOVELTY 
TRIMMINGS 

Schwartz  &  Levine 

31-33  E.  27th  St. 
New  York 


NOTION  SPECIALTIES 


DAVID  BASCH  Xw3^^ 


SANITARY 

APRON 

Net  Top— Fancy  Stitch 

Dress  Protector 

Climax  Rubber 

Company 

530  Broadway 

New  York 

JORBERS  ONLY 

Collar  Supports 

COMPLETE  LINE. 
PROMPT  DELIVERIES 

CROWN 
NOVELTY  WORKS 

174   E.   Houston   St.,  New  York  City 


JOBBERS  ONLY  Still  iii  position  to  offer 


■'»  (?Ss=gS>  %_ 
^J^W^^O&H  EMPIRE    SHIELD  CO. 

818  Broadway, New  York 


Complete  Information  for  the 
Buyer     is     contained    in  the 

Snap  Fastener  Trade  Mark 
Register 

Address  "Notions  and  Fancy  Goods" 


Snap  Fasteners 
Skirt  Beltings 

and  Mercerized  Threads  for 
Immediate  Delivery 

KAPLAN  &  GOLDBLATT 

46  West  26th  St.,  New  York 

Parragut  9403-9404 


E.  KEMP  CO. 

Pincushions 

Emery  Bags 

Ribbon  Novelties 

7  WEST  22ND  STREET 
NEW   YORK  CITY 


IMPORTERS,  MANUFACTURERS 

Human  Hair 

Hair  Goods 

NEW  YORK  HAIR  CO. 

832-834  Broadway,  New  York  City 


Made  of  soft  mate- 
rial that  cannot  cut 
or  injure  the  hair. 
Will  produce  a  long, 
natural   wave  in  15 
minutes  without  dis- 
comfort. Wrapped  six 
in   a   package,  two 
dozen  in  an  attrac- 
tive display  cabinet, 
and  retail  for  10c. 
KURLEY  KEW 
WAVERS 
Send  for  sample    and  prices. 
Brett  Mfg.  Co.,  Inc.,  162  W.  34th  St.,  N.  Y.  City 


Investigate 

Prices  that  will  mean 
wonderful  savings  to 
you.  Ask  for  our  1918 
Catalog  at  once. 

NEW  YORK  MERCHANDISE  CO. 
119-121  Fifth  Avenue 
New  York 


5  AND  10  CENT 
JEWELRY 

SCHEIN  BROTHERS 
556  Broadway,  New  York 


William  Schimper  &  Co. 

B.  It.  DEBACHEB,  Pres. 
MANUFACTURERS  OF 

Fine  Metal  Novelties 

HOBOKEN,  N.  J. 

Salesroom,  33  Union  Square  West,  N.  Y. 
TOILET  AND  SMOKING  SETS 
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MERCHANDISE  REMINDERS 

BUYER'S  GUIDE  TO  NOTIONS  AND  FANCY  GOODS  FOR  RETAILERS 

TOILET  ARTICLES 


NOTION  SPECIALTIES 


For  Best  Line  of 

Ladies'  Leather  Belts 

Call  or  write  to 

LOUIS  SCHLOSS 

39  West  32nd  St.,       New  York 


Telephone  Spring  6622 

JOBBERS  ONLY 

TOILET 

MIRRORS 

of    every  description 
FRENCH  MIRROR  NOVELTY  CO.,  Inc. 
108-114  Wooster  St.,  New  York 


STANDARD 
Snap  Fastener  Co. 

137  West  22d  Street, 
New  York 


Telephone : 
Canal 

9285 


TRENCH 
MIRRORS 


Luna  Nickel  Plating  Co. 

224  Centre  St.,  New  York 


Jobbers  Only 
ELASTIC 
SANITARY  BELTS 

For  Women 

THE  UNION  SUSPENDER  CO. 
71   Mercer  St.,  New  York  City 


SACHET 
BAGS 


REGAL  SACHET  CO.,  INC. 
96-102  Church  St.,  New  York 


THE 


CARD  CLUB 


This  is  the  second  month  of  the 
Card  Club  of  Merchandise  Re- 
minders. It  is  growing.  Its  mem- 
bers are  growing.  Write  for 
information.    DO  IT  NOW! 


THIS  IS  A 
MEMBERSHIP 
SPACE 


The  "America's  Manufactures  Number " 

of  NOTIONS  AND  FANCY  GOODS 

for  the  year  end  of  Nineteen-Seventeen 


Mr.  Notion  Buyer,  you  have  not  been  at  any  great  loss  to 
find  merchandise  despite  the  fact  that  a  considerable  part 
of  Notions  were  formerly  imported.  The  next  issue  of 
Notions  and  Fancy  Goods  will  give  you  facts  and  figures 
showing  the  wonderful  progress  made  by  domestic  man- 
ufacturers since  the  war  began. 
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Notions  and  Fancy  Goods 


Cambridge 
Leather  Goods  Co.,  Inc. 


MANUFACTURERS  OF 


BAGS,  BELTS 


AND 


Leather  Novelties 

12  WEST  17TH  STREET 
NEW  YORK 

WE  ARE  PREPARED 

IMMEDIATE  DELIVERY! 

LADIES'  SUEDE  AND 
PATENT  LEATHER  RELTS 

ALL  WIDTHS— ALL  COLORS 

Cambridge  quality  and  prices  always  the  best 


WHOEVER  YOU  ARE 

A  Subscription  to 

Notions  and  Fancy  Goods 

will  make  you  a  bigger — better 
buyer. 

Send  a  Dollar  for  a  Year's 
Subscription 


FOWNES 
GLOVES 


Established  1777 


119  West  40th  St. 
New  York 


0 


BOSTON  CHICAGO 
Carter  Building  1627  Marquette  Bldg. 

12  West  St.,  Room  614     140  So.  Dearborn  St. 

SAN   FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


De  Graff  &  Palmer 


SOLE  SELLING  AGENTS 


ELASTICS 


Silk,  Lisle  and  Cotton  Webs, 
Cords  and  Braids 


BELTING 


All  Widths  in  Cotton,  Mercerized 
and  Silk 


NEW  YORK  OFFICES:  881  to  887  Broadway,  cor.  19th  Street 


BOSTON,  67  Chauncy  Street 


BRANCH  SALESROOMS 
CHICAGO,  223  West  Jackson  Boulevard  DENVER,  Foster  Building 


SAN  FRANCISCO,  SO  Sansome  Street 


November,  191/ 
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TRADE  MARK 
Registered 


TRADii  MARK 
Registered 


TRADE  MARK 
Registered 


SPECIALTIES  IN  NOTIONS  @ 

Poirier  &  Lindeman  Co. 

IMPORTERS 

373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Streets) 


TRADE  MARK 
Registered 


The  Breakers 

on  the  ocean  front 

Atlantic  City's  Newest  Fireproof  Hotel 

offers  unusual  attractions 
during  Autumn  and  Win- 
ter Seasons.  Luxurious 
lobbies,  spacious  verandas, 
restful  sun  parlors  and  su- 
perb music.  A  palatial 
residence  for  those  seeking" 
rest  and  recreation. 

American  and  European  Plans. 

Illustrated  literature  and  terms  mailed. 
Garage  with  accommodations  for  chauffeurs. 


STANDARDSTANDARDSTANDARDSTANDARDSTAND 


MAKERS  OF 


THE  FASTENER  YOU'LL  FANCY 

BLACK  OR  WHITE  IN  FOUR  STANDARD  SIZES 

%  %  %  and  No.  1 


l!  **  !  1  £ *  *  if LlM*  S  -U^f  9  f  3  % 


■»  ...   ?  t  /WfT 


Standard  Snap  Button  &  Fastener  Co. 

CHESTNUT,  JEFFERSON  AND  MALVERN  STREETS 

NEWARK  NEW  JERSEY 

STANDARDSTANDARDSTANDARDSTANDARDSTAND 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 


ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


315-321  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 
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AmCDED 


LARGEST  EXPORTERS  OF   THE   KIND  — DIRECT  TRANSACTIONS 


Qo  SAN  TRANQSCO  ''Oh 
p  ■  1915  ■  1 

TOILET  BRUSHES 

Sakabe  &  Co. 

^Proprietor         OSJlkft,  Juptlll 


American 
Bead  Company 


The 

Largest 
Bead 
Concern 
in  the 
Universe. 


With  an 
Interna- 
tional 
Reputation 
for 

Novelties. 


TRADE.  MARK 


HOLIDAY  LINES  NOW 
READY 

Tremendous  Assortments  of  Exclusive  Novel- 
ties in  Beads  and  Beadwork,  including  Hand 
Bags,  Belts,  Girdles,  Necklaces,  Ornaments, 
Braids,  Laces,  Spangles  and  Trimmings. 

485  Fifth  Avenue 

Opposite  Public  Library 

New  York 


Mark 


NAGAI  &  CO. 

Formerly  Represented  in  U.  S. 
and  Canada  by 

MORIMURA  BROS. 

Have  opened  their  own  Offices 
and  Sample  Rooms  at 

45  East  17th  St. 
New  York 


Main  Office, 

Kobe, 

Japan 


Pearl  Buttons 

Brushes 

Dolls 


HOYTS  FAST  SELLERS 


HOYT'S 

GENUINE  GERMAN  COLOGNE 

H O  ~y  Is  '  £s£ 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

IF.  HOYT  &  CO.,  Ltd..  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER  CO.,  Inc.,  Selling  Agents 


November,  1917 
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Also 
Put 
Up 
on 

Rolls 


CARD  STYLE 


ECONOMY 

BIAS  SEAM  TAPE 

The  Notion  Item  of 
Importance,  and  a 
pleasure   to   sell  it. 

Write  for  Booklet 

Economy  Binding  Co. 

120  E.  27th  St.  New  York  City 


Modelo  Garment  Display  Hangers 

Newest  and  Most  Inexpensive 
Display  Models  on  the  Market 


No.  21 

Six  Different  Life  Size  Subjects 


No.  4 

Six  Different  Ijfe  Size  Subjects 


No.    1— Two    Different  Life 
Size  Subjects 


These  Display 
Models  are  actual 
life  size  and  are 
packed  2  doz.  to 
the  box. 

(Assorted) 

Retail  Price 
per  doz.  $3.00 


4^  r 


No.  6 

Four  Different  Life  Size  Subjects 
WONDERFUL  ITEM  FOR  JOBBERS 


MODELO  GARMENT  HANGER  CO.,  Inc. 

1132    BROADWAY,    NEW  YORK 


Modern  Magic 


TO  make  an  hour  tomorrow 
produce  double  the  value 
of  results  that  the  same  hour 
yielded  yesterday  is  modern 
magic. 

Today's  careful  study  of  fac- 
tory methods  should  result  in 
better  operating  conditions — if 
you  rise  superior  to  "red  tape" 
systems  and  operate  your  plant 
on  modern  efficiency  as  it  is  dis- 
cussed every  month 

 IN  THE  


CHEMICAL  ENGINEER 

Published    by    The    McCready    Publishing  Company 

118  East  28th  Street  New  York  City 

ONE  YEAR— ONE  DOLLAR 


^IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIMIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIllllllliiiiiii^ 

I  Do 
[  You 
|  Handle 

1  5, 10  and  25c,  Goods? 

|      Do  You  Want  To  Know 

E  where  these  goods  can  be  purchased  from  first 

=  hands,  the  same  as  the  large  5,  10  and  25c.  syn- 

E  dicate  stores  do? 

|      Do  You  Want  To  Learn 

of  the  selling  methods  employed  by  these 

E  stores,  which  have  built  up  such  tremendous 

E  businesses? 

E  Send  for  Sample  Copy 

|  5  and  10c.  Store  Magazine 
1  and  Variety  Review 

E  A  consolidation  of  two  trade  journals  devoted  to  5, 

E  10  and  25c.  stores,  variety,  department  stores,  etc. 


301-308  Gerke  Building, 


Cincinnati,  Ohio 


nmiiiimmiiiiiiiiiiiimiiiiiiMiiiiiiiMiiiiiiiimmmiiniiiiiiiiiiiimiiiiiiiimrc 
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NECK  BANDS 


E 


a 


WE  MAKE  ALL  OUR  OWN  BANDS 

Buy  Direct  and  get  Perfect  Goods 

Gilman  B.  Smith  Co.,  Inc.,  121  West  17th  St.,  New  York 


FITCHBURG  HORN  GOODS  CO. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS, 
HORN  HAIR  PINS 

Knitting  Pins,  Buttons  and 
Hair  Ornaments 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 


T  TxTXT  A  >C  "Ready -To -Use" 
I  JJNJNA  O  Mending  Tissue 

—— — — — is  always  the  best  on  the 
market.  An  article  of  merit.  Now  sold  by  hundreds 
of  jobbers  and  thousands  of  retailers  throughout  the 
United  States,  Canada  and  Mexico. 

WHY  BUY  AN  INFERIOR  ARTICLE  FOR  THE  SAKE  OF  A  FEW  PENNIES'  SAVING? 

Our  goods  are  well  and  favorably  known  everywhere  and 
can  be  relied  upon  to  do  the  work  for  which  they  are  used. 
Names  of  jobbers  who  handle  our  goods  in  your  neighbor- 
hood furnished  upon  application. 


MANUFACTURED  BY 


New  York  Specialties  Company 

467  Broadway,  New  York  City,  U.  S.  A. 


ESTABLISHED  1840 


IMPORTERS  &  JOBBERS  OF 

Jinru  Qry  i0nii5  dkall  Wm% 

Broadway 

19th  and  20th  Sts. 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  to  list  for  Fall 
PRICES  RIGHT         SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House" 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

Narrow  Woven  and  Braided  Fabrics 
Featherstitch  Stickerei 
Beltings  Wash  Trimmings 

Non-Elastic  and  Elastic  Webbings 
Corset  Trim,  Etc. 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 


Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


November,  1917 
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A.  M.  TURKELTAUB 


TELEPHONE: 
MADISON  SQUARE  5327-5328-5329-4121 


JULIUS  LICHTER 


Sterling  Button  Company 


8-10-12-14  WEST  30th  STREET,  Near  5th  Avenue,  Sterling  Building 


NEW  YORK 


A  .  I  HAGUE  Cg 

IMPORTERS  &  COMMISSION  MERCHANTS 
SMALLWAR,ES  AjND  NOTIONS 

4-7  G  BROADWAY 
New  York 


Find  the 

Secret 


L 


$  ADJUSTABLE  HAT  LINING 

Makes  Any  Hat  Fit  Any 
Head  —  Comfortably 

A  Nationally  Advertised 
Quick  Seller  for  the 
Notion  Buyer 

PUT  A  FEW  ON  YOUR  COUNTER 

Sold  by  jobbers  everywhere.  If  your  jobber 
does  not  have  it  write  us  for  the  name  of  the 

nearest  one  who  does. 

The  Pullastic  Co.  of  America, 

Incorporated 
49  E.  21st  St.  New  York 


NOW  MADE  IN  AMERICA 

The  same  grades  and  values  of  jet,  mat  and 

BEAUTIFULLY  DESIGNED  AND  COLORED 
BOHEMIAN  GLASS  BUTTONS 

hat  CH  AS.  HO  YT  ASCH  &  CO.  came 

to  the  United  States  to  sell  from  the  Gablonz  factory  of  the 
company.  We  are  producing  these  buttons  in  our  factory  at 
New  York,   You  are  invited  to  call  at  the  office  and  show  room. 

24-26    East    21st    Street,    New  York 

Prices  and  Styles  on  Request  Phone:    Gramercy  5096 

BUTTONS     AND     SNAP  FASTENERS 


LET  ME  START  YOUR  INFANT'S  NOVELTIES  DEP'T 

SPECIAL  $25.00  ASSORTMENT 
Which  You  Retail  for  $50.00 

JOSEPH  H.  JOSEPH 

MANUFACTURER  AND  IMPORTER 

31-33  West  31st  St.,  New  York 

CARRIAGE  STRAPS 
IVORY    and    PEARL   TEETHING  RINGS 
BABY  BASKETS,  RATTLES 
BABY  DECORATED  SETS 
BABY  COAT  &  CLOTHES  HANGERS 


BABY  SCALES 

JEWEL  and  TRINKET  BOXES 
HAND  PAINTED  ART  GOODS 
BABY  ARMLETS 
SAFETY  PIN  HOLDERS 


EVERY    BOX  HAS  THE1 


,JcT  /  MARK  OF  THE  GENUINE 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co. 


18  W.  33rd  St. 
N.  Y. 


THAOtxMARK 


mm 


ADVANCE 
DESIGNS 

and 

New  Effects 
for  the  season 

1917-1918 

SANFORD 
NARROW 

FABRIC  CO. 

351  Fourth  Ave. 
New  York 


TELEPHONE 
BERGEN  1436 


ESTABLISHED  1900 
INCORPORATED  1907 


31  to  39  Fremont  Street 
241  to  245y2  Golden  Street 


THE  J.  FELDMAN  COMPANY 

CELLULOID  BUTTONS,  NOVELTIES  AN  D  ORNAMENTS 

JERSEY  CITY,  N.  J.,  U.  S.  A. 
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Amber  Knitting  Pins 

10,  12  and  14-inch. 
Sizes— 2,  3,  4,  5,  6,  7,  8,  9,  10,  IOV2 


Steel  Knitting  Pins 

Numbers  11  and  12 

FOR 

REDCROS 

WORK 


THE 
QUEEN 
KNITTING 

BALL 
HOLDER 

Insures 
Smooth, 
Uniform 

Work. 


No  tangles 
or  snarls. 
No  soiled 
worsted 
from 
falling 
on  the  floor. 
Always  ready 


for 


use. 


Every  one  is  knitting  for  the  Soldiers  and  Sailors 
Here  are  the  Necessities 


C.  H.  CROWLEY 


339  Broadway 
New  York 


215  So.  Market  St. 
Chicago 
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Swung  *Qa&m  Ja^tenc^ 


A  perfectly  made  product  of  the 
Vulcanite  Manufacturing  Company 

ORDER  "ACORN"  NEXT  TIME 
WHEN  BUYING  FROM  YOUR 
JOBBER.  "ACORN"FASTENERS 
MEAN  SATISFIED  CUSTOMERS 

Made  in  1,  0,  2/0,  3  0,  4/0 

Sole  Agents 

PORTER  BROS.  &  CO. 

106-108  WORTH  STREET  86  ESSEX  STREET 

NEW  YORK  Established  1855  HOSTON 

Commission  Merchants 


v 


NOTION  SPECIALISTS 

For  the  Jobbing  Trade  Only 
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DRESS  FASTENER 


OPENING  TROUBLES  ELIMINATED  BY 

 TH  IS  

EXCLUSIVE  CURVE 


MANUFACTURED  BV 

INTERCONTINENT  SALES  CORP. 

345  FIFTH  AVE.,  NEW  YORK 
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and  Fancy  Goods 


The  AWAKENING  The  REALIZATION 

Buyers  are  awake  to  the  fact 
that  there  is  no  place  like  the 

A.  J.  HAGUE  CO. 

476  Broadway,  New  York 

for  a  complete  realization  of 
their  best  hopes  in  securing  the 
actual  fulfillment  of  their 
season's  needs  in 

NOTIONS 

Full  lines  of  Shoe  and  Cor-  and  steel,  in  solid  and  as-  rary"  and  "Chanticler" — 
set  Laces,  round  and  flat,  sorted  packings — Toilet  Hand  and  Standing  Mir- 
all  sizes  and  colors — Knit-  Pins  —  Thimbles,  steel,  rors — Pocket  Mirrors — Ric- 
ting  Needles,  celluloid  and  aluminum,  nickel  plated,  Rac  Braid — Stickerei  Trim- 
steel — Flat  Centered  Cro-  celluloid  and  silvered  in  as-  ming — Sole  Agents  for  the 
chet  Hooks — Hat  Pins,  all  sorted  sizes — S  ilk  Hair  "Klosfit"  brand  of  Dress 
lengths — Safety  Pins,  brass  Nets,   "Tang  o,"   "Tippe-  Fasteners. 


SOLE  AGENTS  FOR  THE  "KANT  TAIR"  SHOE  LACES 
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"Sanford"  Specialties 

Trimming  in  New  and  Novel  Effects 
For  the  Season  of  1918 

^^J^ji  Novelty  Lace  Braid 


Trimmings 
of 

Individuality 


Trimmings 
of 
Quality 


Fast  Color  Trimmings  That  Will  Wear  as  Long  as  the  Garment 


"^-3&/0nt  Braids 


The  New  Chiffon  Edging 
for  Dainty  Wearing  Apparel. 


One  and  two-toned  effects  in 
Mercerized  and  Silk. 


In  wide  assortment. 
Plain  and  Polka  Dots. 


a^\gW)CQ^  Trimmings 

Splendid  Variety  -  in  Plain  and  Polka  Dots 

"Sanford's"  Bias  Fold  Tape 

Of  Lawn  and  Cambric  in  various  qualities.  Put  up  Solid 
or  in  Assorted  Sizes.  Unwinds  like  a  ribbon  and  can 
be  used  in  any  quantity  without  breaking  the  package. 

SANFORD  NARROW  FABRIC  CO. 

351  Fourth  Avenue,  New  York 


Notions  and  Fancy  Goods 


December,  1917 


Snap  Fastene 


Perfect  rolled  edge 
gives  strength  and 
prevents  thread  cut- 
ting. "Magnetic" 
spring  holds  its  snap. 
Look      for  initials 


A  year  ago  we  could  have  offered  jobbers  a 
"just-as-good"  snap  fastener,  but  it  would  not 
have  been  perfect. 

So  we  persisted  with  our  experiments,  and  to- 
day possess  the  only  machinery  in  America 
capable  of  turning  out  a  perfect  fastener. 

It  is  impossible  to  produce  a  perfect  fastener 
without  the  right  machinery,  and  so  we  waited 
until  now  to  introduce  the 

MADE  IN  USA- 

The  "Corona"  is  the  only  perfect  snap  fastener  made  in  the  United 
States. 

It  is  the  only  snap  fastener  with  the  "Magnetic  Spring"  that  holds 
its  s-n-a-p. 

It  is,  by  actual  test,  the  strongest  American  Snap  Fastener.  It  will  not 
bend  out  of  shape. 

It  is  the  only  American  Snap  Fastener  with  a  perfect  rolled  edge 
giving  greater  strength,  saves  cutting  of  thread  and  prevents  injury  to  the 
fabric. 

It  is  the  only  American  Snap  Fastener  made  in  seven  sizes.  This 
means  that  you  can  standardize  your  stock  by  having  a  full  range  of  sizes 
in  one  brand — "Corona."  Do  not  have  a  mongrel  stock  of  dress  fasteners 
by  taking  one  manufacturer's  sizes  00  and  0  and  another  manufacturer's 
size  0. 

We  are  not  making  idle  promises.  We  are  ready  and  will  deliver  at 
a  moment's  notice  all  sizes — 0000,  000,  00,  0,  1,  2  and  3  in  either  black  or 
white. 


Corona 


ener 


The  last  word 

in  manufacture,  packing 
and  display  of  dress  fast- 
eners, backed  by  adver- 
tising to  both  retailer 
and  consumer.  A  per- 
fectly finished  product 
with  a  perfectly  devel- 
oped market.  Retail 
price,  10c.  per  card  of 
a  dozen  fasteners. 


All  sizes  in  either  color  retail  at  10c.  a  card.  Wre  do  not  sell  one  card 
for  10c,  putting  the  same  quality  fastener  on  an  inferior  card  to  sell  for  5c. 

Liberal  re-orders  from  merchants  throughout  the  country  show  that 
we  deliver  the  goods  as  advertised. 

FOR  SALE  BY 

Corona  Fastener  Co.,  225  Fifth  Ave.,  New  York 

MANUFACTURERS 
OR 

Joseph  L.  Porter  Co.,  61  Leonard  St.,  New  York 
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A  Perfect  Snap  Fastener 
Made  in  the  United  States 


And  what  about  the  market  for  "Coronas"?  Because 
the  "Corona"  is  the  best  of  Snap  Fasteners  it  deserves  the 
best  of  advertising  and  will  get  it.  We  have  in  prepara- 
tion a  splendid  advertising  campaign  to  the  consumer. 
The  campaign  includes  full  pages  in  full  color. 

We  are  developing  the  jobber's  market,  too,  by  adver- 
tising to  the  retailer  both  in  trade  publications  and  through 
the  mail.    Both  campaigns  will  bring  you  business. 


onapjastener 


Packed  two 


"Corona"  Fasteners  are  magnifi- 
cently packed,  twelve  fasteners  on 
a  most  attractive  card,  each  twelve 
cards  in  a  box,  and  each  twelve 
boxes  in  a  carton. 

Another  method  of  packing  which 
will  prove  most  popular  with  mer- 
chants is  in  the  "Silent  Salesman" 
Sales  and  Display  Case  here  shown. 


This  Automatic 
Sales  Case 
included  free 
with  an  order  for 
One  Great  Gross 

This  is  a  handsome  metal-edged  case,  with  a  glass  top  and  front  and  a  hinged  door  in 
back.  It  measures  19  inches  long,  G  inches  high,  and  6  inches  deep.  It  contains  one  great 
gross  of  "Corona"  Snap  Fasteners  of  assorted  sizes,  in  addition  to  which  the  6  dozen 
."asteners  shown  across  the  front  of  the  case  for  display  are  included  FREE.  The  case  is 
arranged  so  that  the  sizes  cannot  become  mixed.  On  top  is  mounted  a  novel  movable 
indicator  with  which  the  salesperson  can  point  cut  the  size  the  customer  selects. 

The  jobber  will  find  this  case  most  helpful  in  selling  his  trade,  and  the  merchant  will 
And  that  the  "Corona"  Fasteners  displayed  in  this  way  will  "sell  themselves"  without 
find  that  the  "Corona"  Fasteners  displayed  in  this  way  will  "sell  themselves." 

FOR  SALE  BY 

Corona  Fastener  Co.,  225  Fifth  Ave.,  New  York 

MANUFACTURERS 

OR 

Joseph  L.  Porter  Co.,  61  Leonard  St.,  New  York 
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Write  today 

for  a  sample  card  of  "Cor- 
ona" Snap  Fasteners  and 
compare  their  perfection 
with  any  fasteners  you 
have  ever  handled.  At 
the  same  time  we'll  send 
you  full  details  of  our 
double  advertising  cam- 
paign, dealer  helps  and 
jobbers'  discounts. 


nap  Fastener 


America's 
Button  Losses 

There  are  plenty  of  statistics  about  button  profits.  But  what  is  the  story 
about  button  losses? 

Stop  to  consider  that  every  department  store  in  the  United  States,  at  the  end 
of  every  season,  cheerfully  (?)  takes  losses  from  off-color,  off-style  and  shop-worn 
fancy  and  novelty  buttons. 

Get  a  pencil  and  paper  and  try  to  figure  the  losses  from  idle  capital  tied  up 
^n  "stock"  buttons. 

Maybe  a  measuring  tape  and  a  six  months'  vacation  will  help  you  to  figure 
the  shelf  and  counter  space  wasted  on  buttons  that  fail  to  sell. 


New  Button  Merchandising  Methods 

Thousands  of  stores  all  over  the  country  have  learned  the  moral  of  the  story 
about  button  losses.  They  have  solved  the  button  problem  and  are  making  larger 
PROFITS  from  buttons  than  ever  before,  at  the  same  time  eliminating  seasonal 
losses,  idle  button  stocks — and  all  this  with  a  trifling  outlay. 

YOU  may  supply  your  customers  with  buttons  of  distinction,  in  every  smart 
and  NEW  shape  and  in  all  the  standard  sizes  

YOU  may  easily  increase  YOUR  PROFITS  from  every  button  sold  over  your 
counters  and  give  your  customers  greater  value  at  lower  prices  

YOU  may  increase  your  profits  from  dress  goods  and  other  materials  in  the 
same  way  that  thousands  of  other  merchants  have  done  

The  answer  is  Covered  Buttons,  made  with 

Menkin  Equipment 

 the    NEWEST   and   most    improved    now    on    the    market.     Makes  many 

styles  for  the  ordinary  cost  of  making  one.  Gives  you  each  season's  latest  style 
the  minute  it  becomes  popular. 

Write  for  details  of  the  MENKIN  proposition  and  ask  about  our  Sales  Promo- 
tion Service  at  the  same  time.    Selling  helps  which  really  make  sales. 

Remember!    The  Button  Sells  the  Material! 

S.  MENKIN,  Inc. 

147  West  28th  Street,  New  York 

Creators,  Promoters  and  Producers  of  Covered  Button  Supplies  for  Over  Sixty 

Years. 


10 


Notions  and  Fancy  Goods 


December,  1917 


The  Largest  Establishment 

In  the  World 
Devoted  to  the  Sale  of 

FANCY  AND  STAPLE  NOTIONS 

Gathered  from  the  Four  Quarters  of  the  Globe 

Sole  Agents  for 


KIRBY  BEARD  &  CO.'s  Eng- 
lish Pins,  Needles,  etc. 

GEO.  PRINTZ  &  CO.'s  Light- 
ning Needles  and  Pins. 

ALFRED  NICHOLLS  &  CO.'s 
Hooks  and  Eyes. 

NEWEY  BROS.'  Hooks  and 
Eyes. 

F.  B.  Agate  Buttons. 

Agents 

LUKE  TURNER  &  CO.'s 

The  Oakville  Co. 
Sterling  Pin  Co. 


ROSEN  WALD  &  CO.'s  Famous 
Coiffura  "Tidy  Wear"  Hair 
Nets. 

HOWARD  WALL,  LTD.  — 
Dean  Tape  Measures. 

R.  B.  C.  Dress  Bone  and  French 
Corset  Bone. 

SCHOTT  BROS,  and  DIRACO 
— Button  Machines. 

for 

Best  English  Elastics 

National  Pin  Co. 
G.  W.  Richardson  Co. 


C.  B.  Embroidery,  Crochet  and  Mending  Cottons 

DIECKERHOFF  RAFFLOER  &  CO 

560-566  Broadway,  cor.  Prince  Street,  New  York 
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Now — Perfected  Fasteners 

Made  as  Women  Want  Them 


AT  LAST  women  and  the  merchants  from  whom 
/  \    they  buy  are  offered  this  important  though 
1     JL  small  article  in  a  finally  perfected  form. 

Starsnaps  are  the  standardized  snap — the  scientific 
fastener.  They  are  made  exactly  as  women  want 
them.  No  other  fastener  can  embody  these  good 
points,  because  the  machinery  that  makes  them  is 
built  by  us. 

You  know  the  faults  of  the  snaps  you  have  Leen 
using.  How  some  won't  stay  fastened.  How  practi- 
cally all  cut  the  thread.  How  small,  round  holes 
make  them  hard  to  sew  on. 

Starsnaps  end  all  these  troubles — the  coming 
open;  the  thread  cutting;  the  little,  inadequate  holes. 

High  tension  springs  make  them  hold  tight.  The 
smooth  rolled  edge  on  both  back  and  front  simply 
can't  cut  the  thread.  Large  oblong  holes  make  sewing  on 
easy,  with  a  slanting  needle. 

Starsnaps  are  beau- 
tifully finished  —  smooth 
and  polished  —  absolutely 
rust-proof  and  wear-proof. 


Starsnaps  are  extra  flat,  but  so  strong  they  will  not 
bend.    They  don't  wear  the  material  and  won't  show. 

Now,  when  you  buy  snap  fasteners,  be  sure  to  ask 
for  Starsnaps — the  perfected  fastener.  Look  for  the 
oblong  card  we  illustrate.  Be  sure  you  see  the  Star 
trademark  on  this  card. 

If  You  Can't  Get 

Send  Direct  to  Us 

Most  dealers  now  have  a  stock  of  Starsnaps  ready 
to  supply  their  customers.  If  yours  hasn't  them  yet, 
put  10  cents  in  an  envelope  and  mail  to  us.  Say 
which  size  you  want,  and  which  color.  And  please 
mention  your  dealer's  name. 

We  will  send  your  Starsnaps  by  return  mail  and 
supply  your  dealer,  so  he  will  have  Starsnaps  in 
the  future. 

Notice  to  Dealers: 
Order  Starsnaps  from 
your  jobber.  He  can  sup- 
ply any  quantity,  in  all 
sizes. 


Columbia  Fastener  Company 

3229-3231  S.  Ashland  Ave.,  Chicago,  111.,  U.  S.  A. 

19  E.  24th  Street,  New  York 


nnouncement  Page  in  Saturday  Evening  Post 
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EG.u.s.  pat.  orr, 


You  Needn't  Wait  Until 

i 

After  The  War  Is  Over 

The  finally  perfected  snap  is  here — ready  for  your  trade — the  finest  snap  ever  manufactured  in  this 
or  any  other  country — backed  by  one  of  the  bigyest  and  most  forceful  advertising  and 
merchandising  campaigns  ever  employed  to  launch  any  article,  large  or  small. 


Ends  Fastener  Troubles 

This  perfected  snap  has  none  of  the  faults  of  the  snap 
fasteners  now  known  to  the  trade.  High  tension  springs 
that  will  not  loosen  with  wear  make  it  hold  fast.  Starsnaps 
won't  come  unfastened. 

Next  in  importance,  Starsnaps  won't  cut  threads,  because 
both  back  and  front  have  a  smooth  round  edge. 

Starsnaps  are  extra  flat,  but  too  strong  to  bend.  They 
have  large  oblong  holes  instead  of  the  usual  small  round 
ones.    Sewing  on  is  easy — a  point  that  appeals  to  women! 

They  are  beautifully  finished,  smooth  and  polished,  abso- 
lutely rust-proof  and  wear-proof.  They  come  in  a  complete 
line  of  sizes,  both  black  and  white. 

Perfected  Merchandising  Plans 

After  perfecting  this  snap,  our  next  step  was  perfecting 
the  plans  to  merchandise  it.  Thus,  we  are  about  to  launch 
a  selling  campaign  that  will  reach  every  woman  in  America 
through  the  best  known  and  most  popular  National  weeklies 
and  monthlies. 

Few  products,  large  or  small,  have  been  backed  by  such 
a  tremendous  volume  of  advertising,  considered  both  from 
the  standpoint  of  size  of  advertisements  and  the  number  of 
publications  scheduled. 

Our  dynamic  Spring  campaign  will  make  Starsnaps  the 
popular  name  for  fasteners. 

The  First  Gun 

The  Saturday  Evening  Post  will  fire  the  first  gun  when  the 
full-page  ad  you  see  on  the  opposite  page  appears  February 
2nd.  Let  us  remind  you  that  this  page  will  have  a  circula- 
tion of  1,857,000,  which  can  be  safely  multiplied  by  three 
to  estimate  the  probable  number  of  readers. 

There  will  be  another  full-page  in  the  February  issue  of 
Vogue — a  beautiful  artistic  page  that  the  100,000  women 
and  their  friends  who  read  this  smart  periodical  will  be 
sure  to  admire. 


Strong  Follow-Up 

There  will  be  a  half-page  in  the  February  Ladies'  Home 
Journal,  which  reaches  another  1,637,394  American  homes 
to  be  read  by  the  family  and  their  friends;  a  half-page  in 
the  Delineator,  half  page  in  the  Designer,  a  half-page  in  The 
Woman's  Magazine — publications  read  by  both  families  and 
the  dressmaking  and  tailors'  trades — with  a  joint  circula- 
tion of  1,386,781. 

In  all  there  will  be  4,981,175  Starsnap  advertisements  sent 
broadcast  this  one  month.    And  in  March,  April  and  May. 

Additional  Selling  Helps 

In  addition  to  this  direct  appeal  to  the  consumer,  we  have 
prepared  every  other  possible  selling  help. 

We  have  most  attractive  boxes,  display  trays  and  other 
advertising  material  to  supplement  our  national  publicity. 

The  Starsnaps  Card  itself  shown  so  prominently  in  the 
Saturday  Evening  Post  page  is  beautifully  printed  in  six 
colors,  attractive  as  a  pretty  picture. 

We  will  not  be  satisfied  when  dealers  purchase  Starsnaps 
but  will  also  sell  them  for  you. 

Notice 

To  Jobbers:  Our  representative  will  call  upon  you  soo^ 
show  you  Starsnaps,  the  Starsnap  advertising  campaign,  and 
the  Starsnap  display  material.  To  secure  samples  in  advance 
of  this  visit,  please  write  to  the  address  below. 

To  the  Retail  Trade:  If  you  want  an  advance  stock  of 
Starsnaps,  order  direct,  stating  which  jobber  you  wish  to 
handle  your  order.  12  fasteners  on  a  card — open  stock  in 
boxes  of  12  cards.  Display  cabinet  of  6  gross  assorted,  $4.20; 
$8.40  per  great  gross.    Retail  price,  10c.  a  card. 

Remember,  the  demand  for  Starsnaps  will  be  immediate  as 
soon  as  the  National  selling  campaign  appears.  An  advance 
stock  is  necessary  to  avoid  disappointing  your  trade. 


Columbia  Fastener  Company 


3229-3231  South  Ashland  Ave.,  Chicago,  U.  S.  A. 


19  East  24th  Street,  New  York 


Nearly  5  Million  Ads  a  Month,  Starting  February 


13 


Motions  and  Fancy  Goods 


December,  1917 


|   A  COMPLETE  STOCK  OF 

|  HUMP  Hair 

Special  Assortments 

I  means  the  utmost  convenience  and 

1  economy  to  you  in  handling  this 

I 

|  QUICK-SELLING,   PROFITABLE  LINE 


inn  mi  ii  mil  in  ii  ii  in  mini  1 1  i  inmii  n  inmiiii  mi  iiiiiiiiiimnu  muni'  - 


Six  S 


Selling  Assortments 


Assortment  No.  10 

1  Doz.  Pkgs.  No.  1 

1  Doz.  Pkgs.  No.  2 

2  Doz.  Pkgs.  No.  3 
1  Doz.  Pkgs.  No.  4 

1  Doz.  Pkgs.  No.  5 

Vz  Gross  Assortment  $2.25 
Assortment  No.  25 

3  Doz.   Pkgs.  No.  1 

2  Doz.   Pkgs.   No.  2 

3  Doz.  Pkgs.  No.  3 
1   Doz.   Pkgs.   No.  4 

1  Doz.   Pkgs.  No.  5 

2  Doz.  Pkgs.  No.  6 

1  Gross  Assortment  $5.25 


Assortment  No.  15 


Assortment  No.  20 


1  Doz.  Pkgs. 

1  Doz.  Pkgs. 

1  Doz.  Pkgs. 

1  Doz.  Pkgs. 

1  Doz.  Pkgs. 

1  Doz.  Pkgs. 


No. 
No. 
No. 
No. 
No. 
No. 


Doz.  Pkgs.  No.  1 

Doz.  Pkgs.  No.  2 

Doz.  Pkgs.  No.  3 

Doz.  Pkgs.  No.  4 

Doz.  Pkgs.  No.  5 


Vi  Gross  Assortment  $2.62 </2     1  Gross  Assortment  $4.50 


Assortment  No.  30 

2  Doz.  Pkgs.  No.  1 

2  Doz.  Pkgs.  No.  2 

2  Doz.  Pkgs.  No.  3 

1  Doz.  Pkgs.  No.  4 

1  Doz.  Pkgs.  No.  5 

4  Doz.  Pkgs.  No.  6 

1  Gross  Assortment  $6.00 


Assortment  No.  35 

1  Doz.  Pkgs.  No.  1 

1  Doz.  Pkgs.  No.  2 

2  Doz.  Pkgs.  No.  3 
1  Doz.  Pkgs.  No.  4 
1  Dcz.  Pkgs.  No.  5 
6  Doz.  Pkgs.  No.  6 

1  Gross  Assortment  $6.75 


Keep  All  Sizes  in  Stock  and  Keep 
OPEN  PACKAGES  on  Display 


in  mini  mini  minimi  n  niniitmii  mmn  i  mnmiii  mmi  mini  m  n  minimi 

To  Dealers  Free 

This  handsome  15-inch  display  stand,  for 
counter  and  window  display,  free  with 
initial  order  for  one  gross  or  more  packages 
of  HUMP  Hair  Pins. 


These  5  Sizes 


L^ng,  Short,  Medium.  Stand- 
ard and  two  Invisibles,  are 
designed  to  meet  the  re- 
quirements  fcr  all  hair  /fjJ 
pin  sizes  and  weights       y.  §3 
and  for  every  kind  of 
nair. 


1 1  I  12 

Invisible  Sizes 


Standard  Sizes 


5  Cent  Package 

One  size  to  the  package. 
Twelve  packages  to  the 
bundle,  banded.  Twelve 
bundles     to     the  gross. 

Per     Gross    Pkgs.,  $4.50 
(Order  by  Number) 


10  Cent  Package 


Assorted 
sizes. 

Five  sizes  to 

the  package. 

12  packages 

to  the  bundle, 

banded. 

12  bundles  to 

the  gross. 

Per 
Gross  Pkgs. 

$9.00 
(Order 
No.  6) 


Finest  Flexible  Steel 
Satin-Enamel  Finish 
Non-Rust,  Dainty, 
j  Light  Weight,  Extra  Strong  j 

~  ^iiiiiiiitiiiiiiiiiiiiiiiiriitTJiiiiitiiiuitriuiiiM ttiiitiiijjiiiif JiiiiJiiitiiiiiifiiiiTiiiiiJiiixiiiiitiiiifiiiiTiiiiiiiiJtiiiiTiijiiiiDiri^ 


ORDER  FROM  YOUR  JOBBER  IMMEDIATELY 

The  Hump  Hair  Pin  Mfg.  Company 


SOL.  H.  GOLDBERG,  President 


CHICAGO,  U.  S.  A. 
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WRIGHTS  Bill  EMTMI 

LOOK  FOR  THE  PORTRAIT  ON  EVERY  WRIGHT  LABEL 


The  kind  of  an  item 
on  which  you  can 
build  an  ever  increas- 
ing demand  at  the 
notion  counter. 


Wm.  E.  Wright 
Pioneer  Manufacturer  of 
Bias  Fold  Tapes 


There  is  only  one 

Wright  way 
of  packaging  this 
nationally  advertised 
10c  notion  item 


Made  in  the  U.  S.  A. 


We  call  special  attention  to  our 
6-yard  goods  in  fine  quality, 
which  can  be  retailed  for  10 
cents,  affording  you  an  excellent 
profit  and  giving  the  consumer 
the  benefit  of  a  strictly  high- 
grade  article.  Ask  your  jobber 
to  show  you  70-A,  an  excellent 
fine  Cambric  in  White  only,  up  to 
and  including  No.  5;  also  75-A 
and  80-A  India  Lawn  in  Black, 
White  and  colors  up  to  and  in- 
cluding No.  5. 


All  Jobbers  Sell  It 

The  need  of  the  hour  is  for  sen- 
sible economies,  and  women  will 
do  more  home  dressmaking  dur- 
ing the  coming  year  than  for 
many  years  past.  They  will  need 
good,  reliable  Wright's  Bias 
Fold  Tape,  and  you  will  vastly 
increase  your  prestige  with  them 
if  you  have  full  assortments  of 
this  tape  at  all  times  ready  for 
them. 


U.  S.  Pat.  Off. 


WM.  E.  WRIGHT  &  SONS  CO. 

Manufacturers 

315-317  Church  Street  and  38  Lispenard  Street,  New  York 
STOCKS  CARRIED  AT  ALL  AGENCIES 
CHICAGO— E.  S.  Ransom,  325  W.  Adams  St.  ST.  LOUIS— Geo.  F.  Anderson's  Son,  819  Washington  Av. 

PHILADELPHIA— James  F.  McCarriar,  1011  Chestnut  Street 
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"Success"  List 


of 


Domestic  Notions 

Leaders  in  everyday  demand 


Order  to-day  for  to-morrow's  needs 


Arm  Bands 
Armlets 
Buttons 
Bow  Holders 
Button  Hooks 
Button  Fasteners 
Button  Thread 
Button  Rings 
Brass  Rings 
Bone  Rings 
Barrettes 
Back  Combs 
Barber  Combs 
Corset  Laces 
Corset  Clasps 
Crochet  Hooks 
Crochet  Needles 
Collar  Buttons 


Curling  Irons 
Crochet  Cotton 
Coat  Button  Kits 
Dress  Fasteners 
Dressing  Combs 
Dress  Forms 
Drinking  Cups 
Darning  Cotton 
Darning  Balls 
Elastic  Webs 
Elastic  Braids 
Embroidery  Hoops 
Emeries 
Fastener  Tape 
Glove  Stretchers 
Glove  Buttoners 
Glove  Darners 
Goggles 


Hair  Pins 

Hair  Curlers 

Hooks  and  Eyes 

Hook  and  Eye  Tape 

Iron  Holders 

Ironing  Wax 

Iron  Cover  Stretchers 

Knitting  Cotton 

Kid  Curlers 

Key  Rings 

Key  Chains 

Lamp  Wick 

Manicure  Sets 

Nipples 

Pacifiers 

Pocket  Mirrors 

Pins 

Pin  Tickets 


Pen  and  Pencil  Holders 
Pens 

Powder  Puffs 
Pants  Button  Kits 
Pin  Cushions 
Ribbon  Leaders 
Ribbon  Wire 
Shoe  Laces 
Shoe  Horns 
Shoe  Button  Kits 
Shoe  Polishers 
Sanitary  Belts 
Sanitary  Aprons 
Slipper  Trees 
Safety  Pins 
Stay  Binding 
Shopping  Bags 
Sewing  Wax 


Side  Combs 

Soap  Boxes 

Scissors 

Shears 

Shirt  Dryers 

Stocking  Dryers 

Skirt  Markers 

Stilettos 

Traveling  Kits 

Thimbles 

Tape  Measures 

Tape  Needles 

Tatting  Shuttles 

Tweezers 

Wash  Goths 

Wash  Cloth  Bags 

Wood  Enamel  Rings 

Window  Hooks 

Yarn  Ball  Holders 


DIECKERHOFF,  RAFFLOER  &  CO. 

Domestic  Notion  Department.    R.  G.  BROWN,  Mgr. 
560-566  BROADWAY,  Corner  Prince  Street,  NEW  YORK 


{ 

\) 
1  I 
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TRENCH  MIRRORS 
Spiral  Puttees.  Military  Cases,  Handy  Kits 
Cigarette  Cases,  Tobacco  Pouches 
and  Money  Belts 

For  the  "Boys  Over  Here"  and  the  "Boys  Over  There" 


To  Retail  from  25c  to  $1.25  To  Retail  from  50c  to  $2.50 

E.  A.  GUTHMANICO. 

137  Fifth  Avenue  New  York 


"The  Quality  Line  of  Popular  Price  Leather  Goods" 

AN  Al  OLOGY 

Owing  to  the  enormous  demand  for  "Cambridge  Made"  pocketbooks  and  belts 

We  regret  extremely  that  we  were  forced  to  disappoint 
many  of  our  best  customers  in  being  able  to  only 
partially  supply  their  demands  for  our  goods.  We 
did  the  very  best  that  could  be  done  under  existing 
conditions. 

IN  OUR  ^EJV  HOME:  137  FIFIH  AVE., 

our  manufacturing  capacity  is  more  than  doubled 
and  we  are  now  prepared  to  give  your  wants  for 
Spring  prompt  and  careful  attention.  To  see  our  line 
is  to  understand  why  the  demand  for  "Cambridge 
Made"  pocketbooks  and  belts  has  exceeded  the 
supply. 

Cambridge  Leather  Ggbds  Co? 


One  Thirty-Seven  Fifth  Avenue 


New  York  City 
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NAIAD 

Dress  Shield 


Endorsed  and  Used  by  Leading  Modistes 


Not  Made  of  Rubber 

Free  from  every  trace  or  taint  of 
rubber,  NAIAD  is  the  most  white, 
crisp  and  clean  of  all  shields.  All 
sizes  and  styles  for  every  need. 

OBTAINABLE  FROM  JOBBERS 
EVERYWHERE 

If  your  jobber  cannot  supply  you 
with  NAIAD  send  us  a  postal  with 
his  name  and  address.  We  will 
see  that  you  get  full  information 
about  the  wonderful  NAIAD  sell- 
ing advantages  to  retailers. 


NATIONALLY 


ADVERTISED 


THE  C.  E.  CONOVER  COMPANY 

101  Franklin  Street  New  York  City 


If  This  Illustration 

attracted  your  attention  to 
this  advertisement,  wouldn't 
attractive  cuts  depicting 
correctly  your  merchandise 
attract  attention  to  your 
advertisement—  embellish 
your  printed  matter — act  as 
silent  salesman,  and  help 
to  increase  your  sales? 

Let  Us  Help  You 


The  Mildred  Beardslee  Corp. 

50  East  Twenty-ninth  Street,  New  York 

Phone  4846  Mad.  S* 
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NoTloNS 

«n  ;;;  :::::::/-,!::i::rf,:]i::;j::;ni.;ii:::;  r:.  :.:'ir  ifiiiai 

NoTloNS 


WHEN  WOMEN  SPEAK  OF 

BIAS  FOLD  TAPE 

Think  Of 

DUO-DURO 

which  is  made  of  the  finest  LAWN  and  CAMBRIC,  in  widths 
from  1/4"  to  1"  in  6  and  12  yard  pieces  and  packed  in  Boxes 
and  Cabinets  of  12,  24,  36,  72  and  144  pieces  in  solid  or  assorted 
widths. 

Made  in  U.  S.  A. 

Also  Buckles,  Soutache  and  Stickerei  Braids,  Silk  Cords,  Skirt 
Belting,  ZIP  and  GUDSPRING  Snap  Fasteners. 
EFF-BEE  Mercerized  Embroidery  Cotton  is  Paramount. 

WE  HAVE  AN  ATTRACTIVE  PROPOSITION  FOR  JOBBERS 

FREYDBERG  BROS.,  Inc.,  49  West  18th  Street,  NEW  YORK  CITY 

NoTloNS   __ 


piiiiiii 

NoTloNS 


H 


OKRAV 

A  BUY-WOFD  FOR  NOHONS^^ 

We  Invite  Your  Inspection  of 
Our  Stock  of 

ependable  Notions 

Ready  for  Immediate  Delivery 

Agents  for  William  H.  Cole  &  Co.'s  Famous  Enameled  Hair  Pins 
("Colbata,"  "Royal,"  "Arrow,"  Brands) 
Perkins  &  Marmont's  Celebrated  English  Pins 

Edwin  Horrax,  Inc. 

35-37  East  20th  Street,     New  York 
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Every  Roll 
Backed  by  the  Name 

Every  roll  of  Russell  Elastic  Web 
is  backed  by  the  name  of  the 
Manufacturers. 

The  name  "Russell"  has  been  syn- 
onymous with  "quality"  since  1  834 
—eighty-three  years  of  giving  real 
service  to  merchant  and  customer. 

Branding  a  line  of  goods  insures  a 
uniformity  of  quality.  All  Russell 
webs  are  branded.  Sell  your 
customers  "Camel's  Hair"  and 
"Panama  Girl." 

The  Quality  of  "Russell" 
brings  customers  back  for  more 

THE 

RUSSELL  MANUFACTURING 
COMPANY 


Established  1834 


Capital  $900,000.00 


New  York  Office:  349  Broadway 
Factory:  Middletown,  Conn. 


De  Lonio 

Button 


De  Long  Press  Button  1 
N  9  2 

IT?  EhH  S  PR  I  N  G 

® © & & 0 

WORLDS   FLATTEST  FASTENER 

THE  DE  LONG  HOOK— EYE  COMPANY 


IT  IS  WELCOME-the  new 
De  Long  Press  Button! 
The  large  orders  we  are 
receiving  daily  indicate  an 
immediate  appreciation  of 
its  merits  on  the  part  of 
both  the  trade  and  the 
public. 

It  cannot  be  sewed  on 
wrong.  It  works  securely, 
easily,  unfailingly.  It  has 
no  rough  edges  to  cut  the 
thread.  It  comes  through 
the  laundry  uninjured-and 
so  does  the  fabric. 

Your  customers  WANT 
the  De  Long  Press  Button. 
Order  through  your  jobber, 
or  direct. 


The  De  Long  Hooked  Eye  Company 

c 

Manufacturers  of  Hooks  and  Eyes 
Safety  Pins .  Hair  Pins  Toilet  Pins 

Philadelphia,  U.S.A. 

St.  Marys.  Canada. 
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I  Extracts  Imported  from  France  | 


<•*  SIMON'S  ~*0 

f  FLEURSde  FRANCE 

s        CONCENTRATED  PERF 
ONE  DROP 
IS  ENOUGH 

Don't  use  More 


Wsderra  fife 

w  made  in  oub  US  Factories  trom  pure  essences  imported  from  FRANCE  #.S 


Blown  Bottles 
Ground  Glass  Stopper 

With  dropper  attached.  Highly 

polished  nickel  top.    Lasting  and  | 

delicate  scents.  One  drop  is  worth  = 

many  drops  of  ordinary  perfume.  | 

Can  be  carried  in  a  bag  or  about  | 
the  person.  | 


|  Put  up  in  packages  of  three  dozen  bottles,  one  dozen  different  scents  equally  assorted. 
|  $24.00  per  gross  bottles. 


Importers 
Manufacturers 
Exporters 
Wholesalers 
Established  1873 
Incorporated  1898 


A§)TEIW 

860  Broadway  New  York 

THE  NOVELTY  CORNER 


DT 

Bf{0 


27  and  29 
East  17th  St. 
Running 
through  to 
32  and  34 
East  18th  St. 


—  (Broadway  and  17th  Street)  Z 

jfiiiiiiiiiiiiiiiniiiiiiiiiiimmiiiiiiiiiiiiimMiiiim 


SAFE  TO  BUY 


SURE  TO  SELL 


Certain  to  Yield  Full  Profit— Bound  to  Satisfy  Your  Customers 

Compare  the  "Hero"  with  any  snap  fastener  on  the 
market — quality  and  price.  Look  for  yourself.  Con- 
vince yourself.   Decide  for  yourself. 

The  "Hero"  has  won  out  and  is  winning  out  in  every 
such  comparison  that  merchants  have  made. 

WRITE  FOR  FREE  SAMPLES 


HERO  SNAP 


636-638  BROADWAY 


FASTENER  CO 


NEW  YORK  CITY 
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For   Darning  and 
Mending 

Art. 
No. 

1535  H.  B.  Cashmere  Mending 

1536  Howard  Cashmere  Mending 

1537  H.  B.  Ball  Mending  Worsted 

1538  Bunker  Hill  Mending  Worsted 

1539  Gretchen  Mending  Worsted 

1540  Dorcas  Darning  Worsted 
1511  H.  B.  Dorcas  Darning  Cotton 
1522  H.  B.  Dorcas  Mending  Cotton 

1573  H.  B.  Mercerized  Mending  Cotton 

1574  H.  B.  Mercerized  Mending  Cotton 

1575  H.  B.  Mercerized  Mending  Cotton 

1579  Gretchen  Darning  Cotton 

1580  Dorcas  Darning  Cotton 

1581  Tiger  Darning  Cotton 

1582  H.  M.  C.  Mending  Cotton 

1583  H.  B.  Darning  Cotton 

1584  H.  B.  Spool  Mending  Cotton 

1587  H.  M.  C.  Lustrous  Mending  Cotton 

1588  H.  B.  Lustrous  Mending  Cotton 

1589  H.  B.  Lustrous  Mending  Cotton 

1590  Howard  Lustrous  Mending  Cotton 

1591  H.  B.  Mercerized  Mending  Cotton 

1592  Howard  Mending  Cotton 


Lisle  and  Silk  Hat  Elastics ; 
Pure  Silk  Honeycomb,  Loom, 
Frill  and  Cable  Webs. 


For  Embroidery,  Cross 
Stitch,  Etc. 


Art 
No. 
1512 
1514 
1515 
1517 
1519 
1520 
1521 
1528 
1533 
1585 
1586 
1593 
1595 
1599 


H.  B.  Lustrous  Embry.  Cotton 

H.  B.  Lustrous  Embry.  Floss 

H.  B.  Lustrous  Embry.  Bope 

H.  B.  Filoselle 

H.  B.  Filoselle 

H.  M.  C.  Filoselle 

H.  M.  C.  Filoselle 

H.  B.  Mercerized  Embry.  Floss 

Howard  Silknitin  Embry.  Cord 

H.  B.  Padding  Cotton 

Howard  Padding  Cotton 

P.  E.  T.  Embroidery  Cotton 

H.  B.  Embroidery  Cotton 

H.  B.  Mercerized  Embry.  Cotton 


ELASTICS 


For   Knitting,  Crochet, 
Etc. 

Art 
No. 

1509  H.  B.  Dorcas  Knitting  Cotton 
1507  Howard  Knitting  Cotton 
1516  H.  B.  Handlume  Yarn 
1532  Howard  Silknitin  Slipper  Yarn 

1544  H.  B.  Dorcas  Sweater  Yarn 

1545  H.  B.  Lustrous  Sweater  Yarn 

1546  H.  B.  Dorcas  Sweater  Yarn 

1550  H.  B.  Crochet  Cotton 

1551  H.  B.  Mercerized  Lacecordo 

1552  Howard  Lustrous  Lacecordo 

1553  H.  B.  Lustrous  Crochet  Twist 

1554  Kensington  Crochet  Twist 

1555  Gretchen  Crochet  Twist 

1556  H.  B.  Silkrochey 
1559  Sil-Cro-chet 

1561  H.  B.  Macrame  Twist 

1562  H.  B.  Cordonnet 


Art  Silk  Cables  and  Frills; 
Pure  Silk  Elastic  Beltings; 
All  Perfect  Quality. 


MANUFACTURED  BY  THE  HOWARD  MANUFACTURING  COMPANY,  CHARLESTOWN,  MASS. 


SELLING  AGENTS 


S.  E.  HOWARD'S  SON  &  CO. 


1150  BROADWAY 
230  FIFTH  AVENUE 


NEW  YORK 
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Solid 
Back 
Hard- 
wood 
Pure 
Bristles 


Jtowam 


Brushes 

Best  Brashes  Made 


GODIVA 


AJAX 


SAMSON 


Hair 
Military 
Cloth 
Hat 
Bath 
Nail 
Velvet 
Lather 


ATLAS 


PERFECTION 


Mirrors,  Manicure 
Instruments,  and 
Accessories  to  match. 


Manufactured  completely  in  our  own  factory  under  sanitary  conditions 
and  by  work  people  who  take  an  interest  in  the  merchandise  they  make. 


It  cleans  the 
brushes  without 
injuring  them. 


Easy  to  use,  inexpensive 
to  buy  and  it  prolongs 
the  life  of  the  brush. 


MANUFACTURED  BY 


S.  E.  HOWARD'S  SON  &  CO. 


Robert  Low's  Son  &  Howard 


Pure  Toilet  Soaps 


Old  Brown  Windsor 
Turtle  Oil 
Honey 


Elder  Flower 
Glycerine 
Carbolic 


Cushion 
Swing 


Howard  Razor  Strops 


THE  RAZOR 

When  examined  under  a  microscope  shows  an  e 
with  teeth  like  a  saw,  and  in  order  to  use  a  saw  succe 
'we  must  force  it  so  that  the  teeth  will  catch  upon  the  w 
'  The  same  is  true  of  a  razor,  only  the  teeth  are  set  (or  forme 
stropping.    Before  doing  this,  see  whether  you  draw  ( 
razor  in  shaving,  a-nd  strop  in  the  opposite  direction,  s 
points  of  the  teeth  will  catch  the  hair  and  not  slip 
Strop  with  red  side  first,  and  finish  on  the  hlack. 

Trade  Mare  m 


Combination 
Belt 


For  the  Safety  Razor  or  the  Old-Fashioned  Razor 
Manufactured  by  the 

Howard  Mfg.  Co.,  Charlestown,  Mass. 

Selling  Agents 


S.  E.  Howard's  Son  &  Co.    230  FIFTH  AVENUE 


New  York 
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There  Is  Only  One 


TRADEMARK 


RtGISTlRED 


Snap  With  the  Turtle  Back 

There  are  many  trailers,  many  imitators,  many  who  seek  to  gain 
sales  on  SO-E-Z  ideas.   But  there  is  only  one 

SO-E-Z  SNAP  WITH  THE  TURTLE  BACK 

Your  Jobber  Can  Supply  You 
Made  by  THE  AUTOYRE  COMPANY 


A.  L.  CLARK  &  CO.,  Inc. 

SOLE  DISTRIBUTORS 

652  BROADWAY  NEW  YORK 


Made  in 
Five  Sizes 


0000        000  00 


Black  and 
Silvered 
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WOMEN 
WANT 
BRAIDS 


OF  THE 


QUALITY 


AND 


FINISH 


WE 
PUT  INTO 
THE 


STAR  BRAND 


The  New  Way-j 

Buy  braids  on 
Star  Reels  -  the 
simplified  method 
of  merchandising 

SKIRT  AND 

BINDING 
BRAID 


TELL 
YOUR  JOBBER 

TO  SEND  YOU  FULL  INFORMATION 
REGARDING  THE  SELLING  VALUES 
PECULIAR  TO  OUR  REEL  GOODS. 

Made  in  4-6-8-10-12-14-16-18-20-24-30-36-48  Line 

ALL  COLORS 

MOST  JOBBERS  NOW  CARRY  THIS  LINE— ASK 
FOR  IT  BY  NAME— IF  YOUR  JOBBER  CANNOT 
SUPPLY  YOU  SEND  US  HIS  NAME. 

MANUFACTURED  BY 

Pioneer  Braid  Mfg.  Company,  Inc. 

251  West  19th  St. 


ORDER  NOW  FOR  YOUR 
JANUARY  AND  FERRUARY  NOTION  SALES 


New  York 
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Are  War  Expenditures  a  Total  Loss? 

An  Analysis  of  the  Economic  Aspects  of  the  War. 
By  George  P.  Woodruff,  Staff  Secretary,  The  Alexander  Hamilton  Institute. 


^  AR  as  a  business  proposition 
has  been  alternately  attacked 
and  defended.  Of  course  the 
prime  object  of  the  war  we  are 
waging  is  far  remote  from  busi- 
ness considerations.  We  are 
in  it  hghting  as  a  champion  of 
democracy  without  desire  for 
reward  or  gain.  Aside  from 
the  political  and  military  aspects,  however,  what  is 
its  net  economic  result?  The  question  is  a  large 
one.  On  the  one  hand  the  economic  theorist  takes 
the  position  that  in  war  the  productive  effort  of  the 
nation  is  given  over  to  producing  wealth  which  is 
only  to  be  destroyed.  Men  are  withdrawn  from 
productive  endeavor  and  the  nation's  wealth  in  man 
power  is  cut  down.  The  war  is  an  annihilator  of 
material  resources  and  human  resources.  On  the 
other  hand  we  have  the  plea  that  productiveness  is 
stimulated ;  the  Government  spends  vast  sums  of 
money  which  set  the  wheels  of  commerce  going  as 
nothing  else  could  do.  It  is  an  economic  benefactor. 
Without  straddling  the  fence,  it  may  be  said  that 
there  is  some  merit  in  the  contentions  of  both  ex- 
tremes but  that  it  would  not  be  correct  to  view  war 
as  a  complete  destroyer  and  an  unalloyed  curse  nor 
yet  as  a  benefactor  to  the  nation's  business. 

To  start  with,  we  cannot  separate  the  Govern- 
ment from  the  people.  The  Government  is  not  a 
separate  entity.  It  is  merely  the  representative  of 
the  sum  total  of  the  people.  What  the  Government 
destroys,  the  nation  loses,  and  what  the  Government 
adds  permanently  to  the  country's  wealth,  the  na- 
tion gains.  When  you  buy  a  Liberty  Bond  you 
loan  yourself  and  your  countrymen — the  nation — 
your  capital  goods,  evidenced  by  your  money.  You 
really  give  the  Government  fifty  or  a  hundred  or 
more  dollars'  worth  of  the  goods  you  produce  or 
have  the  ability  to  buy  in  exchange  for  the  bond  as 
evidence  of  a  promise  to  repay. 

Now  the  Government,  which  is  your  representa- 
tive, takes  the  goods  you  have  loaned  it,  gives  you 
an  interest  bearing  receipt — a  Liberty  Bond — and 
exchanges  your  goods  for  other  goods  that  it  needs 


to  carry  on  the  war.  The  whole  question  of 
economic  gain  or  loss  to  the  country  centers  around 
the  disposition  that  is  finally  made  of  the  goods  you 
so  loan. 

A  shell  or  a  torpedo  may  be  purchased.  When  it 
explodes  there  is  a  total  loss  not  only  of  the  ma- 
terials that  compose  the  shell  or  torpedo  but  also  of 
the  labor  that  produced  it.  Both  have  been  wasted. 
How  can  it  be,  then,  that  the  war  is  not  wholly 
destructive  of  wealth,  since  the  Government  borrows 
from  the  people,  expends  the  borrowed  funds  for 
war  purposes  and  ultimately  destroys  the  capital 
goods  purchased?  The  people  have  the  Govern- 
ment's promise  to  pay  and  some  people,  such  as  manu- 
facturers who  make  war  supplies  are  getting 
wealthier  because  their  supply  of  capital  goods  is 
being  increased.  In  the  end,  however,  payment  both 
of  the  principal  and  interest  of  the  bonds  must  be 
made  by  the  people. 

So  far  as  materials  which  are  actually  destroyed 
are  concerned,  it  must  be  admitted  that  here  the 
country  suffers  an  economic  loss.  The  money  ex- 
pended for  military  clothing  represents  an  economic 
waste  and  so  does  the  money  spent  for  army  food. 
Feeding  and  clothing  those  who  are  not  engaged  in 
productive  work  is  wasting  capital  goods,  although 
it  is  not  a  total  wastage.  The  wealth  built  up  by 
those  who  produce  the  essentials  of  war  forms  an 
offset  to  the  destruction  that  goes  on.  The  with- 
drawing of  a  million  men  from  productive  work  is 
a  loss  to  the  country's  industrial  life. 

So  much  for  the  side  of  waste.  There  are  a  few 
ameliorating  conditions,  however.  Not  all  of  the 
money  raised  for  war  purposes  is  being  spent  in  a 
way  that  means  a  destruction  of  the  capital  it  repre- 
sents. The  loss  of  a  man's  services  in  business  is 
partially  compensated  by  the  increased  productivity 
of  those  who  must  share  the  burden  so  laid  down. 
The  waste  of  food  and  clothing  for  the  army  lies  in 
the  fact  that  the  men  consuming  the  food  and  cloth- 
ing for  which  they  render  no  productive  labor.  In 
so  far  as  the  productive  effort  of  the  rest  of  the 
nation  is  stimulated,  however,  to  just  this  extent. 
(Continued  on  page  39.) 
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881  to  887  Broadway,  Comer  19th  Street,  New  York 


De  Grafi 


WE 
AWAIT 
YOUR 
INQUIRIES 

881  to  887  Broadway, 

BOSTON      67  Chauncy  St.  CHICAGO    223  W.  Jackson  Boulevard 
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The  House  of 
Americas  Notions 

Large  Stocks  Now  Ready 
for  the  New  Year 


Here  Are  Some  of  Them 

DEXTER  CELEBRATED  KNITTING  COTTON 
DEXTER  SILKO  C0RD0NNET  and  CROCHET  COTTONS 
DEXTER  TURKEY  RED  and  other  Embroidery  Cottons. 
DEXTER  PLAIN  and  MERCERIZED  MENDING  COTTONS 
0M0  DRESS  SHIELDS,  BIAS  TAPES,  BRASSIERES, 
INFANTS'  PANTS  and  SPECIALTIES 
DRESS  BELTINGS— Straight  and  Curved,  Plain  and  Boned, 

Silk,  Mercerized  and  Cotton 
GARTER   WEBS,   HAT   ELASTICS— Full   Lines   of  Silk, 
Mercerized,  Lisle  and  Cotton 
CORSET  LACES— Silk,  Mercerized  and  Cotton 
SHOE  LACES— Mercerized,  Round  and  Tubular 


Palmer 


These  Notions 
DEMAND 
Your 
CONSIDERATION 

lorner  19th  Street,  New  York 

JNVER    Foster  Building  SAN  FRANCISCO     50  Sansome  St. 

k-  .  ■ 
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The  Essential  Character  of  Notions 

The  Important  Part  Notions  and  Smallwares  Are  Destined  to  Play  When  the  Government  Restricts  the 

Production  of  Non-Essential  Articles. 


N 


OW  that  the  question  of  the 
manufacture  of  non-essentials 
is  being  taken  up  by  the  Gov- 
ernment, with  the  prospect  of 
many  lines  of  merchandise  be- 
ing practically  eliminated  for 
some  time  to  come,  those  items 
ITliriinil  HI  111  which  properly  come  under  the 
head  of  notions  and  small  wares  loom  up  as  arti- 
cles of  considerable  importance.  If  there  is  any  line 
of  merchandise  which  can  honestly  be  considered 
essential,  that  line  is  certanly  notions,  and  is  likely 
to  be  so  considered,  not  only  by  those  in  the  trade, 
but  by  the  Government  itself. 

This  being  the  case,  the  notion  department  will, 
in  the  near  future,  undoubtedly  become  a  most  im- 
portant cog  in  the  business  wheel.  Hundreds  of 
items,  the  sales  of  which  for  some  time  past  have 
been  of  rather  insignificant  volume,  will  be  eagerly 
sought  for. 

For  instance,  should  the  manufacture  of  silks  and 
other  fine  fabrics  be  curtailed  to  any  great  extent 
by  the  action  of  the  Government,  fewer  new  dresses 
would  be  bought.  Under  these  circumstances  the 
natural  result  would  be  that  in  a  great  measure, 
women  all  over  the  country  would  find  it  advisable 
and  economical  to  make  over  their  old  dresses  rather 
than  buy  new.  This  action  on  the  part  of  the  pub- 
lic generally  would  surely  produce  a  decided  in- 
crease in  the  demand  for  the  various  articles  needed 
in  the  work,  including  such  necessary  supplies  as 
needles,  thread,  hooks  and  eyes,  snap-fasteners, 
dress  shields,  sewing  wax,  buttons,  bindings,  skirt 
markers,  dress  and  bust  forms,  thimbles,  tape 
measures  and  the  many  other  articles  used  by  dress- 
makers. Undoubtedly  this  unusual  demand  would 
reveal  a  shortage,  as  yet  unsuspected,  of  many  of 
these  necessary  items,  the  natural  and  inevitable 
result  of  which  would  be  a  decided  increase  in  price. 

Prior  to  the  outbreak  of  the  present  war  a  very 
large  proportion  of  these  notion  supplies  were  man- 
ufactured in  Germany — American  manufacturers, 
however,  with  their  accustomed  business  energy 
and  ability  have,  to  a  very  large  extent,  been  able 
to  supply  the  needs  of  American  women  in  this 
direction.  The  constantly  growing  demand,  which 
is  likely  to  increase  rather  than  diminish,  will  un- 
doubtedly tax  their  efforts  to  the  utmost. 

The  foregoing  should  suggest  to  retailers  gen- 
erally the  advisability  of  stocking  up  at  the  earliest 
possible  moment  with  the  notion  items  most  likely 
to  be  in  demand.  Even  now  assortments  in  the 
hands  of  jobbers  are  none  too  complete,  and  if  the 
probabilities  suggested  should  prove  to  be  certain- 
ties, it  would  not  be  long  before  stocks  in  the  hands 
of  both  wholesale  and  retail  merchants  would  be 
badly  broken  up. 

In  this  connection  it  would  seem  that  under  the 
circumstances  those  retailers  who  are  accustomed 


to  hold  semi-annual  notion  sales,  should  make  their 
preparations  somewhat  earlier  than  usual,  so  that 
they  may  be  able  co  offer  to  their  customers  assort- 
ments fully  as  complete  as  those  to  which  they  have 
been  accustomed  to  in  the  past.  This  can  only  be 
done  by  taking  advantage  of  the  conditions  that 
now  prevail,  not  waiting  until  merchandise  becomes 
scarcer  and  dearer,  as  they  surely  will. 

The  Pre-Holiday  Business. 

Already,  even  during  the  time  when  the  thoughts 
of  customers  naturally  turn  toward  the  selection  of 
holiday  merchandise,  the  business  being  transacted 
at  the  notion  department  furnishes  a  decided  inkling 
as  to  what  is  to  come.  There  is  far  more  buying  of 
staple  notions  than  is  usual  at  this  time  of  the  year, 
showing  conclusively  that  more  home  sewing  is  be- 
ing contemplated  than  for  many  years  past. 

In  addition  to  the  attention  which  is  being  paid 
by  shoppers  to  regular  lines,  a  splendid  business  is 
being  done  in  what  might  properly  be  termed  holi- 
day notions  such  as  work  baskets  and  boxes,  needle 
books,  sweet  grass  baskets,  pin  cushions,  etc.,  muff 
beds  and  collar  supports. 

The  Semi-Annual  Notion  Sale. 

During  the  few  weeks  before  Christmas,  when 
busines-s  at  the  notion  counter  is  naturally  some- 
what duller  than  usual,  the  notion  buyer  should 
take  the  opportunity  afforded  to  make  preparations 
for  the  semi-annual  notion  sale  which  is  now  a  fixed 
event  during  the  month  of  February  and  the  latter 
part  of  January.  These  sales,  which  have  now  be- 
come recognized  as  a  permanent  feature  of  the 
trade,  and  to  a  great  extent  are  anxiously  looked 
forward  to  by  the  buying  public  as  the  most  favor- 
able time  for  securing  their  spring  needs,  should  be, 
and  usually  are,  one  of  the  most  successful  sales  of 
the  year.  The  popularity  and  reputation  of  the  en- 
tire store,  including  the  notion  department  is  sus- 
tained and  benefited  by  a  successful  sale  of  this 
character. 

One  of  the  principal  reasons  why  this  particular 
time  of  the  year  has  been  selected  as  the  best  to 
hold  these  particular  sales,  is  that  at  these  times 
the  general  business  of  the  store  is  of  less  volume 
than  at  any  other  time,  with  the  exception  of  mid- 
summer, and  more  window  and  advertising  space 
can  be  secured  for  their  exploitation.  Again  the 
matter  of  additional  help  which  is  necessary  to  suc- 
cessfully conduct  such  a  sale  can  be  made  readily 
adjusted,  as  help  can  be  easily  secured  from  other 
departments,  and  by  their  aid  help  to  make  the  sale 
a  success. 

If  properly  conducted  these  sales  are  of  inestima- 
ble advantage,  not  only  to  the  notion  department, 
but  to  the  entire  store  as  well.  The  number  of 
customers  attracted  to  the  store  by  the  elaborate 
window  displays  and  liberal  advertising  will  help  to 
swell  the  receipts  of  the  entire  establishment. 
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Prices  the  Principal  Magnet. 

While  an  attractive  window  display  will  play  a 
large  part  in  making  the  sale  a  success,  the  princi- 
pal magnet  which  attacts  customers  to  the  depart- 
ment and  induces  sales  is  the  special  prices  made 
for  the  occasion.  While  a  number  of  special  bar- 
gains may  be  secured  by  the  buyer  and  in  turn  of- 
fered to  the  public  at  special  prices  the  prices  of 
many  items  of  regular  goods  must  be  lowered  in 
order  to  convince  customers  that  it  is  a  real  money 
saving  occasion.  This  curtailing  of  profits,  how- 
ever, if  carefully  and  judiciously  done,  will  be  more 
than  counterbalanced  by  the  largely  increased  busi- 
ness that  will  be  secured.  As  a  matter  of  fact,  if 
properly  conducted  these  semi-annual  sales  should 
be  made  not  only  the  means  of  securing  a  largely 
increased  business  over  the  ordinary,  but  a  source 
of  considerable  profit  as  well. 

There  is  one  point,  however,  of  supreme  import- 
ance which  must  not  be  overlooked  by  the  notion 
buyer.  He  should  be  careful  to  see  that  all  articles 
are  exactly  as  represented  and  that  no  short  count 
or  short  measure  goods  should  be  offered  at  these 
sales  just  for  the  sake  of  being  able  to  advertise 
them  at  a  low  price. 

While  the  sale  should  be  general  in  its  character, 
all  kinds  of  goods  being  represented,  articles  for 
dressmakers'  use  should  be  made  the  most  prom- 
inent feature,  including  pins,  which  are  sold  by  the 
pound,  spool  silk  or  cotton,  which  are  sold  by  the 
box,  dozen  or  gross.  This  class  of  goods  should  be 
prominently  displayed  and  liberally  advertised,  as 
dressmakers,  as  a  rule,  buy  in  liberal  quantities  and 
their  trade  is  worth  special  efforts  to  secure. 

The  Importance  of  Reliable  Goods. 

This  is  a  matter  of  supreme  importance,  and  one 
frequently  underestimated.  Many  notion  buyers  in 
their  anxiety  to  buy  at  the  lowest  possible  prices, 
frequently  overlook  the  importance  of  securing 
goods  which  are  thoroughly  reliable.  Not  only 
should  the  stock  be  well  supplied  with  a  wide  range 
of  merchandise  bought  at  lowest  prices  ruling  in  the 
market,  but  the  various  articles  selected  should  be 
of  a  reliable  make  and  the  best  values  obtainable. 

In  the  entire  range  of  notions  is  quality  more 
necessary  than  pins  and  needles,  for  nothing  is  more 
annoying  to  a  customer  or  one  which  tends  to 
destroy  her  confidence  in  the  store  than  to  find  that 
she  has  purchased  pointless  pins  which  leave  a  mark 
on  fine  materials  or  needles  with  badly  finished  eyes 
that  take  double  the  ordinary  time  to  thread,  and 
which  cut  the  thread  after  a  very  short  time. 

The  matter  of  quality  in  thread,  too,  is  most  im- 
portant. A  full  supply  of  standard  brands  should 
always  be  kept  in  stock,  as  many  women  cannot  be 
induced  to  purchase  any  thread  that  has  not  secured 
a  national  reputation.  While  it  is  true  there  are  a 
variety  of  makes  of  thread  in  the  market  which  can 
be  purchased  at  very  attractive  prices,  none  of  them 
should  be  put  in  stock  before  they  are  carefully 
tested  and  fully  tried  out.  In  some  stores  which 
are  not  as  careful  of  their  reputation  as  they  should 
be,  threads  have  been  advertised  as  sewing  threads 
which  were  only  fit  for  basting.   A  customer  buying 
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these  with  the  idea  that  they  were  fit  for  ordinary 
sewing  is  usually  a  customer  lost. 

Knitting  Yarns  at  the  Notion  Counter. 

In  those  stores  in  which  no  regular  art  embroidery 
department  is  maintained  there  is  afforded  the  no- 
tion buyer  a  splendid  opportunity  to  do  a  satisfac- 
tory and  profitable  business  in  embroidery  silks, 
knitting  yarns,  wool,  etc. 

The  decided  interest  which  is  being  manifested 
by  the  public  in  knitting  makes  the  selling  of  yarns 
a  most  welcome  and  profitable  addition  to  the  or- 
dinary business  of  the  notion  department. 

Liberal  displays  of  this  class  of  goods  should  be 
made  at  the  department.  Not  only  should  the  ma- 
terials themselves  be  prominently  featured,  but 
made  up  articles  as  well. 

Among  the  most  popular  articles  just  now  are 
sweaters,  mufflers,  wristlets,  hoods,  etc.  These,  of 
course,  should  occupy  the  most  prominent  place  in 
the  display.  Besides  these  there  are  babies'  caps, 
shawls,  hoods,  etc.,  as  well  as  fancy  knitted  scarfs 
for  protecting  men's  shirt  fronts. 

Then  there  are  auto  caps  in  various  fancy  color 
combinations,  as  well  as  the  new  knitted  scarfs  in 
colors  and  combinations  resembling  Indian  blankets 
which  just  now  are  extremely  popular.  A  fairly 
good  display  of  articles  of  this  character  should  re- 
sult in  considerable  yarn  business  at  the  notion 
counter.  It  would  naturally  send  a  resourceful 
woman  home  with  any  number  of  ideas  for  the 
making  of  various  useful  articles  and  consequently 
make  her  a  customer  for  the  necessary  yarns. 

Some  Good  Selling  Merchandise. 

Muff  beds,  which  were  sold  in  such  liberal  quan- 
tities last  year,  are  being  sold  in  still  larger  quan- 
tities and  form  a  most  welcome  addition  to  the  sales 
of  the  notion  department.  These  muff  beds,  which 
come  perfectly  plain  or  finished  with  rufflings  or 
pleating  at  the  ends,  greatly  simplify  the  remodel- 
ing of  muffs.  By  their  means  almost  any  woman 
can  make  an  attractive  muff  from  any  kind  of  fab- 
ric, with  or  without  fur  trimming.  They  are  being 
shown  in  a  variety  of  shapes  and  sizes.  There  is 
also  considerable  sale  for  the  crochet  covered  rings 
which  are  shown  both  plain  and  in  combination  of 
celluloid.  Many  of  these  chains  are  fastened  with 
fancy  buckles. 

The  recent  fashions  in  neckwear,  nearly  all  of 
which  call  for  some  sore  of  a  support,  have  opened 
up  a  demand  for  collar  supports  which  is  as  wel- 
come as  it  was  unexpected.  Manufacturers  are 
awake  to  the  possibilities  of  future  business  in  this 
direction  and  are  showing  a  variety  of  designs,  some 
new  and  some  almost  forgotten  friends,  with  more 
or  less  variations.  The  long  favored  support  of 
crinkled  wire  enameled  and  provided  with  cush- 
ioned ends  are  in  good  demand  and  can  be  secured 
in  various  heights.  They  are  easily  adjusted  and 
are  practically  invisible  when  properly  put  in  place. 
Notion  buyers  would  do  well  to  watch  this  develop- 
ment and  be  prepared  to  supply  the  demand. 


Trade  paper  publishers  are  selling  space  plus  the 
confidence  of  their  readers. 
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Fancy  Goods  in  the  Modern  Home 

The  Important  Place  Occupied  by  Fancy  Goods  in  the  Furnishing  of  the  Modern  Home,  and  the  Opportunities 

Afforded  the  Up-to-Date  Storekeeper. 


AS  it  ever  occurred  to  the  aver- 
age fancy  goods  buyer  to  try 
and  imagine  what  a  modern 
home  would  be  like  if  fancy 
goods  were  not  included  in  the 
general  scheme  of  furnishing? 
What  would  it  matter  if  the 
house  itself  were  splendidly 
designed,  magnificently  fur- 
nished, but  contained  none  of  the  dainty  touches 
that  make  a  house  a  home?  How  cheerless  such  a 
house  would  be  without  lamps,  flower  vases,  fancy 
candelabra,  ornamental  clocks,  fancy  baskets,  sofa 
pillows,  mirrors,  photo  frames  and  the  hundred  and 
one  other  articles  sold  at  the  fancy  goods  depart- 
ment. 

To  the  average  lay  mind  the  name  fancy  goods  is 
associated  with  the  cheapest  kind  of  jim  cracks, 
ignoring  entirely  the  fact  that  practically  all  the 
ornamental  articles  that  go  to  furnishing  a  house, 
with  the  exception  of  the  furniture  can  properly  be 
classed  as  fancy  goods. 

A  short  list  of  the  many  articles  which  find  sale 
in  this  interesting  department  might  suggest  the 
possibilities  of  business  in  goods  of  this  character. 
Take  the  line  of  lamps  for  instance.  There  are  the 
large  and  dignified  floor  lamps  with  their  varied 
and  beautiful  shades,  the  mantel,  library  and  table 
lamps  of  various  materials,  including  wood,  bisque 
and  metal,  also  candlesticks  of  every  conceivable 
style,  shape  and  material.  Then  there  are  various 
articles  for  women's  use,  such  as  work  baskets  and 
boxes,  jewel  boxes,  hair  receivers,  boquet  holders, 
etc.,  not  forgetting  the  things  for  the  mere  man, 
such  as  cigar  and  tobacco  jars,  smoking  sets,  card 
games,  etc.,  etc.  This  list  could  be  continued  al- 
most indefinitely  but  the  few  mentioned  give  a  fair 
idea  of  the  range  of  articles  which  can  be  etrictly 
classed  as  fancy  goods. 

This  being  the  case  it  is  up  to  the  buyer  to  make 
the  most  of  his  opportunities ;  first  by  putting  in  a 
well  selected  and  well  balanced  assortment,  then 
by  displaying  them  to  the  best  possible  advantage 
and  last,  but  not  least,  in  instructing  his  salesforce 
how  to  suggest  to  his  customers  the  purchase  of 
many  things  which  would  be  likely  to  escape  their 
attention. 


In  order  that  the  fancy  goods  department  may 
prove  a  success  it  is  absolutely  essential  that  not 
only  should  the  assortment  comprise  the  latest  and 
most  popular  articles,  but  that  they  should  be  at- 
tractively displayed. 

The  Department  Must  Be  Made  Attractive. 

If  this  is  properly  done  this  department  will  be 
one  of  the  most  attractive  in  the  entire  store.  The 
beauty  of  the  articles  themselves  and  the  compara- 
tive ease  with  which  they  can  be  arranged  and  dis- 
played, make  them  the  most  easily  handled  lines 
for  either  counter  or  window  display.  Unlike  dress 
goods,  laces  and  goods  of  a  kindred  character,  they 
require  no  elaborate  draping,  twisting,  turning  or 
arranging.  Neither  do  they  demand  any  special 
supporting  fixtures.  As  display  units  they  literally 
and  figuratively  stand  on  their  own  bottoms. 

Window  displays  should  be  made  as  frequently 
a3  possible.  While  in  the  ordinary  dry  goods  store 
it  is  seldom  that  the  manager  of  this  department 
can  have  an  entire  window  at  his  disposal  for  featur- 
ing his  merchandise,  there  are  many  times  when  by 
simply  suggesting  it,  the  window  trimmer  may  be 
induced  to  use  an  assortment  of  fancy  goods  and 
display  them  in  combination  with  other  merchan- 
dise. For  instance,  in  a  window  display  of  furni- 
ture, a  handsome  clock,  a  dainty  vase,  a  standing 
mirrow  or  an  attractive  desk  set  could  be  most  ef- 
fectively used.  Many  other  such  combinations  will 
naturally  suggest  themselves  to  the  alert  and  pro- 
gressive department  manager. 

Fancy  Goods  Attractive  and  Profitable. 

Among  the  many  advantages  possessed  by  the 
fancy  goods  department,  is  that  not  only  is  the  mer- 
chandise itself  particularly  attractive,  and  if  prop- 
erly displayed  tends  to  brighten  and  beautify  the 
appearance  of  the  store,  but  pays  more  than  the  or- 
dinary profit  upon  the  investment. 

To  be  successful  a  buyer  must  be  aggressive.  The 
one  who  is  content  to  jog  along  on  old-fashioned 
lines  and  leaves  the  modern,  pushing  and  aggres- 
sive methods  to  his  competitors  will  fall  short  of  his 
opportunities  and  never  be  a  shining  success. 

One  very  important  thing  to  be  considered  by 
the  manager  of  the  department  is  the  best  manner 
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in  which  the  goods  may  be  displayed.  "The  dis- 
play's the  thing."  The  average  customer  is  usually 
attracted  by  anything  that  varies  from  the  ordinary, 
or  that  possess  unusual  or  decorative  features.  So 
that  not  only  is  her  attention  directed  to  the  par- 
ticular object  which  first  attracted  her,  but  leads 
her  to  scrutinize  more  closely  the  other  articles  in 
the  department. 

This  gives  fancy  goods  an  advertising  value  far 
above  many  other  classes  of  merchandise,  as  a  dis- 
play of  goods  of  this  character  vivifies,  brightens  up 
and  enlivens  other  commodities  which  may  be  dis- 
played in  the  immediate  vicinity. 

Decided  Interest  Shown  by  the  Public. 

In  spite  of  the  wave  of  economy  that  is  now  . 
sweeping  over  the  country  a  very  fair  business  is 
being  done  in  the  fancy  goods  articles,  particularly 
those  that  have  a  definite  and  practical  use  as  well 
as  being  artistic  and  handsome.  A  most  gratifying 
sign  is  the  interest  shown  in  the  better  grades,  hand 
manufactured  goods  particularly.  The  present  in- 
terest being  shown  by  the  public  is  largely  the  re- 
sult of  the  large  and  varied  lines  being  shown  and 
the  art  development  which  has  been  given  such  a 
decided  impetus  by  American  manufacturers. 

The  one  drawback  in  the  past  to  a  wide  distribu- 
tion of  high  grade  artistic  goods  has  been  their  ex- 
cessively high  cost.  The  higher  class  goods  being 
largely  of  foreign  manufacture  were  handled  by  but 
few  concerns,  with  little  competition  and  conse- 
quent high  prices.  Since  the  outbreak  of  the  war, 
however,  domestic  manufacturers  seeing  the  possi- 
bilities have  paid  more  attention  to  this  particular 
class  of  goods,  with  the  result  that  the  domestic 
line  is  replete  with  novelties  at  most  attractive 
prices. 

The  line  includes  not  only  the  small  novelties, 
such  as  vases,  smoking  sets,  match  and  jewel  boxes, 
stationery  and  desk  sets,  but  larger  articles  of 
utility,  such  as  lamps,  ferneries,  umbrella  stands 
and  other  large  pieces,  all  of  which  are  susceptible 
of  varied  treatment  and  distinctive  finish. 


SON  BROS.  TO  SHOW  NOTIONS  AT  JANUARY 
TRADE  FAIR  IN  NEW  YORK. 

THE  San  Francisco  importers  of  Japanese 
goods,  Son  Bros.  &  Co.,  have  announced  their 
plans  in  connection  with  the  New  York  Toy  Fair, 
opening  January  15,  with  displays  at  various  show- 
rooms and  at  the  Breslin,  Imperial  and  Union 
Square  hotels.  Son  Bros  &  Company  have  engaged 
space  at  the  Hotel  Imperial,  Avhere  they  will  show 
lines  of  hair  brushes,  tooth  brushes  and  celluloid 
goods,  all  imported  from  Japan. 


LANDAU  &  CO.  LEASE  NEW  QUARTERS. 

FROM  their  present  location,  10  West  22d 
street,  New  York,  Landau  &  Company  will 
soon  remove  to  larger  quarters  at  28-32  West  26th 
street.  One  of  the  firm  advises  that  a  change  of 
address  has  been  contemplated  for  some  time  past, 
as  the  present  quarters  are  inadequate  for  the  in- 
creased business  which  has  come  to  Landau  &  Com- 
pany through  their  reputation  as  creators. 


THE  DEVELOPMENT  OF  PAPETERIES. 
The  part  Played  by  the  National  Papeterie  Company. 

DURING  the  last  decade  in  no  line  of  business 
has  the  growth  and  development  been  more- 
marked  than  that  of  writing  paper,  particularly  that 
of  papeterie.  In  view  of  the  fact  that  one  of  the 
most  prominent  manufacturers  of  boxed  papers,  the 
National  Papeterie  Co.,  is  about  to  celebrate  their 
fiftieth  anniversary,  a  short  resume  of  their  progress 
and  growth  should  be  more  than  ordinarilv  interest- 
ing to  our  readers. 

We  are  indebted  to  George  T.  Winne,  vice-presi- 
dent and  sales  manager,  for  the  facts  outlined  be- 
low. Mr.  Winne,  although  still  a  young  man,  has 
a  thorough  knowledge  of  the  evolution  of  this 
branch  of  business,  having  spent  practically  his  en- 
tire life  in  this  particular  line.  Consequently  his 
experiences  and  knowledge  will  be  read  with  in- 
terest by  all  those  interested  in  the  line. 

Any  stationery  man  who  has  a  few  minutes  to 
spare  would  find  a  chat  with  Mr.  Winne  both  enter- 
taining and  profitable.  His  reminiscences  are  bound 
to  be  valuable  and  entertaining,  embracing,  as  they 
do,  the  personal  experiences  and  observations  of  a 
man  intimately  associated  "with  the  thick  uf  things" 
during  a  period  which  covers  by  far  the  largest  and 
most  important  phases  of  evolution  and  progress  in 
the  papeterie  field.  That  the  next  thirty  years  will 
bring  about  even  larger  and  more  important  changes 
in  styles,  qualities  and  merchandising  methods  no 
one  who  has  watched  the  trend  of  modern  times  can 
reasonably  doubt. 

George  A.  Russell,  president  of  the  company,  is 
the  oldest  manufacturer  of  papeteries  living,  having 
established  at  Springfield,  Mass.,  in  1868,  the  busi- 
ness of  which  he  is  still  the  active  head.  Nathan  D. 
Bell  and  P.  B.  Kellogg  of  Springfield,  Mass.,  asso- 
ciated with  Mr.  Russell  in  the  founding  of  the  busi- 
ness, are  still  living  but  are  not  now  connected  with 
the  firm. 

The  factory  in  which  the  company  first  started 
business  is  still  used.  Their  constantly  increasing 
business  demanded  more  space  and  in  1900  they 
bought  from  the  Hampden  Watch  Co.  an  adjoining 
piece  of  property  two  hundred  feet  square  upon 
which  they  built  a  complete  up-to-date  factory.  It 
was  not  until  about  thirty  years  ago  that  a  New 
York  office  was  opened  at  17  Park  Place,  then  a 
thriving  wholesale  center.  The  uptown  march  soon 
found  them  at  529  Broadway,  with  Mr.  Winne  in 
charge. 

About  seventeen  years  ago  the  company  were 
able  to  secure  a  large  loft  at  425  Broadway,  where 
a  larger  and  more  complete  display  could  be  made 
than  was  possible  in  their  former  quarters.  For 
some  time  past  the  location  has  been  considered  too 
far  downtown  and  inconveniently  distant  from  the 
large  hotels,  and  they  were  fortunate  enough  to 
secure  quarters  in  the  McCutcheon  building,  347 
Fifth  avenue,  directly  opnosite  the  Waldorf-Astoria 
hotel.  Thev  are  now  comfortably  settled  in  their 
new  quarters  and  will  gladly  welcome  their  old 
friends.  The  fiftieth  anniversary  will  he  celebrated 
in  a  befitting  manner.  The  form  it  will  take  is  still 
a  state  secret. 
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Looking  at 
Buttons — 
What  Do 
You  See? 

L  ocomotives  Have  Cowcatch- 
ers, but  They  Catch  Few  Cows, 
Whereas  Retail  Stores  Have 
Tradecatchers  That  Don't  Al- 
ways Catch  Trade. 

By  Le  Boutoniere. 


NCE  upon  a  time  there  was  a 
retailer  who  knew  all  about 
merchandise  and  patterned  his 
store  after  the  best  methods  to 
be  found  in  the  whole  country. 
This  retailer  copied  everybody 
else  worth  copying',  and  did  it 
so  well  that  his  store  looked 
like  a  classic  reproduction  of 
the  exact  science  of  using  the  measuring  tape.  He 
never  made  any  discoveries  because  that  would 
have  been  too  extreme.  Naturally  he  never  learned 
that  buttons  were  anything  more  than  round  or 
fancy  shaped  affairs  which  people  bought  from  time 
to  time  because  it  is  not  considered  good  taste  to 
walk  the  highways  without  buttons. 

Just  when  the  exact  science  retailer  had  decided 
his  store  was  perfection  a  new  store  opened  on  the 
same  street.  The  proprietor  of  the  new  store  was 
awfully  short  on  exact  science  but  he  was  mighty 
long  on  sensing  why  people  want  lots  of  things  they 
never  ask  for  until  the  things  are  put  before  them 
in  the  same  light  ar  they  are  accustomed  to  viewing 
them  in  their  own  minds.  It  was  really  annoying 
to  see  the  new  fellcw  use  one  of  his  windows — you 
know  how  artistocratic  and  exclusive  display  win- 
dows are — just  to  show  off  a  lot  of  buttons. 

Who  ever  heard  of  such  idiocy?  Buttons!  And 
the  subject  of  an  entire  window  display — preposter- 
ous !  The  new  fellow  had  picked  out  a  dozen  styles 
of  buttons  and  had  one  attached  to  each  of  as  many 
pieces  of  dress  goods. 

There  were  neat  little  cards  that  said  "This  but- 
ton looks  stylish  on  our  newest  dress  materials.  We 
have  buttons  in  colors  to  match  all  fabrics."  The 
bolts  of  fabrics  were  arranged  in  the  center  of  the 
window,  one  button  on  each  piece  of  goods,  and 
streamers  ran  from  there  to  the  inclined  floor  of  the 


window,  where  cards  of  similar  buttons  lay,  each 
card  marked  something  like  this :  "Just  the  right 
number  of  buttons  for  a  fashionable  dress." 

The  exact-science  retailer  knew  it  was  all  wrong. 
He  had  positively  never  seen  anything  like  it  done 
before.  He  looked  through  his  own  store,  noticed 
the  careful  arrangement  of  merchandise,  all  just 
where  it  should  be  and  all  just  as  he  knew  it  was 
arranged  in  model  stores.  The  fact  that  he  missed 
the  real  spirit  of  a  well  arranged,  smooth  running 
store,  entirely  escaped  the  exact  science  retailer. 
Everything  else  aside,  our  deliberative  friend  was 
sure  that  no  first-class  merchant  would  ever  stoop 
so  far  as  to  make  a  main  window  attraction  of  but- 
tons. Well,  the  ruthless  violator  of  show  window 
ethics  would  surely  learn  his  lesson ! 

He  did.  The  ruthless,  etc.,  learned  that  people 
like  to  see  the  little  problems  of  life — such  as  which 
button  for  which  material — attractively  solved  as 
the  show  window  solved  this  problem.  Life  is  chuck 
full  of  these  little  affairs  of  dress,  and  the  retailer 
who  treats  them  with  a  sure  and  masterly  hand  is 
bound  to  meet  with  success. 

Every  retail  store  has  a  bag  of  tricks  that  are 
used  as  tradecatchers.  Mostly  the  methods  they 
represent  are  successful  methods.  But  it  doesn't 
follow  that  no  other  ideas  can  be  found  which  are 
of  equal  value.  By  the  time  the  spring  season 
styles  are  of  interest  to  the  public  every  retailer 
should  have  mapped  out  a  logical  and  interesting 
set  of  advertising  plans  utilizing  show  windows, 
publications  and  letters. 

By  sticking  to  the  personal  interest  features  of 
merchandising  a  great  deal  more  can  be  accom- 
plished than  if  all  goods  are  sold  on  their  price  and 
quality  and  nothing  else.  Stir  around  a  bit.  Give 
the  "different"  ideas  some  thought. 
Get  the  other  fellow's  viewpoint. 
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The  Mighty  Arm  of  Industry 


By  R.  B.  Fernhead 

E  know  that  as  many  of  our  fac- 
tories as  have  been  called  upon  are 


doing  war  work,  direct  war  work 
under  Government  supervision. 
We  know  that  every  employee 
now  in  privately  run  factories  is 
at  the  command  of  the  govern- 
ment whenever  called.  And  we 
know  that  our  manufacturers, 
who  have  always  employed  a  large  percentage  of  fe- 
male help,  are  using  more  and  more  the  services  of 
women,  thereby  giving  assurance  of  livelihood  to 
families  whose  young  men  are  in  the  service  of  the 
Nation. 

But  have  we  known  the  full  story  of  the  notion 
trade,  its  standing  in  the  early  days  of  the  European 
war  and  its  development  to  date? 

ANY  consideration  of  trade  statistics  requires  that 
it  be  kept  in  mind  that  such  figures  as  are  com- 
piled are  based  on  the  number  of  those  in  the  trade 
who  have  reported  to  the  census.  There  are  many 
firms  which  fail  to  make  the  desired  report  and  so  the 
conclusions  and  comparisons  made  must  be  remem- 
bered as  having  their  basis  in  the  available  data  only. 
In  the  year  1914  the  Bureau  of  the  Census,  Depart- 
ment of  Commerce,  U.  S.  A.,  published  an  abstract 
of  the  Census  of  Manufactures.  In  this  statistical 
document  there  are  innumerable  high  lights  and  side 
lights  on  the  relations  existing  between  manufacturers 
and  economics.  Yet  the  figures  which  are  there  pub- 
lished do  not  represent  the  whole  story  of  the  part 
which  manufacturers  play  in  the  national  existence. 
In  time  we  may  be  fortunate  enough  to  devise  a  method 
which  will  insure  complete  information  on  any  and  all 
subjects  of  national  interest,  but  let  us  make  good  use 
of  the  excellent  results  already  obtained  by  the  Bureau 
of  the  Census. 

In  a  number  of  instances  the  facts  we  want  concern- 
ing staple  and  fancy  notions  are  not  in  the  desired  and 
separate  classifications.  They  are  bunched  together 
with  some  broad  division  and  to  speculate  as  to  the 
proportions  of  any  total,  which  may  belong  to  some 
branch  of  notions,  would  be  idle.  At  this  moment  we 
are  concerned  more  as  to  the  essential  character  of 
many  varieties  of  notions.  We  naturally  ask  ourselves 
what  share  of  the  labor  of  the  nation  is  required  to 


Female  Under  16  Total 


produce  notions,  and  what  kind  of  labor  is  used.  The 
census  of  1914  showed  275,791  manufacturing  estab- 
lishments, employing  8,263,153  persons  (of  which  7,- 
036,337  were  wage  earners)  who  earned  $5,366,249,- 
384.  We  need  not  speculate  regarding  the  share  of 
labor  which  notions  engage.  We  can  confine  our- 
selves to  classifications  which  are  reasonably  clear  as 
covering  notions  only. 

Classification  Male 

Brushes    4,880 

Buttons    9,029 

Clocks  and  watches    14,475 

Gloves  and  mittens,  leather. .  4,689 

Haircloth    260 

Hair  work   323 

Jewelry    21,282 

Leather  goods    25,8s4 

Mirrors,  framed  and  unframed  3,052 
Needles,  pins,  hooks  and  eyes  2,562 

A  glance  shows  that  female  wage  earners  and  those 

16  years  of  age  and  under  represented  a  large  share  of 

the  labor  engaged  in  notion  lines  at  the  time  of  the 

1914  census. 

Now  for  some  specific  facts  concerning  the  size  and 
value  of  our  manufactories. 


2,131 
5,214 
8,540 
5,815 
318 
864 
6,345 
4,794 
95 
2,524 


202 
268 
313 
164 

17 
6 
662 
769 

37 
253 


7,213 
14,511 
23,328 
10,668 
595 

1,193 
28,289 
31,417 

3,184 

5,339 


No.  of 

Wages 

Value  of 

Est. 

Paid 

Products 

359 

$3,461,271 

$17,894,476 

Buttons   

517 

6,424.399 

20,711,979 

Clocks   

48 

3,653,146 

11,031,720 

Combs  &  hairpins  (not  rubber) 

.  66 

1,393,369 

5.478.196 

108 

2,824,890 

11,525,033 

Gloves  and  mittens,  leather  

352 

4,5s8,360 

21,614,109 

Haircloth   

19 

290.280 

2,395,486 

Hair  work   

205 

580,815 

3,334,946 

Ivory,  shell  and  bone  work  not 

including  combs  and  hairpins. 

.  54 

391,338 

1,895.812 

1,914 

18,301,56s 

81,006.289 

Leather  goods   

378 

3,603.865 

19,333.934 

Mirrors,  framed  and  unframed. 

.  182 

1.967.811 

10.1S9.431 

Needles,  pins,  hooks  &  eyes 

49 

2,506,611 

7,890,879 

Suspenders,   garters   and  elastic 

woven  goods   

216 

4.276.126 

24.432.753 

15 

7,524,146 

14.275.279 

The  distribution  of  the  various  factories  in  our  in- 
dustries, showing  the  number  in  each  state,  will  tend 
to  indicate  the  ability  of  the  various  industries  to  use 
short-haul  transportation  as  a  means  of  assisting  the 
freight  congestion  problems  which  have  arisen. 
Whether  it  will  be  found  advisable  to  accept  the  short- 
haul  idea  must  be  left  to  the  decision  of  Governmen' 
and  business  groups  in  joint  consideration  rf  such 
matters.  For  the  purposes  of  this  article  it  is  enoueh 
to  say  that  given  a  representative  number  of  factories 
in  various  localities,  the  question  of  where  to  buy  is 
likely  to  resolve  itself  into  a  matter  of  looking  more 


35 


Notions  and  Fancy  Goods 


December,  1917 


to  local  and  nearby  factories  whose  accessibility  to 

various  markets  relieves  them  of  long  haul  railroad 

difficulties.  Summary  of  (1914)  industries  by  states: 

Combs' &  Cotton 
Brushes  Buttons  Clocks  Hairpins  Lace 

NEW  ENGLAND. 


MIDDLE  ATLANTIC. 


E.  N.  CENTRAL. 
Ohio   


W.  N.  CENTRAL. 

Minnesota   

Iowa   


2 

"i 

3 

29 

14 

4 

10 

2 

2 

11 

18 

9 

107 

224 

14 

22 

60 

46 

21 

"l 

16 

9 

2 

3 

12 

1 

32 

31 

S 

10 

.  m  ! 

2 

11 

2 

1 

3 

2 

81 

10 

9 

i 

1 


North  Dakota   

South  Dakota  

Nebraska    1 

Kansas    1 

S.  ATLANTIC. 

Delaware    2 

Maryland    9 

District  of  Columbia  

Virginia   

West  Virginia   

North  Carolina   

South  Carolina   

Georgia    1 

Florida    3 

E.  S.  CENTRAL. 

Kentucky    1 

Tennessee    1 

Alabama   

Mississippi   

W.  S.  CENTRAL. 

Arkansas   

Louisiana    1 

Oklahoma   

Texas   

MOUNTAIN. 

Montana   

Idaho   

Wyoming   

Colorado    3 

New  Mexico  

Arizona   

Utah   

Nevada   

PACIFIC. 

Washington    4  3 

Oregon    2  1  ... 

California    8  9 

Cotton  Gloves  and 
Small    Mittens  Hair 
Wares  Leather 

Maine  

New  Hampshire    2  3 

Vermont   

Massachusetts    24 

Rhode  Island    28 

Connecticut    3 

MIDDLE  ATLANTIC. 

New  York    11 

New  Jersey   8 

Pennsylvania   26 

E.  N.  CENTRAL. 

Ohio   '     2 

Indiana    1 

Illinois    2 

Michigan   

Wisconsin  

W.  N.  CENTRAL. 

Minnesota   

Iowa  

Misssouri   

North  Dakota   

South  Dakota   

Nebraska   

Kansas   


1 


NEW  ENGLAND. 


5 


216 
1 
7 

6 
4 

28 
3 
24 

5 

8 
? 


Cl.-th 


15 


34 
1 
1 

21 

3 
2 

1 

"3 


9 
3 

10 
1 

13 


Hair  Leather 
Goods  Goods 
2 

"i 


3 
1 

90 
1 
16 

7 
2 
27 
S 


41 
4 

6 

174 

24 
28 

12 
3 

38 

in 
4 

2 
1 

5 


S.  ATLANTIC. 

Delaware   

Maryland   

District  of  Columbia  

Virginia   

West  Virginia  

North  Carolina   

South  Carolina   

Georgia    1 

Florida   

E.  S.  CENTRAL. 

Kentucky   

Tennessee   

Alabama   

Mississippi   

W.  S.  CENTRAL. 

Arkansas   

Louisiana   

Oklahoma   

Texas   

MOUNTAIN. 

Montana   

Idaho   

Wyoming   

Colorado   

New  Mexico   

Utah   

Nebraska   

PACIFIC. 

Washington   

Oregon   

California   


NEW  ENGLAND. 


Mirrors, 
Framed 
&Un- 
framed 


6    2 

1        ...  2  1 

24        ...  14  14 

Suspend- 
Per-  ers,  Gar- 

Needles,  fum-  ters  & 

Pins,  ery  &  Elastic 
Hooks    Cos- Pocket- Woven 


4 
1 

12 

6 
7 
7 


Maine  

New  Hampshire   

Vermont   

Massachusetts    8 

Rhode  Island  

Connecticut    1 

MIDDLE  ATLANTIC. 

New  York    55 

New  Jersey    6 

Pennsylvania    13 

E.  N.  CENTRAL. 

Ohio    11 

Indiana    7 

Illinois    13 

Michigan    8 

Wisconsin    4 

W.  N.  CENTRAL. 

Minnesota    3 

Iowa    2 

Missouri    6 

North  Dakota   

South  Dakota   

Nebraska    2 

Kansas   

S.  ATLANTIC. 

Delaware   

Maryland    2 

District  of  Columbia  

Virginia    2 

West  Virginia  

North  Carolina    6 

South  Carolina   

Georgia   

Florida   

E.  S.  CENTRAL. 

Kentucky    5 

Tennessee    4 

Alabama    1 

Mississippi  

W.  S.  CENTRAL. 

Arkansas   

Louisiana    1 

Oklahoma    1 

Texas   3 

MOUNTAIN. 

Montana   

Idaho   

Wyoming   

Colorado   

New  Mexico   

Utah    1 

Nevada  

(Continued  on  page  46) 
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11 
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Made  in  the  U.  S.  A. 


By  Henry  A. 

How  Buttons  Became  America's  Own. 

WHEN  the  European  war  stopped  the 
exporting  to  this  country  of  vari- 
ous kinds  of  dress  trimmings,  the 
importance  of  buttons  as  a  trim- 
ming became  supreme.  The  average  woman's  attire 
uses  buttons  as  a  trimming  as  well  as  for  the  pur- 
pose of  buttoning  the  garments  to  which  they  are 
attached.  Even  on  men's  outer  attire  they  lend 
some  relief  to  the  plainness  of  the  garments.  To 
meet  the  great  button  demand  it  has  become  neces- 
sary for  American  manufacturers  to  double  and 
treble  their  output,  and  many  new  firms  have 
entered  the  industry  within  the  past  three  years. 

New  York  City  is  the  button  center  of  the  pres- 
ent-day world.  The  last  United  States  census,  taken 
in  1914,  listed  517  button  manufacturers,  224  of  them 
in  New  York  State,  and  168  of  this  number  located 
in  New  York  City.  It  is  safe  to  say  that  the  retail 
value  of  American-made  buttons  is  approaching 
$100,000,000  per  year.  Before  the  war  Germany  and 
Austria  furnished  us  with  large  quantities  of  but- 
tons. Let  us  see  what  Germany  had  accomplished 
as  an  exporter. 

Centered  in  Saxony  and  the  Rhine  province,  the 
button  industry  of  Germany  was  the  largest  in  the 
world  up  to  the  time  the  European  war  involved 
practically  the  entire  world.  It  was  natural  that 
Hamburg  should  be  the  market  for  button  making 
materials  as  well  as  the  port  of  outgoing  shipments 
of  the  finished  buttons.  There  are  no  authentic  fig- 
ure since  the  statistics  of  1913,  but  these  will  serve 
to  indicate  the  extent  and  importance  of  Hamburg's 
trade  in  buttons.  In  round  figures,  the  total  exports 
from  this  port  were  valued  at  two  and  one  half  mil- 
lions of  dollars  for  the  year  1913.  As  it  happens, 
the  statistics  for  all  Germany's  production  of  but- 
tons are  unobtainable. 

So  it  is  necessary  to  confine  ourselves  to  a  con- 
sideration of  the  figures  at  the  port  of  Hamburg. 
Of  the  two  and  one-half  millions  of  dollars'  worth 
here  recorded  as  exported  during  the  year  1913 
almost  half  this  amount  went  to  Latin  America,  as 
we  will  designate  South  and  Central  America  to- 
gether with  Mexico.  Again  using  round  figures, 
something  over  a  million  dollars  worth  of  buttons 
went  to  Latin  America  that  year. 

When  we  figure  that  the  remaining  million  and  a 
half  went  to  the  four  corners  of  the  earth  it  is 
apparent  that  Germany  paid  particular  attention  to 
Latin  American  trade.  If  it  was  so  well  worth 
Germany's  while  to  cultivate  this  trade  surely  the 
United  States  can  find  many  amicable  and  business- 
like methods  of  cultivating  the  same  market.  The 
fact  that  German  exporters  so  successfully  con- 
trolled the  business  of  the  part  of  the  hemisphere 
below  the  United  States,  and  they  did  control  it  be- 
cause their  dealings  in  Latin  America  represented 
more  than  forty  per  cent,  of  the  total  button  imports 
of  Latin  America,  shows  highly  systematized  trade 
development  work. 


Richmond. 

Toys  of  Today. 

T  the  outbreak  of  the  world  war,  the  Amer- 

M^L     ican  public  very  naturally  commenced  to 

rm^L  consider  its  effect  upon  the  country  in 
^™  terms  of  world  commerce. 

One  of  their  first  thoughts  was  "Where  in  the 
world  will  we  get  our  toys?  Those  pretty  china 
(they  meant  bisque)  dolls,  those  little  Noah's  arks, 
the  toy  soldiers  and  all  the  rest?" 

This  was  a  most  natural  query  because  the  er- 
roneous impression  prevailed  that  about  nine-tenths 
of  the  toys  and  dolls  sold  in  the  States  bore  that 

well  known  mark  "Made  in  ."  .As  an  actual 

fact,  for  a  considerable  period  previous  to  the  out- 
break of  hostilities  more  than  half  the  total  value  of 
the  playthings  used  by  Young  America  were  made 
right  here  in  our  own  U.  S.  A.  The  proportions 
were  approximately  three-fifths  American  and  two- 
fifths  European. 

Notwithstanding  these  conditions  the  horror  of  a 
possible  "Toy  Famine"  swept  over  the  country 
and  the  newspaper  cartoonists  got  to  work  and  the 
editorial  writers  asked,  "Have  we  a  toy  industry  and 
can  it  make  good  for  the  American  girl  and  boy?" 

What  happened  is  trade  history.  The  American 
manufacturer  rose  mightily  to  his  opportunity  and 
today  the  country  is  in  a  position  to  turn  out  enough 
and  good  enough  toys,  dolls  and  games  to  satisfy 
every  childish  heart.  Our  American  unbreakable 
full  composition,  sleeping  eye  dolls  are  truly  won- 
derful and  at  this  writing  we  are  starting  to  make 
full  jointed  bisque  dolls  that  give  promise  of  filling 
the  gap  left  by  cutting  off  of  the  imported  article. 
In  construction  toys  America  has  practically  started 
a  new  industry,  while  modern  methods  and  Yankee 
ingenuity  have  brought  about  the  practical  popular- 
priced  made  in  America  mechanical  toy. 

Again  we  have  tackled  and  conquered  the  Xmas 
tree  ornament  problem  and  in  artistic  wooden  toys 
we  have  rivaled  and  outdone  anything  ever  pro- 
duced anywhere. 

In  the  stuffed  animal  world  capable  manufacturers 
have  taken  on  hundreds  of  extra  hands  and  pro- 
duced stuffed  animals  of  every  wild  and  domestic 
variety — dogs,  cats,  bears,  lions,  tigers,  camels,  ele- 
phants, squirrels,  rabbits,  monkeys,  etc.,  etc.,  well 
made,  likable  and  huggable  toys  and  at  very  attrac- 
tive retail  prices. 

Naturally  great  trade  opportunities  attracted  out- 
side capital  and  the  number  of  manufacturers  in- 
creased by  leaps  and  bounds.  However  the  mak- 
ing of  toys  is  a  serious  business — the  profit  margin 
is  not  large — and  unless  the  newcomers  were  the 
keenest  of  business  men  and  generally  associated 
with  minds  that  knew  the  intricacies  of  toy  trade 
they  had  a  pretty  stiff  time  of  it — and  not  a  few 
encountered  failure. 

The  real  increase  in  American  output  came  in 
1915 — and  the  year  1916  was  an  even  greater  year, 
while  1917  promises  to  eclipse  all  former  efforts  of 
the  American  toymen. 
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Previous  to  our  entrance  in  the  war  a  boat  would 
now  and  then  arrive  with  a  more  or  less  sizable  con- 
signment of  dolls  and  to}'s,  but  these  proved  to  be 
but  a  drop  in  the  bucket  to  what  was  demanded  of 
and  given  by  the  American  toy  makers. 

Today  the  field  is  almost  entirely  our  own — some 
very  interesting  Japanese  products  being  added  to 
our  own  American  efforts.  The  Japanese  have  pro- 
duced a  wonderfully  made  bisque  doll  and  their 
quaint  workings  in  paper  and  wood  fill  the  need  for 
the  very  cheap  toy. 

All  told,  the  American  public  spends  about  $50,- 
000,000  every  year  for  its  toys. 

Snap  Fasteners  for  Milady's  Use. 

NOT  many  years  ago  the  use  of  hooks  and 
eyes  was  universal  and  they  were  made 
largely  in  the  United  States.  Then  a  Ger- 
man invention,  the  spring  fastener,  was 
introduced  here  and  before  long  this  invention  drove 
the  hook  and  eye  practically  out  of  use.  Next  came 
an  Austrian-made  spring  fastener  which  entered 
into  keen  competition  with  the  German.  So  sharp 
was  the  competition  between  these  two  that  the 
price  was  cut  to  a  point  where  the  United  States 
Government  held  an  inquiry  into  the  affair.  Finding 
that  the  fasteners  were  being  priced  below  their  ac- 
tual cost,  the  German  and  Austrian  firms  were 
instructed  to  revise  their  prices  in  keeping  with  good 
business  principles. 

Part  of  the  reason  for  the  Government  inquiry 
was  that  there  were  one  or  two  American  firms 
making  spring  fasteners  at  the  time  of  the  "price 
war"  between  the  German  and  Austrian  makers. 
These  latter  had  driven  the  wholesale  price  to  a 
point  at  which  the  American  firms  were  unable  to 
do  much  business.  When  the  European  war  started 
there  was  an  end  of  imports  to  America.  During 
nineteen-fifteen  the  scarcity  of  spring  fasteners  was 
so  acute  that  hooks  and  eyes  returned  to  general 
use.  The  original  American  makers  of  fasteners  had 
the  market  all  to  themselves  but  they  could  not 
begin  to  supply  the  whole  demand. 

By  nineteen-sixteen  the  making  of  spring  fasten- 
ers had  spread  to  considerable  proportions  and  the 
present  year  finds  thirty  factories  in  the  United 
States  making  these  important  little  articles  of 
dressmaking.  Several  of  the  American-made  brands 
are  already  well  known  to  the  public.  The  industry 
has  issued  a  "Snap  Fastener  Trade  Mark  Register" 
of  its  own,  containing  illustrations  of  fifty-five 
brands  and  twice  as  many  listed  without  illustrations. 

Thus  the  European  war  has  given  to  the  United 
States  another  industry  which  it  lacked.  The  Ameri- 
can-made spring  fastener  is  being  sold  everywhere 
at  home  and  wherever  ships  sail  today. 

One  of  the  best  proofs  that  articles  can  be  made 
and  sold  as  reasonably  here  as  if  bought  abroad  is  to 
be  found  in  this  article.  The  price  for  a  card  of  the 
best  spring  fasteners  imported  was  ten  cents  before 
the  war.  Today  the  best  American-made  spring 
fasteners  sell  for  ten  cents  per  card,  despite  war 
times.  As  for  the  value  of  this  new  industry,  the 
retail  selling  price  of  the  present  annual  output  of 
one  of  the  largest  American  fastener  factories 
amounts  to  well  over  $3,000,000. 


Where  the  American  Dyestuff  Industry  Stands 
Today. 

F  all  the  industries  which  owe  their  re- 
cent establishment  on  American  soil  di- 
rectly to  the  titanic  conflict  now  being 
waged  "over  there,"  the  growth  of  none 
has  been  quite  so  spectacular  from 
the  standpoint  of  general  public  interest  as  the 
American  dyestuff  industry. 

To  sum  the  situation  up  briefly  prior  to  the  war, 
we  used  58,000,000  pounds  of  artificial  colors  each 
year.  Of  these,  we  made  from  6,000,000  to  7,000,000 
pounds  at  home  and  purchased  all  the  rest  from 
abroad.  Our  home  colors  were  made  by  six  con- 
cerns employing  a  total  of  only  four  hundred  work- 
men. The  very  dyes  with  which  we  colored  our 
postage  stamps  and  Government  bank  notes  came 
from  Germany,  and  to  cap  the  climax,  even  those 
colors  which  we  did  make  at  home  were  prepared 
in  many  cases  with  the  help  of  certain  chemicals 
which  also  came  from  Germany — chemicals  whose 
preparation  was  a  closed  book  to  all  but  a  relatively 
small  number  of  manufacturers. 

Such  was  the  American  dyestuff  "industry"  in 
1914.  But  the  full  significance  of  the  foregoing 
statements  cannot  be  truly  appreciated  without  the 
added  knowledge  that  a  prolonged  dearth  of  these 
colors  and  chemicals  would  have  meant  that  event- 
ually some  2,000,000  workmen  and  operatives  en- 
gaged in  the  textile,  leather,  ink,  paint,  paper  and  a 
host  of  other  industries  must  presently  seek  a  means 
of  livelihood  in  other  trades. 

Now  let  us  see  what  American  methods  of  trade 
development  can  accomplish  when  focussed  on  a 
given  point.  The  latest  figures,  which,  owing  to 
the  still  somewhat  chaotic  state  of  the  industry,  are 
not  by  any  means  complete,  show  that  there  are 
now  forty-six  concerns  producing  some  60,000,000 
pounds  of  artificial  colors  annually — or  2,000,000 
more  pounds  per  year  than  we  were  using  in  1914. 
The  number  of  operatives  employed  number  into 
thousands.  There  are,  all  told,  more  than  one  hun- 
dred concerns  (including  the  46  mentioned)  engaged 
in  making  all  classes  of  colors,  artificial  and  vege- 
table, as  well  as  the  various  other  chemicals  used  in 
their  preparation.  They  are  producing  seventy-five 
per  cent,  of  the  total  shades  of  color  used  before  the 
war.  The  remaining  twenty-five  per  cent,  consist 
of  the  rarer,  more  delicate  and  little  used  shades. 
The  total  capital  invested  is  well  over  two  hundred 
millions  of  dollars. 

As  to  the  reliability  of  American  colors,  con- 
sumers have  complained  in  some  cases  of  their  lack 
of  fastness  towards  light,  washing,  etc.  Let  them 
be  assured  in  all  earnestness  that  our  domestic  dyes 
are  neither  better  nor  worse,  but  simply  identical 
with  those  of  German  make.  The  explanation  is 
simple.  Certain  dyes  are  made  to  color  certain  ma- 
terials successfully,  and  will  give  satisfaction  as 
long  as  ther  use  is  restricted  to  these  materials  only. 
For  example,  a  violet  dye  which  will  give  a  fast 
color  to  wool  will  also  color  silk — but  the  resulting 
shade  will  not  be  fast,  and  any  attempt  to  use  it 
for  the  latter  material  usually  leads  to  disastrous  re- 
sults when  the  fabric  is  worn  as  clothing. 
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ARE  WAR  EXPENDITURES  A  TOTAL  LOSS? 

{Continued  from  page  27.) 
the  waste  is  offset.  We  are  creating  a  large  mer- 
chant marine.  This  is  an  addition  to  the  nation's 
wealth  and  it  will  be  a  valuable  aid  in  increasing 
wealth  when  normal  commercial  intercourse  is  re- 
sumed after  the  war.  Increased  efficiency  in  pro- 
ductiveness should  tend  to  make  up  in  some  part 
for  the  waste  of  war,  and  when  industry  is  going 
under  normal  headway,  a  greater  margin  of  wealth 
should  be  produced  each  year  to  be  applied  toward 
paying  off  the  war's  expenses.  The  effect  of  this 
increase  will  be  cumulative.  That  is  to  say,  the  im- 
provement in  production  will  not  stop  with  the  war's 
end,  but  it  will  remain  a  permanent  addition  to  the 
nation's  wealth-producing  ability.  Where  women 
take  the  place  of  men  in  business  activities,  a  partial 
recompense  is  made  for  the  loss  of  man  power. 
While  we  are  paying  for  the  war  with  our  wealth, 
it  must  be  remembered  that  no  small  part  of  this  is 
wealth  that  would  otherwise  have  gone  for  luxuries 
and  so  used  in  an  unproductive  way.  The  country 
is  sacrificing  its  taste  for  unproductive  spending  in 
one  directon,  in  order  to  place  this  wealth  at  the 
disposal  of  the  Government.  Then,  while  the  ma- 
terials of  war  and  the  labor  producing  them  is  lost, 
the  capital  supplies  accumulated  are  not.  Our 
wealth  may  diminish,  but  our  capacity  to  produce 
wealth  remains. 

Still  another  favorable  factor  is  the  fact  that  we 
are  now  bound  by  close  and  friendly  ties  to  nations 
from  whom  we  are  large  buyers  and  to  whom  we 
are  large  sellers.  From  the  commencement  of  the 
European  war  and  prior  to  our  participation  in  it, 
America  was  the  wealthy  business  man  of  the 
world,  from  whom  everybody  had  to  buy,  through 
necessity,  yet  who  enjoyed  the  friendship  of  none 
of  his  customers.  The  friendship  of  our  Allies  in 
itself  is  valuable  but  it  also  means  something  more 
tangible.  Since  we  now  have  a  friendly  rather  than 
a  purely  business  relationship  with  our  Allies,  inter- 
national trade  balances  may  be  settled  more  easily. 
Heretofore  the  settling  of  such  trade  balances  has 
involved  the  mobilization  of  securities  to  exchange 
for  war  supplies.  As  the  friend  and  partner  of  the 
Allies  we  shall  be  more  willing  to  accept  their 
promises  to  pay  at  face  value  without  collateral. 

One  last  economic  aspect  of  the  war  is  that  which 
relates  to  future  prosperity.  The  assertion  has  been 
made  by  economists  that  expenditures  for  navies, 
fortifications  and  standing  armies  is  not  necessarily 
a  complete  loss  but  that  it  represents  a  form  of  in- 
surance. It  may  seem  a  far  cry  from  this  type  of 
insurance  to  the  actual  waging  of  war,  yet  after  all, 
is  not  the  present  battle  being  waged  for  our  future 
safety?  We  are  insuring  our  future  at  a  terribly 
high  premium.  In  times  of  peace  with  adequate 
preparedness,  this  insurance  might  have  been  ob- 
tained for  the  low  premiums  required  to  support  an 
adequate  army  and  navy.  We  are  like  the  man 
who  does  not  insure  his  house  when  conditions  are 
favorable,  but  finally  takes  out  a  policy  after  a 
garage  has  been  established  in  his  basement,  a 
munitions  factory  built  a  block  away  and  an  oil 
tank  put  up  next  door.    His  premiums  are  prohibi- 


tive, but  he  is  obtaining  his  insurance  in  spite  of  the 
cost. 

Finally  no  small  part  of  the  funds  being  raised 
are  loaned  to  our  Allies.  It  is  true  that  they  will 
destroy  the  capital  goods  so  represented  and  to  that 
extent  international  wealth  will  be  the  loser.  The 
loans  represent  a  credit  to  our  capital  account,  how- 
ever, and  so  far  as  America  is  concerned,  while  the 
ability  of  other  nations  to  repay  the  loans  is  being 
impaired  to  the  extent  of  compelling  them  to  prac- 
tice the  greatest  thrift  and  exercise  the  greatest 
economy  after  the  war  ,the  loans  still  represent 
capital  to  us  and  not  a  loss  of  wealth.  Accordingly 
against  the  absolute  destruction  of  muntions,  the 
loss  of  labor  that  produces  them  and  the  loss  com- 
plete and  temporary  of  our  wealth  in  man  power, 
we  may  at  least  offset  the  additions  that  are  being 
made  to  our  wealth,  our  increased  ability  to  pro- 
duce, the  good-will  gained  through  the  partnership 
we  have  formed,  the  investments  we  have  made 
through  our  loans  and  the  insurance  to  posterity 
we  are  providing. 

We  are  in  the  war  on  no  sordid  or  commercial 
basis  and  attempts  to  justify  it  economically  do  not 
have  to  be  made — in  fact  they  ought  not  to  be  made. 
We  are  fighting  on  moral  grounds — not  political  nor 
economic.  In  the  midst  of  the  destruction  that  is 
taking  place,  however,  it  is  encouraging  to  reflect 
that  the  effort  put  forth  will  not  be  a  total  loss  and 
that  while  we  shall  emerge  poorer,  we  are  not  with- 
out some  benefits,  material  as  well  as  moral. 

SHANGHAI,  CHINA,  HAS  A  NEW  DEPART- 
MENT STORE. 

A HONGKONG  corporation,  Chinese  owned, 
has  opened  an  up-to-date  department  store  on 
Shanghai's  foremost  retail  business  street,  Nanking 
Road.  The  largest  native  store  of  the  kind,  it  is 
called  The  Sincere  Company,  and  will  cater  mainly 
to  the  needs  of  the  native  population,  also  consider- 
ing the  needs  of  the  foreign  population. 

Its  several  departments  include  drapery,  millinery, 
notions,  furnishings,  toys,  perfumes,  kitchenware, 
hardware,  sporting  goods,  musical  instruments, 
confectionery,  etc.  Despite  shipping  difficulties  the 
owners  have  managed  to  fill  the  store  with  season- 
able goods.  Old  established  foreign  stores  have 
found  it  difficult  to  replenish  their  stocks. 

JOSEPH  M.  COHN  TAKES  CHARGE  OF  STER- 
LING BUTTON  CO.  RETAIL  DEPT. 

FOR  many  years  connected  with  B.  Blumenthal 
&  Company,  Joseph  M.  Cohn  has  severed  his 
connection  there  and  now  takes  full  charge  of  the 
Retail  Department  of  the  Sterling  Button  Company. 
The  Sterling  company  has  developed  an  important 
business  with  retail  department  stores  and  Mr.  Cohn 
is  the  right  man  to  handle  this  section  of  the 
business. 

THE  WARREN  LEATHER  GOODS  CO. 

THE  Warren  Leather  Goods  Company,  manu- 
facturers of  leather  goods,  50  Union  Square, 
New  York,  has  leased  additional  space  in  its  present 
building,  through  Stephen  H.  Tyng,  Jr.,  &  Com- 
pany, Inc. 
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Booming  Departments 

A  Study  of  Actual  Conditions — How  to  Get  Demonstrators — What  to  Demonstrate  and  How  to  Do 
It — Opportunities  For  the  Sales  Person  In  the  Average  Store — Instances  of  Success. 


O  one  will  dispute  the  fact  that  the 
drawing  of  a  crowd,  by  legitimate 
means  is  highly  desirable  in  any 
store,  and  ultimately  spells  in- 
creased sales.  All  advertising  and 
window  display  is  devised  to  this  end.  It  simply  be- 
comes a  question  of  how  best  to  attract  and  how 
to  keep  the  people  there  when  they  come. 

Be  his  policy  ever  so  aggressive,  it  cannot  be 
denied  that,  at  the  outset,  the  merchant  of  average 
means  is  face  to  face  with  a  big  difficulty.  Large 
firms  are  repeatedly  offered  a  demonstrator  to  dis- 
play goods  which  some  proprietary  concern  wishes 
to  sell  to  the  store.  This  costs  the  store  nothing,  as 
the  demonstrator  is  simply  the  bonus  offered  by 
the  proprietors  of  the  novelty,  usually  a  patent, 
to  get  their  article  introduced. 

If  the  great  store  can  sell  it  many  future  orders 
will  be  swung  by  the  traveling  salesman,  orders 
whose  size  fully  warrants  the  first  expenditure  of 
the  salary  of  the  demonstrator.  These  glib  and 
clever  persons  command  a  considerable  sum  per 
week,  and  large  concerns,  especially  on  the  other 
side  of  the  line,  constantly  keep  a  staff  of  them. 
They  travel  from  place  to  place,  introducing  the 
new  article  to  the  public  wherever  a  retail  firm 
large  enough  to  be  good  for  future  big  orders  may 
be  found. 

If  the  retailer  of  a  town  of  medium  size  cannot 
secure  one  of  these  demonstrators,  what  can  he  do 
to  supply  his  place?  The  problem  is  simpler  than 
would  at  first  appear.  In  smaller  places,  clerks 
frequently  remain  with  one  store  for  many  years. 
Now,  some  among  these  employes  would  show 
talent  which  might  be  turned  to  account  by  the 
employer,  to  the  benefit  of  both.  In  other  words, 
the  material  from  which  demonstrators  are  made 
lies  to  the  employer's  hand  if  he  knows  how  to 
use  it. 

s 

Training  Employees  as  Demonstrators 

Every  year  a  clever  woman  in  New  York  City 
sends  a  certain  number  of  girls  out  to  go  up  and 
down  town  in  all  the  business  offices  with  different 
propositions.  Green  applicants  come  to  her  at  her 
hotel.  She  sizes  up  their  appearance,  suggests 
alterations  and  possible  improvements  of  any 
nature  that  may  occur  to  her — always  tactfully,  and 


simply  with  respect  to  the  purpose  in  hand.  She 
then  coaches  the  girls  in  methods  of  approach,  in 
ways  of  securing  names  of  those  to  be  interviewed, 
in  the  little  details  of  getting  a  word  from  one 
patron  with  which  to  go  on  to  another,  of  entering 
into  a  free  and  pleasant  conversation  while  avoid- 
ing reference  to  race,  religion  or  politics,  and  so 
on.  These  girls  are  drawn  from  all  classes,  and 
yet  they  are  remarkable  for  their  success. 

Precisely  the  same  principles  which  apply  to 
salesmanship  "on  the  road"  are  true  of  saleman- 
ship  in  the  store.  A  bright,  energetic  girl  with 
quick  intuitions  and  an  easy  command  of  pop- 
ularity, owing  either  to  wit,  good-looks  or  charm, 
would  be  the  one  to  train  as  a  demonstrator.  An 
increase  in  her  salary  would  prove  quite  sufficient 
inducement.  It  is  "up  to"  her  employer  to  see 
that  she  has  the  neat  and  quiet  appearance  essen- 
tial to  the  position.  Frequently  such  employes  are 
dressed  for  the  occasion  by  the  store.  It  must  be 
remembered  that  the  above  is  cited  as  applying  to 
the  clerk  in  a  town  of  medium  size  where  people 
know  each  other. 

Information  Is  Essential 

Having  secured  the  right  sort  of  person,  the  next 
thing  is  to  teach  her  how  to  talk.  Many  people 
commonly  suppose  that  this  is  a  gift  not  to  be 
acquired  at  will.  They  are  wrong.  The  best 
saleswoman  out  of  a  group  of  clever  American 
girls  was  one  who,  on  personal  acquaintance, 
proved  taciturn.  The  reason  why  she  was  never 
at  a  loss  for  a  word  when  demonstrating  was  be- 
cause she  studied  hard,  and  she  knew  absolutely 
all  that  could  be  said  for  the  article  she  was  show- 
ing. Her  short,  concise,  but  courteous  sentences, 
she  had  practically  by  heart.  Every  day,  she  said, 
she  discovered  ways  of  improving  them.  When 
she  said  all  that  could  be  said  for  her  article, 
answered  all  possible  objections,  which  rhe  worked 
up  beforehand  as  a  matter  of  course,  and  added 
anything  that  the  individual  case  might  demand, 
she  usually  "landed"  her  customer.  If  she  did  not, 
she  went  on  at  once  to  another.  Above  all,  she 
was  never  either  discouraged  or  elated.  She  made 
a  rule  not  to  touch  things  for  which  she  could  feel 
no  genuine  enthusiasm.  She  was  absolute  mistress 
of  every  aspect  of  the  thing  she  was  trying  to  sell 
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before  she  went  about  to  sell  it.  As  a  result,  she 
convinced  others  of  its  usefulness,  and  she  never 
lacked  talking  points. 

A  Weil-Known  Salesman's  View 

"Enthusiasm  is  more  than  half  the  battle,"  said 
the  traveler  of  a  certain  old  established  firm.  "I 
could  not  succeed  as  I  do  with  the  toilet  accessories 
I  carry  if  I  were  not  myself  sure  that  they  are 
good.  I  use  them,  I  believe  in  them,  and  I  sell 
them."  This  salesman  warmly  encouraged  the 
idea  of  showing  special  lines  in  the  fancy  goods 
department,  particularly  those  lines,  allied  to  toilet 
goods. 

Nothing  is  found  to  be  so  productive  of  sales  or 
so  attractive  to  the  general  public  as  the  demon- 
strating of  a  really  good  novelty.  People  come  to 
see  and  stay  to  buy. 

Some  Practical  Instances 

Art  needlework  was  given  a  little  parlor  up- 
stairs in  the  recent  Christmas  preparations  of  a  dry 
good  store.  Beautiful  imported  models  were 
lavishly  thrown  about.  Chairs  were  provided  and 
tables  loaded  with  fine  fancy  articles.  Every  day 
an  expert  embroiderer  sat  at  frame  reproducing 
the  imported  articles.  As  a  result  many  ladies 
bought  materials  under  her  advice. 

A  glove  cleaner  was  demonstrated  to  advantage 
downstairs,  creating  lively  times  in  the  glove  de- 
partment.   Many  tins  were  sold. 

A  bow-maker  created  a  sensation  in  the  ribbon 
department,  producing  the  daintest  confections  be- 
fore the  eyes  of  the  pleased  customr.  Many  a 
country  clerk  could  do  as  well  with  a  little  practice 
in  a  city  wholesale.  A  mender  of  broken  articles 
made  the  "Notions"  hum  for  days.  Even  better, 
his  glue  was  good  and  would  really  stick  things 
together  and  keep  them  stuck. 

New  hair  goods  are  absolutely  wasted  without  a 
demonstration  on  the  lay  figure.  A  clever  girl 
could  do  this  to  the  greatest  advantage.  Why  not 
give  her  a  booth  in  the  millinery  department,  and 
let  the  ladies  go  in  one  at  a  time?  If  the  demon- 
strator were  a  stranger,  possibly  it  would  be  so 
much  the  better  in  such  a  case. 


THE  TRADE  PAPER  STANDS  ON  SERVICE 

THE  trade  paper  makes  the  customer  a  better 
credit  risk,  for  it  makes  him  think  along  the 
right  lines.  It  pushes  him  along  to  success  in  that 
it  makes  available  the  best  ideas  used  by  the  most 
progressive  merchants.  It  is  the  one  medium  that 
stands  on  service,  and  gives  it  in  the  most  practical, 
sensible  way,  and  in  season  when  the  particular 
ideas  should  be  used. 

The  weakness  of  the  trade  press,  as  far  as  its 
advertisers  are  concerned,  is  that  its  effect  is  cumu- 
lative rather  than  in  the  form  of  daily  sales.  Re- 
sults come  more  in  seasons  than  in  individual  or- 
ders. Failing  to  appreciate  this  fact,  many  adver- 
tisers think  results  are  not  what  they  should  be, 
but  a  glance  back  at  order  sheets  and  an  investiga- 
tion of  what  has  produced  sales  will  often  prove  a 
great  surprise  by  demonstrating  the  fact  that  cumu- 
lative effect  produces  more  orders,  and  more  or- 
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ders  worth  while,  than  any  other — it  will  demon- 
strate the  great  value  of  trade  paper  advertising  to 
any  thinking  manufacturer. 

No  one  merchant  is  necessary  to  the  success  of 
your  business,  but,  taken  as  a  class,  the  retailers  of 
the  country  are  the  court  of  last  resort,  which  can 
easily  make  or  break  you.  Cultivate  them  through 
the  trade  paper. — S.  M.  Anderson. 


A  PLEASING  ATMOSPHERE. 

DID  you  ever  enter  a  store  where  you  were  al- 
most instantly  impressed  with  the  idea  of 
friendliness,  that  it  was  a  friendly  store  and  a  good 
place  to  patronize?  Doubtless  you  have.  There 
was  something  about  the  store  that  inspired  you 
with  confidence  both  in  the  store  and  its  merchan- 
dise. Certain  it  was  the  atmosphere  of  the  store 
had  a  decided  influence  on  the  volume  of  your  pur- 
chases, yes  even  on  your  criticism  of  quality  and 
price.  You  felt  at  home  and  had  confidence  in  the 
statements  made  to  you.  In  other  words  you  fel^ 
that  the  atmosphere  of  that  particular  store  was 
pleasing. 

On  the  other  hand,  you  no  doubt  have  entered 
other  stores  where  exactly  the  opposite  feeling  took 
possession  of  you.  You  felt  that  you  were  in  the 
wrong  shop,  you  felt  a  chill  go  over  you — you  could 
not  tell  why — you  made  a  small  purchase  and  went 
out.  You  had  no  criticism  to  make  on  the  furni- 
ture, fixtures,  arrangement  of  stock,  service  or  at- 
tention of  clerks,  quality  or  price  of  the  merchan- 
dise— one  store  was  the  equal  of  the  other.  In 
one  you  felt  at  home,  in  the  other  uncomfortable. 
Now,  what  made  the  difference?.  You  couldn't  ex- 
plain it,  all  you  knew  was  that  the  atmosphere 
was  not  pleasing. 

If  this  indescribable  thing  we  call  the  atmosphere 
of  a  store  is  such  a  potent  factor  for  weal  or  for 
woe — it  it  may  be  the  thing  that  in  a  large  measure 
determines  whether  the  store  is  to  be  successful  or 
unsuccessful — then  it  is  worthy  of  our  serious  con- 
sideration. 

How  best  can  this  pleasing  atmosphere  be  se- 
cured? The  place  to  begin  is  undoubtedly  at  the 
head,  the  proprietor,  as  he  is  responsible  to  a  large 
degree  for  the  atmosphere  of  his  store.  He  should 
secure  the  respect  and  co-operation  of  all  his  em- 
ployees by  deserving  it — not  commanding:  it.  The 
old  time  sea  captain  or  school  master  methods  were 
relegated  to  the  rear  years  ago,  although  now  and 
then  we  find  a  man  trying  to  make  them  work. 

Don't  enter  your  store  in  the  morning  as  though 
you  were  "the  Lord  of  all  creation,"  or  as  a  friend 
of  mine  puts  it,  don't  have  that  "you-go-to-hell" 
look  on  your  face  that  many  have  when  riding  in 
their  new  touring  car. 


SOME  PERTINENT  TRUTHS. 

The  man  who  succeeds  knows  a  good  thing  when 
he  seizes  it. 

The  reason  time  works  wonders  is  because  it  is 
always  on  the  job. 

Too  many  people  spend  today  what  they  hope  to 
earn  tomorrow. 
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Everything  for  the  Toilette 

A  Means  of  Turning  Indecision  to  Decision  As  to  What  Is  Really  Wanted — Try  It  at  Your  Store. 


HIS  is  Scene  I:  An  afternoon 
shopping.  The  place  a  leading 
department  store.  Enter:  two 
shoppers.  They  proceed  to  the 
counter  whereon  hand  mirrors, 
comb  and  brush  sets  are  lavishly 
displayed.  First  shopper :  "I 
simply  must  find  something  nice  for  Grace's  birth- 
day. Don't  you  think  these  are  dainty?  Yet  I  don't 
see  any  use  in  getting  one  of  these  sets  for  Grace. 
She  has  such  a  fine  set  now."  They  pass  on  through 
the  store,  stopping  at  the  counter  displaying  per- 
fumes, lotions,  creams  and  various  beautifiers. 
Second  shopper:  "It  is  always  quite  safe  to  select 
something  of  this  sort  for  a  gift,  don't  you  think?" 
First  shopper:  "Yes,  my  dear,  but  Grace  will 
receive  so  much  of  this  sort  of  thing  and  I  really 
want  to  get  her  something  special."  They  proceed 
along  the  aisle  to  the  next  counter,  where  manicure 
sets  hold  forth.  First  shopper :  "I  suppose  a  mani- 
cure set  would  be  nice,  but  Grace  has  such  difficult 
fingers  to  keep  looking  well  that  I'm  sure  she 
would  think  I  want  to  remind  her  of  the  fact  if  I 
did  choose  one  of  these  sets  for  her.  Isn't  it  dread- 
fully hard  to  know  what  to  get?"  Second  shopper: 
"Maybe  if  we  look  about?"  So  off  they  trot,  to 
higher  altitudes  of  the  leading  department  store. 
On  the  third  floor  they  find  art  needlework.  First 
shopper:  "You  know,  something  of  this  sort  always 
does,  yet  I  feel  as  if  embroidered  pieces  are  bound 
to  be  given  Grace  by  several  ethers.  Isn't  it  a 
problem,  though !" 

Scene  II. — The  same  afternoon.  The  same  store. 
The  same  shoppers.  Five  minutes  later  than  the 
end  of  the  last  scene.  The  shoppers  have  chanced 
upon  a  gift  section  where  everything  for  any  given 
use  is  grouped  attractively.  First  shopper :  "How 
convenient.  Why,  there's  a  boudoir  setting  with 
everything !  What  a  pretty  candle  lamp !  And 
isn't  that  boudoir  cap  lovable?  Why,  there  is  just 
the  thing — a  stunning  " 


And  just  then  the  man  who  was  expected  to  dis- 
cover new  ways  of  attracting  attention  to  mer- 
chandise at  the  leading  store  woke  up  to  find  himself 
falling  out  of  his  big  armchair,  in  the  library  at 
home. 

"By  George !  That's  the  very  idea,"  he  exclaimed. 
"I  had  a  lucky  dream  that  trip."  So  he  sketched  out 
a  series  of  gift  groups,  each  setting  forth  an  actual 
demonstration  of  what  belongs  together  in  the  way 
of  merchandise.  So  many  shoppers  have  a  fair 
notion  of  what  friends  and  relatives  already  pos- 
sess, yet  they  become  confused  and  forgetful  in  the 
midst  of  actually  looking  for  the  right  gift  to  buy 
where  a  million  things  surround  them.  Help  them 
to  focus  their  interest  on  one  group  at  a  time, 
arranged  as  the  items  would  be  found  in  actual  use. 
Then  the  shopper  can  more  readily  decide  on  the 
appropriate  thing  to  select. 

What  Can  Be  Done  in  Toilet  Goods. 

The  idea  contained  in  the  foregoing  story  can  be 
carried  out  to  splendid  advantage  in  featuring  the 
numberless  toilet  accessories'  demand  by  the  up-to- 
date  woman  of  today.  Few  women  know  exactly 
what  they  intend  to  purchase  when  they  approach 
the  department  devoted  to  the  sale  of  toilet  articles. 
Under  the  guidance  of  a  skillful  salesperson,  the 
woman  who  intended  to  purchase  perhaps  a  box  of 
tooth  powder  may  frequently  be  induced  to  purchase 
quite  a  number  of  articles  besides. 

There  are  numberless  way  in  which  goods  can  be 
arranged  so  as  to  suggest  the  purchase  of  various 
articles  not  included  in  the  shopping  list  of  the  pros- 
pective customer.  For  instance,  in  some  part  of  the 
store  remote  from  the  toilet  goods  section  a  dress- 
ing table  could  be  placed  upon  which  a  number  of 
articles,  all  of  which  are  sold  at  the  toilet  goods 
counter,  could  be  attractively  arranged.  These 
could  include  a  toilet  set  of  brush,  comb,  mirror  and 
tray,  a  bottle  of  perfume  and  one  of  toilet  water, 
a  powder  jar  and  puff,  a  manicure  set,  hair  receiver 
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and  salve  jar.  A  display  such  as  this  would  be 
bound  to  attract  attention  and  doubtless  lead  to 
many  sales. 

Show  cases  could  also  be  arranged  with  a  similar 
object  in  view.  Instead  of  using  the  show  case  as 
a  place  for  holding  stock,  as  is  too  often  the  case,  it 
should  be  dressed  in  a  manner  as  to  suggest  the 
need  of  the  various  articles  now  demanded  by  the 
woman  who  wishes  to  improve  her  personal  appear- 
ance. A  little  thought  will  suggest  many  ways  in 
which  this  idea  can  be  carried  out,  with  most  bene- 
ficial results  to  the  department. 

The  Attractiveness  of  the  Line. 

There  is  no  department  in  the  whole  realm  of 
fancy  goods  in  which  such  pains  and  intelligent 
thought  have  been  given  to  the  production  of  dainty 
and  artistic  packages  as  that  of  toilet  accessories. 

In  the  line  of  cosmetics,  particularly,  the  dainty 
receptacles  of  porcelain,  tied  with  ribbons,  etc.,  are 
articles  of  beauty  that  from  their  appearance  alone 
almost  command  a  sale.  Then  there  are  the  fancy 
boxes  for  powders  of  all  sorts,  with  attractive  labels, 
etc.,  that  are  calculated  to  arrest  the  attention  of 
the  average  woman  shopper  and  increase  the  sales. 

The  amount  of  money  spent  by  manufacturers  for 
designs  for  their  various  packages  would,  if  it  were 
known,  fairly  stagger  the  uninitiated.  Artists  of 
national  repute  have  rendered  their  services  in  de- 
signing labels  and  covers  of  boxes  for  toilet  articles 
that  are  veritable  works  of  art,  all  of  which,  if  taken 
advantage  of  by  the  buyer,  should  tend  to  the  bene- 
fit of  the  department. 

The  up-to-date  buyer,  who  takes  advantage  of 
these  conditions  and  stacks  up  liberally  with  them, 
and  then  temptingly  displays  them,  gets  his  reward 
in  the  increased  business  which  results. 

Absolute  Cleanliness  Imperative. 

There  is  no  section  in  the  modern  department 
store  in  which  absolute  cleanliness  is  so  absolutely 
necessary  as  in  the  toilet  goods  and  drug  sundries 
department.  In  fact,  cleanliness  is  the  keynote  of 
success  in  this  particular  department. 

In  the  first  place  a  very  large  proportion  of  the 
stock  is  open  and  exposed  to  view,  very  little  of  the 
stock  in  a  thoroughly  up-to-date  modern  toilet 
goods  department  being  kept  in  cases  or  boxes, 
therefore  it  is  impossible  to  keep  it  from  getting 
dusty. 

While  it  goes  without  saying  that  every  stock  in 
a  store  should  be  kept  free  from  dust  and  dirt,  the 
fact  that  the  toilet  goods  department  should  be  par- 
ticularly so  is  emphasized  by  the  fact  that  practical- 
ly every  article  sold  there  is  for  use  on  the  face, 
hands  or  head.  A  moment's  reflection  would  con- 
vince the  most  thoughtless  that  customers  have  a 
natural  repugnance  to  purchasing  any  of  these  arti- 
cles which  are  in  the  least  way  soiled. 

Take  tooth  and  hair  brushes,  for  instance,  how 
few  dainty  women  will  purchase  from  an  open 
basket ;  they  know  how  impossible  it  is  to  keep  them 
free  from  dirt.  Fortunately,  however,  the  present 
hygienic  manner  of  putting  up  brushes  for  sale  in 
individual  cartons  renders  this  method  of  stock 
keeping  obsolete. 


THE  NEW  YEAR'S  CURTAIN. 

IME  flies  fast  these  strenuous 
days.  Months  slip  by  and  the 
busy  world  does  not  count  them 
so  much  as  partitions  of  time  as 
they  did  in  more  placid  days. 
The  world  is  beginning  to  make 
full  use  of  new-old  truth  that 
the  only  real  measure  worth 
using  is  the  measure  of  accomplishment.  Separate  as 
the  paths  of  accomplishment  may  seem  they  bring  us 
all  together  at  many  points  along  the  way.  Thus  it  is 
the  part  of  this  magazine  to  represent  the  varied  activi- 
ties which  work  to  give  to  civilization  a  class  of 
products  which  group  themselves  as  staple  and  fancy 
notions.  "Accomplishment"  has  been  written  high 
across  the  record  sheets  of  this  great  trade  within  the 
past  year.  Now  we  stand  at  the  end  of  the  year, 
looking  at  the  curtain  behind  which  the  year  nineteen- 
eighteen  waits  to  receive  us  to  its  new  and  greater 
responsibilities.  No  pause  will  mark  the  transition 
from  the  old  to  the  new  year.  There  is  no  time  for 
pause.  Reader,  you  have  set  yourself  a  new  accom- 
plishment to  be  realized,  not  because  it  is  a  new  year, 
but  because  what  you  have  done  leads  on  to  further 
demands  upon  your  capabilities.  There  will  be  mo- 
ments when  the  offices  of  this,  your  trade  magazine, 
can  serve  you  in  special  matters,  and  when  these  arise 
you  will  find  us  always  glad  to  render  what  service 
we  may.  That  is  our  special  contribution  to  those 
whose  interests  the  magazine  has  represented  for 
nearly  half  a  century.  So  we  wish  you  a  happy  New 
Year,  with  all  confidence  that  those  who  have  become 
friends  in  accomplishment  will  continue  friends. 


MAXWELL  SILVERMAN  CONTINUES  BUSI- 
NESS FORMERLY  SILVERMAN  &  TURKEL. 

CARRYING  the  same  class  of  merchandise  as 
heretofore,  Maxwell  Silverman  is  continuing  the 
business  formerly  conducted  as  Silverman  &  Turkel. 
The  partnership  has  been  dissolved.  Mr.  Silver- 
man states  that  lines  of  ivory,  horns,  celluloid  and 
novelty  buttons  will  be  featured  for  the  coming 
season. 

SERVICES  WANTED 
WANTED — By  prominent  New  England  Department 
Store,  thoroughly  experienced  buyer  for  Notion  Depart- 
ment, also  buyer  for  Stationery  Department.  Write  giv- 
ing full  details  as  to  past  experience,  references,  age  and 
salary  desired.  Address  Box  228,  McCready  Publishing 
Co.,  118  East  28th  Street,  New  York  City. 

A  large  Export  House  is  seeking  a  man  to  take  charge 
of  the  purchasing  for  its  Notions  and  Sundries  Depart- 
ment. Communicate  with  Box  77,  McCready  Publishing 
Co.,  118  East  28th  Street.  New  York  City. 

POSITION  WANTED 
SALESMAN  of  Hand  and  Stand  Toilet  Mirrors,  also 
Metal  Drug  Sundries,  with  good  trade  with  department 
stores,  wholesale  and  big  retail  druggists  in  the  East  and 
West,  as  far  as  Omaha,  is  open  for  a  position  during 
the  coming  year  with  a  house  selling  similar  lines. 
Splendid  sales  record  and  references.  Address  "Mirror," 
Box  137,  McCready  Publishing  Company,  118  East  28th 
Street,  New  York  City. 
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Decided  Revival  of  Interest  in 

Art  Needlework 

While  the  Knitting  Vogue  Continues  Strong  There 
Is  a  Decided  Revival  of  Interest  in  Art  Needle- 
work, Particularly  in  Articles  of  Lingerie, 
Which  Only  Require  Embroidery  to 
Finish. 


T  the  various  departments  devoted  to 
art  embroideries  and  kindred  lines, 
the  sale  of  Shetland  wool  and  various 
other  fancy  knitting  yarns  is  naturally 
commanding  the  most  interest. 
Women  are  still  busily  engaged  in  the  making  of 
all  kinds  of  articles  for  the  use  of  soldiers  and 
sailors.  These  include  sweaters,  socks,  wristlets, 
mufflers,  ties,  wool  vests,  etc. 

In  this  connection  it  might  be  well  to  suggest  that 
heads  of  these  departments  should  have  conspicuously 
displayed  at  the  counter,  for  the  information  of  cus- 
tomers, all  the  information  available  as  to  what 
articles  are  permitted  by  the  regulations  to  be  used 
in  the  army  and  navy.  This  information  can  readily 
be  secured  from  the  headquarters  of  the  Red  Cross. 

The  sale  of  knitting  bags  continues  brisk.  Every 
woman  who  knows  how  to  knit,  whether  she  does 
little  or  much,  carries  her  knitting  bag,  either  for 
use  or  to  show  her  patriotism.  In  addition  to  the 
very  handsome  made-up  bags  which  are  a  feature 
of  every  store  of  any  size,  many  women  are  making 
their  own.  They  are  making  them  of  almost  every 
conceivable  material,  including  silks,  satins,  velvets, 
ribbons,  tapestries  and  brocades.  No  material  is 
apparently  too  elaborate  or  expensive  to  use  in  their 
making.  They  are  of  every  size  and  shape  and  in 
every  possible  color  combination. 

Recently  quite  a  demand  has  developed  for  fancy 
handles  for  these  convenient  bags.  There  are  many 
kinds  displayed  from  which  to  choose.  They  are 
both  round  and  oval  in  shape,  in  tortoise,  amber, 
jade  and  ivory  effects.  The  same  materials  in  tri- 
angular shapes  or  in  semi-hexagons  are  entirely 
new,  but  are  already  selling  extremely  well.  Semi- 
circular handles,  of  wood  or  metal,  intended  to  be 
covered  with  the  same  material  as  that  of  which  the 
bag  is  made,  are  also  in  good  demand. 

In  embroidery  work  a  decided  revival  of  interest 
is  being  manifested,  and  from  this  time  forward 
much  more  activity  can  be  looked  for,  because  of 
the  long  evenings  which  call  for  some  work  of  this 
general  character.  When  a  woman  has  time  on  her 
hands  she  naturally  turns  her  attention  to  em- 
broidery work  of  some  kind  or  other.  A  fact  of 
considerable  interest  is  that  the  women  of  today 
are  much  better  educated  regarding  art-needlework 
than  she  used  to  be.  Owing  to  her  rather  intimate 
knowledge  of  what  is  new  in  the  market,  her  interest 
can  only  be  secured  by  showing  a  good  assortment 
of  the  latest  novelties  on  the  market. 


In  spite  of  the  fact  that  business  in  art  embroidery 
work  has  not  been  very  pronounced  of  late,  many 
department  and  specialty  stores  are  making  elab- 
orate displays  in  which  many  entirely  new  ideas  are 
prominently  featured,  the  finished  pieces  being 
shown  to  the  best  possible  advantage. 

In  order  to  stimulate  business  in  this  line,  many 
of  the  larger  stores  are  employing  instructors  to 
teach  their  customers  the  correct  method  of  doing 
the  newest  stitches.  That  this  method  has  had  con- 
siderable effect  in  the  way  of  increasing  interest  in 
art  embroidery  work  generally,  is  shown  by  the 
growing  interest  which  is  being  shown  and  in  the 
business  being  transacted.  Among  the  new  designs 
being  shown  are  many  new  and  interesting  ideas 
in  embroidery  stitches.  While  some  of  these  are 
decidedly  radical  in  treatment,  by  far  the  larger  ma- 
jority show  stitches  which  for  some  time  past  have 
been  in  vogue  and  are  still  popular. 

Practicability  the  Keynote  of  New  Goods. 

Practicability,  that  is  articles  that  are  really  prac- 
tical and  useful  as  well  as  artistic,  seems  to  be  the 
keynote  of  what  is  selling  in  art  embroidery  work. 
This  tendency  is  not  entirely  new,  in  fact  it  has 
ruled  very  strongly  during  the  entire  season,  and  is 
growing  more  pronounced  as  the  winter  progresses. 

Instead  of  paying  so  much  attention  to  articles 
that  could  be  strictly  denominated  as  fancy  work, 
manufacturers  are  directing  their  effort  to  the  pro- 
duction of  attractive  designs  in  ladies'  underwear, 
dressing  sacques  and  waists,  as  well  as  undergar- 
ments and  dresses  for  children's  and  infants'  wear, 
and  designs  for  the  embroidering  and  embellishing 
of  numberless  articles  for  the  household. 

Business  in  goods  of  this  character,  particularly 
that  of  stamped  underwear  which  is  already  finished 
except  the  hand  embroidery  work,  is  exceptionally 
brisk.  In  these  the  seams  and  hems  are  beauti- 
fully done  by  machine,  but  are  very  unlike  most 
machine  made  things  in  shops.  This  is  considered 
a  decided  advantage  by  most  people  who  enjoy  the 
"fancy"  part  of  the  work,  but  groan  at  the  thought 
of  carefully  sewing  up  long  seams  and  hems. 

Besides  underwear  and  shirtwaists,  there  are  nu- 
merous other  articles  that  the  enthusiastic  embroiderer 
can  make  for  her  own  personal  use  or  the  use  of 
some  favored  friend.  There  are  the  little  things  like 
collars  and  belts  of  the  newest  materials —  the  tiny 
accessories  which  proclaim  up-to-dateness  more 
loudly  than  do  many  of  the  larger  accessories. 
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THE  PROBLEM  OF  THE  SMALL  STORE. 

THE  constantly  increasing  prices  of  merchan- 
dise of  all  kinds,  with  the  consequent  lower- 
ing of  the  margin  of  profit,  will,  unless  something 
is  done  to  offset  it,  undoubtedly  have  a  bad  effect 
upon  storekeepers  generally  throughout  the  country. 
The  larger  stores,  with  abundant  credit  and  large 
working  capital,  will  be  in  a  fairly  good  position  to 
stand  the  pressure,  but  the  smaller  stores  working 
with  limited  capital,  in  many  cases  unable  to  col- 
lect their  accounts  readily,  thus  impairing  their  gen- 
eral credit,  are  at  a  decided  disadvantage. 

There  is  small  hope  for  the  shiftless,  careless 
storekeeper,  who  is  unwilling  or  unable  to  sense  the 
signs  of  the  times.  The  one  who  makes  no  attempt 
to  reduce  his  overhead  expense,  who  buys  carelessly 
and  allows  his  business  to  drift  along,  has  a  future 
ahead  of  him  that  is  far  from  being  rosy.  If  he  con- 
tinues in  this  rut,  the  net  result  will  be  that  sooner 
or  later  he  will  be  forced  to  quit  business,  either 
while  he  is  still  able  to  meet  his  obligations,  or  he 
will  struggle  along  until  he  is  forced  into  bankruptcy 
by  his  creditors. 

On  the  other  hand,  the  merchant  who  prepares  to 
weather  the  storm  by  practicing  the  utmost  conser- 
vation in  every  possible  way,  is  likely  to  emerge 
from  the  business  storm  a  solider  and  better  busi- 
ness man  than  ever  before.  The  man  who  buys  care- 
fully so  as  not  to  stock  up  his  shelves  with  slow- 
selling  merchandise,  whose  overhead  is  light,  who  is 
careful  even  of  his  pennies,  is  the  one  who  will  suc- 
ceed in  spite  of  the  most  untoward  conditions. 

To  be  successful  the  merchant  or  storekeeper  who 
desires  to  succeed  must  save  pennies  on  his  over- 
head expense.  The  light  that  burns  a  minute  too 
long  may  help  to  put  him  in  bankruptcy.  He  must 
practice  conservation  in  every  part  of  his  business, 
even  to  economy  in  the  use  of  string,  wrapping 
paper,  boxes  and  paper  bags,  even  in  his  bill  heads 
and  monthly  or  weekly  statements  of  accounts.  He 
must  be  honest  with  his  customers,  give  full  meas- 
ure, but  not  over  measure.  When  a  piece  of  goods 
is  cut  from  the  bolt,  a  clean  cut  should  be  made  so 
that  no  ragged  edge  is  left — every  half  inch  counts. 

Prompt  collections  at  the  present  time  are  vital 
to  every  merchant.  He  must  get  in  the  money  ow- 
ing him,  so  that  he  will  be  able  to  pay  his  own  bills 
promptly.  Credits  are  scrutinized  by  wholesalers 
as  never  before.  Slow  payers  will  find  it  difficult  to 
secure  goods. 

A  liberal  margin  of  profit  is  most  essential  to  suc- 
cess, consequently  cut  prices  should  be  avoided  as 
far  as  possible.  The  giving  of  extras  should  by 
all  means  be  avoided,  for  instance  abolish  the  prac- 
tice of  giving  extra  pairs  of  corset  or  shoe  laces  with 
every  corset  or  pair  of  shoes  sold.  In  short,  a  policy 
of  careful  merchandising  should  be  adopted  by  every 
merchant  or  storekeeper  who  hopes  to  succeed. 

CLARK  THREAD  CO.  ACQUIRES  JERSEY  CITY 
PLANT  OF  JAMES  CHADWICK  &  BRO.,  LTD. 

THE  ownership  of  the  thread  mill  operated  in 
Jersey  City  by  James  Chadwick  &  Bro.,  Ltd., 
of  Manchester,  England,  has  been  acquired  by  the 
Clark  Thread  Company,  Newark  and  East  Newark. 
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PURCHASING  IN  QUANTITY. 

HETHER  a  merchant  should  buy  some  com- 
modities, or  in  fact  any  commodities  in 
large  quantities  can  only  be  determined  by  the  mer- 
chant himself. 

Purchasing  in  large  quantities  is  economical 
when  necessary  and  extravagant  when  unnecessary. 

Warehouse  space  costs  money  and  capital  tied 
up  in  merchandise  is  not  available  for  operating  the 
business.  Freight  rate  savings  and  lower  prices 
are,  of  course,  to  be  considered,  but  there  is  no 
economy  in  buying  goods  in  large  lots  when  the 
outlet  for  disposing  of  them  is  too  slow,  and  ties  up 
the  capital  that  ought  to  be  used  for  a  working 
balance  in  the  business.  Regular  stocks  are  liable 
to  become  broken,  because  of  holding  off  buying 
for  the  want  of  available  money,  the  loss  of  sales 
from  this  cause  frequently  overbalances  the  money 
saved  by  buying  in  quantity. 

NEWARK  MEN  OPERATE  IVORY  BUTTON 
BLANK  FACTORY  IN  PANAMA. 

AMERICAN  machinery  has  been  installed  for 
the  manufacture  of  vegetable  ivory  button 
blanks  at  Panama  City,  occupying  the  building  in 
which  the  Tropical  Brewing  Company  was  located 
before  its  amalgamation  with  the  Panama  Brewing 
&  Refrigerating  Co. 

The  project  is  controlled  by  several  Newark,  N. 
J.,  business  men,  headed  by  James  Skipp.  The  ma- 
chinery comes  from  the  machine  works  of  J.  Skipp  & 
Son,  at  whose  offices  it  is  stated  that  the  Panama 
concern  will  confine  itself  to  supplying  slabs  of 
vegetable  ivory  for  the  United  States  market. 

WARSCHAUER  &  ROTH  TO  MOVE  JAN.  10. 

ARSCHAUER  &  ROTH,  who  have  taken 
a  five  years'  lease  on  a  loft  in  16  East  3.3d 
street,  New  York,  will  move  to  their  new  quarters 
about  January  10th.  They  are  now  located  at  10  East 
33d  street.  In  their  new  home  their  capacity  will 
be  more  than  tripled.  They  will  be  prepared  to 
show  their  complete  spring  line  of  novelty  handbags 
about  January  15th. 

AMERICAN  JEWELRY  CO.  LEASES  BROAD- 
WAY CENTRAL  HOTEL  STORE. 

THE  American  Jewelry  Company,  Max  Barish 
&  Bros.,  wholesalers  in  jewelry  and  novelties, 
for  about  20  years  located  at  296  Church  street,  New 
York,  have  leased  the  store,  basement  and  sub-base- 
ment, containing  over  22,000  square  feet  of  space,  at 
677  Broadway,  being  a  part  of  the  Broadway  Central 
Hotel. 

ROSEMARY  LEATHER  GOODS  CO.  MOVE. 

THE  Rosemary  Leather  Goods  Company,  759 
Broadway,  manufacturers  of  women's  and 
children's  belts  and  novelties,  removed  to  larger 
quarters  at  389-393  Fifth  avenue,  New  York. 

GOLDEN  SELLS  DEPARTMENT  STORE. 

PAUL  GOLDEN,  operating  a  department  store 
at  Marlinton,  W.  Va.,  for  25  years,  has  sold 
out  to  A.  S.  Overholt  &  Sons.  Mr.  Golden  will 
devote  his  time  to  his  lumber  interests. 
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WIDE  SKIRT  AND  BINDING  BRAID  NOW  PUT 
UP  ON  REELS. 

FOR  the  convenience  of  the  retailer,  in  selling  silk 
skirt  and  binding  braid,  the  Pioneer  Braid  Mfg. 
Co.  is  putting  up  its  best  grade  of  goods  on  reels  con- 
taining either  24  or  36  yards,  according  to  the  width 
of  the  braid.  This  is  a  decided  advantage,  as  the 
patron  of  the  retail  counter  does  not  often  require  as 
many  yards  of  a  width  as  must  be  wound  on  cards. 

A  recent  inquiry  into 
this  important  detail  of 
merchandising  was  made 


36  Yards 
Star  Silk  Skir 


Binding  Braid 
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at  such  New  York  store 
as  Lord  &  Taylor's,  R 
H.  Macy's  and  Gimbel 
Brothers.  The  opinion 
at  the  notion  counters  in 
these  stores  is  that  the 
selling  of  wide  braids, 
up  to  48  line,  on  reels 
will  be  a  decided  advan- 
tage. 

Indications  point  to  a  strong  demand  for  wide  braids 
for  the  1918  season.  The  Pioneer  Braid  Mfg.  Co.  is 
one  of  the  few  concerns  which  is  equipped  to  turn 
out  the  widest.  Their  distribution  is  being  obtained 
through  well  known  jobbers  everywhere,  and  the  re- 
tail buyers  can  obtain  full  information  regarding  this 
practical  novelty  for  the  notion  counters  by  sending 
their  name  and  address  to  the  Pioneer  Braid  Mfg.  Co., 
together  with  the  name  of  their  jobbers.  The  reel 
wound  wide,  also  narrow  braids  are  put  out  under  the 
Star  brand  name. 


Don't  wade  into  business  too  deeply  merely  because 
you  have  some  capital.  It  takes  business  ability  as 
well  as  capital  to  handle  money. 


There  is  something  for  you  on  every  page  of  your 
trade  paper  and  you  will  not  get  it  unless  you  read 
for  it.  Ideas  will  not  climb  out  of  the  pages  of  this 
paper  and  perch  on  the  rim  of  your  glasses  and  wait 
to  be  noticed. 


THE  MIGHTY  ARM  OF  INDUSTRY. 

(Continued  from  page  36) 

PACIFIC. 

Washington    2        ...  2   

Oregon    1  1        ...  1 

California    14  1         16  2 

On  the  long-haul  side  of  the  transportation  question 
it  is  generally  considered  that  the  movement  of  freights 
for  war  purposes  will  call  for  the  greater  part  of  the 
railroad  facilities  in  the  west  to  east  and  south  to 
northeast  directions.  That  will  leave  a  considerable 
advantage  for  goods  moving  from  the  east. 

The  good  of  the  nation  is  all  we  can  be  seriously 
devoted  to,  and  personal  success,  the  advancement  of 
special  claims  for  industrial  consideration  by  the  Gov- 
ernment, are  out  of  place  in  this  hour  of  our  national 
life.  Let  us  remember  that  the  Government  will  call 
on  every  resource  which  is  of  value  to  the  success  of 
the  war,  and  those  who  have  factories  which  can  di- 
rectly produce  war  necessities  are  indeed  honored  by 
the  call  to  service.  Others  can  be  of  equal  value  by 
keeping  the  wheels  of  industry  turning,  employing 
women  wherever  it  is  necessary  to  release  men  for 
other  work. 

Editor's  Note:  Part  II,  An  Analysis  of  Notion 
Trade  War  Developments,  will  be  featured  in  our 
next  issue.  We  will  present  important  conclusions 
drawn  from  the  facts  assembled.  You  can  advan- 
tageously base  your  merchandising  policy  on  the 
new  forces  which  are  operating  to  solidify  United 
States  supremacy  in  trade. 


FREYDBERG  BROS.  FASTEJ  RIBBON 
SELLING  WIDELY. 

ONE  of  the  most  conspicuous  successes  in  the 
notion  specialties  made  by  Freydberg  Bros., 
New  York,  is  their  Fastej  ribbon  which  comes  in 
either  grosgrain  or  satin,  from  the  narrowest  to  the 
widest.  An  interesting  list  of  articles,  on  which 
Fastej  is  used,  contains  the  following:  Lingerie, 
untrimmed  millinery,  infants'  wear,  handkerchief,  pin- 
cushions, lamp  shades,  aprons,  and  many  home 
decorative  uses  besides.  The  makers  announce  that 
they  are  still  able  to  furnish  all  colors. 


Distinctive  novelty  trimmings  recently  conceived  by  Landau  <£•  Company,  trimming  originators,  for  the  garment  trades.    The  same 
effects,  produced  by  using  self-materials  of  coats,  suits,  dresses,  etc.,  can  be  carried  out  in  all  materials  and  contrasting  colors,  for  the 
regular  stock  of  the  retailer.    This  is  one  of  the  best  of  the  new  season's  novelties. 
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TRADE  MARK 
Registered 


SPECIALTIES  IN  NOTIONS  © 

Poirier  &  Lindeman  Co. 


TRALifc.  MARK 


P 


IMPORTERS 


TRADE  MARK 
Registered 


373  Fourth  Ave.,  New  York 

(Between  26th  and  27th  Street*) 


TRADE  MARK 
Registered 


EVERY  MAID  IN  AMERICA 

CAN  FIND  SATISFACTORY  USE  FOR 

"RCONOMY" 
BIAS  SEAM  TAPE 

MADE   IN  AMERICA 

EVERY  JOBBER  CAN  PROFIT 

BY  STOCKING  THESE  GOODS 

WRITE  FOR  BOOKLET 

Economy  Binding  Company 


120  East 
27th  Street 
New  York 


Phones: 
Madison  Sq. 
289-290 


ALSO  MADE  ON  CARDS 


IVOROID 


THIMBLES 

ASSORTED  SIZES  AND  COLORS 

SOLD  TO  THE 
JOBBING  TRADE  ONLY 

WRITE 

FOR  SAMPLES  AND  QUOTATIONS 
—IMMEDIATE  DELIVERY— 

MANUFACTURED   EXCLUSIVELY  BY 

METROPOLITAN  IMPORTING  &  MFG.  CO. 

304-310  East  23rd  Street,  New  York 


T.  B.  M.  GATES 


DIRECT  MILL  REPRESENTATIVE 

NARROW  WOVEN  FABRICS 
HIGH  GRADE  ELASTIC  WEBBINGS  AND  HAT  ELASTICS 

COMPLETE  LINES  OF  DIRECTOIRE  BELTINGS 


ART  SILK  SKIRT  BRAIDS,  BINDINGS,  BELTINGS  AND  TAPES 
For  the  Notion  and  Dressmaking  Trades 


315-321  FOURTH  AVENUE 


Just  a  few  steps  from  the  23rd  St.  Subway  Station 


NEW  YORK 
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AWARDED 


pa" 

TOILET  BRUSHES 


SANTRANCISCO  M,0h 
■  1915  ■  ' 


Sakabe  &  Co. 


LARGEST  EXPORTERS  OF  THE   KIND  — DIRECT  TRANSACTIONS 


Jiro  Sakabe, 


Proprietor 


Osaka,  Japan 


W if  mm  .  t»  ip>p> 


The  Breakers 

ou  the  ocean  front 

Atlantic  City's  Newest  Fireproof  Hotel 

offers  unusual  attractions 
during  Autumn  and  Win- 
ter Seasons.  Luxurious 
lobbies,  spacious  verandas, 
restful  sun  parlors  and  su- 
perb music.  A  palatial 
residence  for  those  seeking 
rest  and  recreation. 

American  and  European  Plans. 

Illustrated  literature  and  terms  mailed. 
Garase  with  accommodations  for  chauffeurs. 


Modelo  Garment  Display  Hangers 

Newest  and  Most  Inexpensive 
Display  Models  on  the  Market 


No.  21 

Six  Different  Life  Size  Subjects 


No.  4 

Six  Different  Life  Size  Subjects 


St*  I 


No.    1 — Two  Different 
Size  Subjects 


These  Display 
Models  are  actual 
life  size  and  are 
packed  2  doz.  to 
the  box. 

(Assorted) 

Retail  Price 
per  doz.  $3.00 

Life 

No.  6 

Four  Different  Life  Size  Subjects 
WONDERFUL  ITEM   FOR  JOBBERS 


MODELO  GARMENT  HANGER  CO.,  Inc. 

1132    BROADWAY,    NEW  YORK 


" HOYTS  FAST  SELLERS" 

HOYT'S 

GENUINE  GERMAN  COLOGNE 

HOYTS 

PERFUMED  TALCUM  POWDER 

MANUFACTURED  ONLY  BY 

F.  HOYT  &  CO.,  Ltd..  PHILADELPHIA 


New  York  Office,  61-63  LEONARD  STREET 
JOSEPH  L.  PORTER    CO.,  Inc.,  Selling  Agents 
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FOWNES 
GLOVES 


Established  1777 


119  West  40th  St. 
New  York 


BOSTON  CHICAGO 
Carter  Building  1627  Marquette  Bldg. 

12  West  St.,  Room  614     140  So.  Dearborn  St. 

SAN   FRANCISCO,  CAL. 
Banker's  Investment  Bldg. 
740-742  Market  Street 


LEWIS  &  LOCKE 

100  Fifth  Avenue,  New  York 


KID   AND  FABRIC 

GLOVES 


A  CUE- 
WHERE 


THERE 


The  sale  for  the  first 
fiscal  year  ending  June 
1st,  1917,  totalled  3,696,666. 


You  are  on  the  right  trail — follow  it 
and  you  will  find  out  what  it  is  that 
draws  crowds  to  the  notion  counters 
in  so  many  thousand  retail  stores. 

you  find  Kurley  Kews  there  are  crowds 
of  interested  women  who  buy  this  na- 
tionally   known    hair    waver — buy  it 

and  buy  it  again — because  first  of  all  it  cannot 
cut  the  hair  and  then  again  it  has  the  patented 
twist  which  gives  a  perfect  wave  to  the  hair 
in  fifteen  minutes  without  discomfort  to  the 
user. 

is  a  sampling  order  of  x/i  gross  all 
packed  and  waiting  for  you.  A  beau- 
tiful   free    display    box    and,    also,  2 

colored  talking  sig:is  showing  before  and  after 
waving  the  hair  and  a  stock  card  containing 
one  dozen  of  your  order  mounted  thereon. 
Price,  $9.00  per  gross  f.  o.  b.  New  York,  2%  in 
10  days. 

AND  YOU  GET  AN  EXTRA  PACKAGE  JjlEE 

with  every  two  dozen  order  received 
before  January  10th. 


> M ab p  roc^  ro  cur  os  wuBr  rnr  rum 
A  RLAL  MARCEL  WAVE  IN  1$  MINUTES 

AKURLEYKEWA 
III1    wavers  mi 


KURLEY 

KEW 

WAVERS 

BRETT  MFG.  CO. 

162  W.  34th  Street 
NEW  YORK 


WHOEVER  YOU 

ARE 

A  Subscription 

Notions  and  Fane; 

to 

Y  Goods 

will  make  you  a  bigge 
buyer. 

;r — better 

Send  a  Dollar  for  a 

Year's 

Subscription 

American 
Bead  Company 


The 

Largest 
Bead 
Concern 
in  the 
Universe. 


With  an 
Interna- 
tional 
Reputation 
for 

Novelties. 


TRADE.  MARK 


SPRING  LINES  NOW 
READY 

Tremendous  Assortments  of  Exclusive  Novel- 
ties in  Beads  and  Beadwork,  including  Hand 
Bags,  Belts,  Girdles,  Necklaces,  Ornaments, 
Braids,  Laces,  Spangles  and  Trimmings. 

485  Fifth  Avenue 

Opposite  Public  Library 

New  York 
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A.  M.  TURKELTAUB 


TELEPHONE: 
MADISON  SQUARE  5327-5328-5329-4121 


JULIUS  LICHTER 


Sterling  Button  Company 


8-10-12-14  WEST  30th  STREET,  Near  5th  Avenue,  Sterling  Building 


NEW  YORK 


AUipiWE  d 

IMPORTERS  &  COMMISSION  MERCHANTS 
SMALL  WARES  AJND  NOTIONS 

4-7  G  BROAD  WAV 
New  York 


f  ADJUSTABLE  HAT  LINING 

Makes  Any  Hat  Fit  Any 
Head  —  Comfortably 

A  Nationally  Advertised 
Quick  Seller  for  the 
Notion  Buyer 

PUT  A  FEW  ON  YOUR  COUNTER 

Sold  by  jobbers  everywhere.  If  your  jobber 
does  not  have  it  write  us  for  the  name  of  the 

nearest  one  who  does. 

The  Pullastic  Co.  of  America, 

Incorporated 
49  E.  21st  St.  New  York 


Hope  Webbing  Company 

PROVIDENCE,  R.  I. 

Narrow  Woven  and  Braided  Fabrics 
Featherstitch  Stickerei 
Beltings  Wash  Trimmings 

Non-Elastic  and  Elastic  Webbings 
Corset  Trim,  Etc. 


Premier  Neck  Bands 

No.  32.    CUSHION  BACK 

TROY  MADE 

Half  Sizes  11  to  19  inches 
Packed  in  Boxes  of  One  Dozen 

ONE  QUALITY— THE  BEST 


Premier  Notion  Co. 


18  W.  33rd  St. 
N.  Y. 


LET  ME  START  YOUR  INFANTS  NOVELTIES  DEPT 

SPECIAL  $25.00  ASSORTMENT 
Which  You  Retail  for  $50.00 

JOSEPH  H.  JOSEPH 

MANUFACTURER  AND  IMPORTER 

31-33  West  31st  St.,  New  York 

CARRIAGE  STRAPS 
IVORY   and   PEARL   TEETHING  RINGS 
BABY  BASKETS,  RATTLES 
BABY  DECORATED  SETS 
BABY  COAT  &  CLOTHES  HANGERS 


BABY  SCALES 

JEWEL  and  TRINKET  BOXES 
HAND  PAINTED  ART  GOODS 
BABY  ARMLETS 
SAFETY  PIN  HOLDERS 


EVERY    BOX  HAS  THE 


MARK  OF  THE  GENUINE 


FRISCH  TOILET  MIRRORS 

Maintain  year  after  year  their  high  stand- 
ard of  Quality,  Finish  and  Workmanship. 

Hand,  Stand  and  Triplicate 

in  both  genuine  and  imitation  hardwoods. 

EBONY  DRESSER  SETS 

of  very  best  workmanship — a  little  differ- 
ent and  distinctive. 

FRISCH  TOILET  MIRROR  CO.,  Inc. 

MANUFACTURERS 

157-161  West  29th  Street,  New  York 


TELEPHONE 
BERGEN  143C 


ESTABLISHED  1900 
INCORPORATED  190J 


31  to  39  Fremont  Street 
241  to  245y2  Golden  Street 


THE  J.  FELDMAN  COMPANY 

CELLULOID  BUTTONS,  NOVELTIES  AN  D  ORNAMENTS 

JERSEY  CITY,  N.  J.,  U.  S.  A. 
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ESTABLISHED  1840 


IMPORTERS  S.  JOBBERS  OF 

Broadway 

19th  and  20th  Sts. 


HOLIDAY  GOODS 


"The  ideal  line  for  the 
jobbing  trade" 

GARTERS  and  ARMBANDS 
and  COMBINATIONS  packed 
so  prettily,  the  buying  appeal 
is  irresistible. 

Ideal  Christmas  Gifts  for  man 
and  woman. 

Just  the  line  to  list  for  Fall 
PRICES  RIGHT         SERVICE  GOOD 
"The  Line  Most  Talked  About" 


Crescent  Garter  Company 

515-17  Broadway,  New  York 

"The  Pad  Garter  House" 


^IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIHIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII^ 

I  Do 
1  You 

1  Handle 

mmt 

|    5, 10  and  25c,  Goods? 

Do  You  Want  To  Know 

where  these  goods  can  be  purchased  from  first 

2  hands,  the  same  as  the  large  5,  10  and  25c.  syn- 
=         dicate  stores  do? 

1      Do  You  Want  To  Learn 

=  of  the  selling  methods  employed  by  these 

stores,  which  have  built  up  such  tremendous 
E  businesses? 

=  Send  for  Sample  Copy 

1     5  and  10c.  Store  Magazine 
and  Variety  Review 

=  A  consolidation  of  two  trade  journals  devoted  to  5, 

=  10  and  25c.  stores,  variety,  department  stores,  etc. 


301-308  Gerke  Building, 


Cincinnati,  Ohio 


NECK  BANDS 


1 


WE  MAKE  ALL  OUR  OWN  BANDS 

Buy  Direct  and  get  Perfect  Goods 

Gilman  B.  Smith  Co.,  Inc.,  121  West  17lh  St., New  York 


FITCHBURG  HORN  GOODS  CO. 

FITCHBURG,  MASS. 

Manufacturers  of 

CELLULOID  HAIR  PINS, 
HORN  HAIR  PINS 

Knitting  Pins,  Buttons  and 
Hair  Ornaments 


NOW  MADE  IN  AMERICA 

The  same  grades  and  values  of  jet,  mat  and 

BEAUTIFULLY  DESIGNED  AND  COLORED 
BOHEMIAN  GLASS  BUTTONS 

that  CHAS.HOYTASCH&CO.  came 

to  the  United  States  to  sell  from  the  Gablonz  factory  of  the 
company.  We  are  producing  these  buttons  in  our  factory  at 
New  York.   You  are  invited  to  call  at  the  office  and  show  room. 

24-26    East    21st    Street,    New  York 

Prices  and  Styles  on  Request  Phone:   Gramercy  5096 

BUTTONS     AND     SNAP  FASTENERS 


;iiiii]iiinii]iiiii:iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiMiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin 


Manicure  Goods 


Made  by  "Bates"  at  Chester,  Conn. 
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MERCHANDISE  REMINDERS 

■  TO  NOTIONS  IIP  MOT  (MODS  FOR  RETAILERS 


Embroidered 
SILK 
Emblems 

"Naval  Cadet  Brand" 

WE  SOLICIT  THE 
JOBBING  TRADE 

Bradford  Mfg.  Co. 

121-123  E.  24th  Street 
New  York  City 


JOBBERS  ONLY  still  in  position  to  offer 

Silk  Shields 
To  Retail  at  10c. 

SAMPLES  SUBMITTED 
J  EMPIRE    SHIELD  CO. 
818  Broadway, New  York 


Landau  &  Co. 

8-10-12  West  22nd  Street 
New  York 

Always  Something  New  in 


Made  of  soft  mate- 
rial that  cannot  cut 
or   injure   the  hair. 
Will  produce  a  long, 
natural   wave  in  15 
minutes  without  dis- 
comfort. Wrapped  six 
in    a    package,  two 
dozen  in  an  attrac- 
tive display  cabinet, 
and  retail  for  10c. 
KURLEY  KEW 
WAVERS 
Send  for  sample     and  prices. 
Brett  Mfg.  Co.,  Inc.,  162  W.  34th  St.,  N.  Y.  City 


The 

CHEMICAL  ENGINEER 

A  FACTORY  MAN'S  MAGAZINE 

Subscription  $2.00  per  Year 

McCreadv  Publishing  Co. 
118  East  28th  Street,  New  York 


SILK       COTTON  MOHAIR 

BRAIDS 

IN  ALL  WIDTHS 

PIONEER  BRAID  MFG.  CO. 

INC  . 

251  West  19th  St.,  New  York 


Investigate 

Prices  that  will  mean 
wonderful  savings  to 
you.  Ask  for  our  1918 
Catalog  at  once. 

NEW  YORK  MERCHANDISE  CO. 

119-121  Fifth  Avenue 
New  York 


TRADE  TOPICS 


Oscar  Reiffarth,  buyer  of 
toilet  articles  and  fancy  goods 
for  Saks  &  Company,  New 
York,  reports  an  excellent 
demand  for  holiday  merchan- 
dise. The  merchandise  is  being 
shows  at  the  departments  in 
a  most  attractive  manner.  Mr. 
Reiffarth  for  years  past  has 
made  a  specialty  of  reboxing 
toilet  and  manicure  sets,  put- 
ting them  up  in  handsome 
cases,  and  has  met  with  splen- 
did success  in  consequence. 

The  success  of  the  depart- 
ments of  Saks  &  Company 
devoted  to  the  various  lines  of 
fancy  notions  has  been  so  well 
demonstrated  that  one  promi- 
nent show  window  is  always 
devoted  to  this  class  of  mer- 
chandise, and  is  one  of  the 
attractive  features  of  the  store. 


Rice  &  Wallenstein's  Views  ot 
Spring  Business  Tendencies. 

At  the  New  York  showrooms 
of  Rice  &  Wallenstein  it  was 
stated  that  the  belt  business 
is  believed  to  be  strengthening 
into  what  will  probably  be  a 
strong  demand  for  spring,  espe- 
cially for  medium  widths  in 
leather.  Pocketbooks  are 
looked  for  to  continue  good, 
and  the  tendency  in  ladies' 
handbags  shows  a  return  of 
silk  in  Oriental  effects. 


French      Enamel      Effects  in 
Toilet  Sets  Produced  by 
Schimper. 

The  nearest  approach  to  the 
formerly  imported  French 
enamels  has  been  brought  out 
by  William  Schimper  &  Com- 
pany of  New  York.  Their  pink 
and  blue  toilet  sets,  picture 
frames,  manicures,  etc.,  have 
found  particular  favor,  and  are 
offered  at  prices  allowing  them 
to  be  retailed  within  the  reach 
of  everybody. 


Hero  Snap  Fastener  Company 
in  New  Offices  January  1st. 

With  the  new  year  the  Hero 
Snap  Fastener  Company  offices 
will  be  located  at  100  Fifth 
avenue,  New  York.  It  is  also 
announced  that  Leo  Fuchs  has 
been  placed  in  charge  of  the 
Hero  office  at  458  Beaudry 
street,  Los  Angeles. 


Self    Ornaments    Are  Created 
by   Landau  &  Company. 

Something  different  in  the 
way  of  dress  trimmings  has 
developed  by  Landau  &  Com- 
pany, New  York.  The  novelty 
is  dress  ornaments,  made  of 
the  same  material  as  the  gar- 
ments they  are  to  be  used  on. 
Although  made  for  the  gar- 
ment manufacturing  trade  espe- 
cially, the  keen  retailer  can 
find  opportunity  to  put  orna- 
ments of  this  kind  in  his  stock, 
as  they  will  adapt  themselves 
to  home  dressmaking  style 
needs  if  used  in  colors  con- 
trasting with  the  garments  to 
be  made. 


New     York      Button  Jobbers 
Organize  Button  Merchants' 
Association   of  America. 

An  association  of  button 
jobbers,  called  the  Button 
Merchants'  Association  of 
America,  has  been  formed, 
with  H.  Jonas  president ; 
Amson  Furtsch,  vice-president; 
Julius  Lichter,  treasurer,  and 
Sidney  Katz,  secretary. 


Intercontinent    Sales  Company 
Introduces  "Isco"  Fasteners. 

All  of  the  snap  fasteners 
made  by  the  Intercontinent 
Sales  Company  are  being  dis- 
tributed and  sold  on  one  card 
only,  their  Isco  brand  card. 
This  company,  of  which  G.  T. 
Brown  is  president,  is  in  the 
market  with  a  well  finished 
spring  fastener.  New  York 
offices  have  recently  been 
opened  at  347  Fifth  avenue. 


Pioneer    Braid  Manufacturing 
Company  Now  Features  Reel 
Wound  Braids. 

In  addition  to  their  regular 
lines  of  carded  braids  the 
Pioneer  Braid  Manufacturing 
Company,  New  York,  has  just 
completed  plans  to  supply  the 
trade  with  reel  braids  for  the 
new  season.  Heavy  braids  are 
especially  favored  for  1918. 
running  the  full  range  of 
black,  white  and  colors,  from 
4  to  48  line  inclusive.  Khaki 
military  braids  and  soutache 
are  well  represented  in  their 
lines. 


William  Schimper  &  Co. 

It.  R.  DEBACHER.  Pres. 
MANUFACTURERS  OF 

Fine  Metal  Novelties 

HOBOKEN,  N.  J. 

Salesroom,  33  Union  Square  West,  N.  Y. 
TOILET  AND  SMOKING  SETS 


Snap  Fasteners 
Skirt  Beltings 

and  Mercerized  Threads  for 
Immediate  Delivery 

KAPLAN  &  GOLDBLATT 

46  West  26th  St.,  New  York 

Fan-agut  9403-9404 


rhone   9484  Madison  Square 

WILLIAM  REISS 

IMPORTER  OF 

Dress  Trimmings  and  Novelties 

Good  values  on  our  special  lines: 
Tassels,  Braids,  Jets,  Appliques,  Col. 
Beaded  Trimmings,  Garnitures,  Or- 
naments and  Tinsel  Trimmings,  etc. 

121-123  East  24th  St.,  New  York 


Selling  SystemS 

PUT  YOUB  PROBLEMS  UP  TO 

The  Trade  Development 
Department 

Room  410,  118  E.  28th  St.,  New  York 


SANITARY 
APRON 

Net  Top— Fancy  Stitch 
Dress  Protector 

Climax  Rubber 
Company 

530  Broadway 
New  York 


Harris  Bros.  Silk  Co. 

A.  S.  JANSON,  Sales  Mgr. 

RIBBON 
MANUFACTURERS 
357  Fourth  Ave.,  New  York 


RESLER  &  SONS 

Plain,   Fancy   and  Colored 

Pearl  Buttons 

1801  FIRST  AVENUE 
NEW  YORK 


ADJUSTABLE        \  ^^4m 
TO  ANY  SIZE  I 

F ROM  IB  to  32        1  MA 

DAVID 

RA^fJT  111  Bleecker  St. 

New  York  City 

Jobbing  Trade  Only 

PAUL  ZGURIS 

Manufacturer  of  Fancy  and  Plain 
Fresh  Water  and  Ocean 

PEARL  BUTTONS 

Carving  a  Specialty 

21-25  E.  Houston  St. 
Cor.  Crosby  St.        New  York 


TASSELS 
NECK  CORDS 
NOVELTY 
TRIMMINGS 

Schwartz  &  Levine 

31-33  E.  27th  St. 
New  York 
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MERCHANDISE  REMINDERS 

iOYE^S  GUIDE  TO  NOTIONS  AND  FANCY  ©OiiS  Fm  BETA1LEIBS 


For  Best  Line  of 

Ladies'  Leather  Belts 

Call  or  write  to 

LOUIS  SCHLOSS 

39  West  32nd  St.,       New  York 


Brandt 
Braids 

SILK— COTTON— MOHAIR 

Jos.  Brandt 

41    W.    21st   St.  New  York 


IF  IT  IS 

Crochet  Buttons 

WE  MANUFACTURE  IN  THE  U.   S.  A. 

A.  Heymsfeld,  Inc. 

138  Fifth  Ave.,  New  York 


Complete  Information  for  the 
Buyer    is    contained    in  the 

Snap  Fastener  Trade  Mark 
Register 

Address  "Notions  and  Fancy  Goods" 


NAIAD 

DRESS 

SHIELDS 

Oderless  and  Rubberless 
The  C.  E.  CONOVER  CO. 

101   Franklin   St.  New  York 


BONE  BUTTONS 

Hafleigh  &  Company 

MANUFACTURERS 

American    and    Cambria  Streets 
Philadelphia,  Pa. 


The  Joan  of  Arc 
Snap  Fastener  Co. 

16-18  West  39th  Street 
New  York 


Pearl  Engraving  Works 

MANUFACTURERS  OF 

Fancy  Fresh  Water 
Pearl  Buttons 

We  also  do  Engraving  and  Decorating  on  your 
own  Buttons,  in  Pearl,   Ivory,  Wood. 

PHONE  ORCHARD  5100 
720  E.  11th  St.,  New  York 


Van  Blankensteyn  &  Hennings 

Importers  and  Manufacturers 

ART  EMBROIDERY  MATERIALS 
STAMPED  LINENS 
NEEDLES  BRAIDS 

471  Broadway,  New  York 


TRADE  TOPICS 


Otto  Wolff  Down  South  Banging 
the  Nimble  Ball. 

Having  earned  a  good  rest 
from  business,  Otto  Wolff,  of 
the  Myriad  Manufacturing  Com- 
pany, New  York,  recently  left 
for  a  warmer  clime  and  the  joys 
of  golfing  to  be  found  in  South 
Carolina.  Pity  the  poor  golf 
ball!  Mr.  Wolff  is  a  six-footer, 
and  then  some,  built  on  gener- 
ous lines,  and — oh — it's  awful  to 
thinking  of  the  wallops  that  ball 
is  getting.  About  a  year  ago 
Mr.  Wolff  was  in  Japan  and 
rumor  saith  that  the  Nipponese 
folk  feared  for  their  paper 
houses  when  he  passed  through 
the  streets. 

Cambridge  Leather  Goods  Com- 
pany Move  to  New  Location. 

From  their  previous  location, 
12  West  17th  street,  New  York, 
the  Cambridge  Leather  Goods 
Company  has  gone  to  137  Fifth 
avenue.  The  new  quarters  are 
much  larger  and  a  far  more 
extensive  line  is  manufactured 
than  heretofore.  J.  B.  Coleman 
says  that  it  is  hoped  that  his 
company  will  be  able  to  come 
nearer  to  meeting  the  full  de- 
mand of  Cambridge  make 
pocketbooks  and  belts,  now  that 
the  output  is  more  than  doubled. 

Waitzfelder     Braid  Company 
Moves  Into  New  City  Offices. 

Maurice  J.  Daub,  sales  man- 
agt  r  of  the  Waitzfelder  Braid 
Company,  is  particularly  pleased 
with  his  new  offices  at  381 
Fourth  avenue,  New  York,  to 
which  he  removed  about  the 
middle  of  December.  Mr.  Daub 
states  that  the  1918  lines  being 
made  up  consist  of  braids,  cords, 
tassels,  novelty  dress  trimmings, 
notion  specialties,  fibre  silk  and 
wool  sweaters,  knitted  mufflers 
and  knitted  neckwear. 

Death  of  William  McLaren. 

William  MacLaren,  who  has 
been  identified  with  the  Mil- 
waukee interests  of  Gimbel 
Bros,  since  the  establishment  of 
their  big  department  store  in 
1883,  died  on  December  6th  of 
heart  trouble.  He  was  56  years 
of  age  at  the  time  of  his  death 
and  had  been  a  sufferer  from 
heart  trouble  for  several 
months  past. 


THE 

CARD  CLUB 

of  Merchandise  Reminders 
costs  you  only  $2  per  month. 

—THIS  IS  A  MEMBERSHIP  SPACE— 


New  York  Specialties  Company 
Discontinues  Downtown 
Office. 

Mr.  Unna,  of  the  New  York 
Specialties  Company,  announces 
that  the  downtown  office,  467 
Broadway,  New  York,  has  been 
discontinued.  Mail  should  be 
directed  to  1214  Boston  Road, 
Bronx,  New  York. 

Charles  H.  Strauss,  who  for 
the  past  sixteen  years  has  done 
the  European  buying  for  Cohn 
&  Rosenberger,  New  York,  im- 
porters and  jobbers  of  jewelry 
novelties,  retires  from  the  firm 
on  January  1st.  Mr.  Strauss  is 
very  well  known  in  the  trade, 
having  been  actively  engaged  in 
the  line  for  the  past  34  years. 

Alfred  Fau.l  Opening  Philadel- 
phia Office. 

In  the  heart  of  the  manufac- 
turing district  of  Philadelphia  a 
buying  organization  will  be  set 
up  by  Alfred  Fautl,  resident 
buyer  of  New  York.  Mr.  Fautl 
represents  nearly  one  hundred 
retail  stores  in  all  parts  of  the 
United  States.  The  latest  addi- 
tion to  his  long  list  of  accounts 
is  that  of  the  H.  &  S.  Pogue 
Company  of  Cincinnati.  The 
Popue  Company  has  one  of  the 
finest  department  stores  in  the 
country.  Also  it  has  an  enviable 
reputation  in  the  trade  for 
its  up-to-date  merchandising 
methods. 

Franklin   Simon's  Minstrel 
Show. 

The  Mutual  Benefit  Associa- 
tion of  employees  of  Franklin 
Simon's  Fifth  avenue  store  gave 
a  patriotic  minstrel  show  on 
Saturday  evening,  December 
8th.  More  than  one  thousand 
persons  were  present  and  thor- 
oughly enjoyed  the  entertain- 
ment, the  entire  expense  of 
which  were  met  by  Franklin 
Simon. 

Modelo  Garment  Display  Hang- 
ers Attracting  Trade  Notice. 

Jobbers  are  agreeably  im- 
pressed with  the  demand  which 
has  grown  up  for  Modelo  hang- 
ers for  making  store  displays 
of  garments  and  dress  acces- 
sories. These  life-like  repro- 
ductions of  women's,  boys'  and 
girls'  heads  are  being  used  very 
largely  by  retailers  everywhere. 


,Mythin<j^ 

"All  the  News  of  the 
TOY  TRADE" 

Subscription  Price  One  Dollar  a  Year 
118  East  28th  St.,  New  York 


STUYVESANT  3619 

Art  Button  &  Novelty 
Mfg.  Company 

MANUFACTURERS  OF 
Jet  and  Fancy  Glass  Buttons 

Decorators  on  Buttons  of  Every  Description 
Ideas  Carried  Out  and  Confined 

106  E.  11TH  ST.,  NEW  YORK 


Telephone : 
Canal 

9285 


TRENCH 
MIRRORS 


Luna  Nickel  Plating  Co. 

224  Centre  St.,  New  York 


JOBBERS  ONLY 

Collar  Supports 

COMPLETE  LINE. 
PROMPT  DELIVERIES 

CROWN 
NOVELTY  WORKS 

174    E.    Houston    St.,   New   York  City 


Always  Something  New 

Ladies'  Hand  Bags 
Belts  and  Novelties 

RICE  &  WALLENSTEIN 

19  West  34th  St.  New  York 


Pacific  Novelty  Co. 

HAIR  ORNAMENTS 
NOVELTIES,  TOILET  ARTICLES 
TOYS 

41-51  E.  11th  St.,  New  York 

Corner  University  Place 


ISCO 

See  Page  5 

This  Issue 


Myriad  Mfg.  Co.,  Inc. 

Manufacturers  of 

LADIES'  LEATHER 
AND  FANCY  BELTS 
12  East  32d  Street,  New  York 

Telephone  Mad.  Sq.  6978 
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KNOWLEDGE  IS  POWER 

The  World  Gives  Its  Laurels 
to  the  Man  Who  KNOWS 

KNOW  THE  TOY  FIELD 

Toys  HUMANIZE  Prosaic  Business— They  Reach  the  Heart  of 
the  Home  and  Will  Start  You  on  the  Right  Road  to  Success. 
Install  a  Toy  Department  and  Run  It  the  Year  Round.  Sample 
Copy  of  Playthings  Will  Tell  You  How. 

Subscription,  $1.00  the  Year. 

If  You  Subscribe  Now  You  Get  "The  Big  Three"— "Jobbers' 
Special,"  "15th  Anniversary"  and  February  Issues. 

Remember— PLAYTHINGS  is  another  McCready  Publication 


McCREADY  PUBLISHING  COMPANY 

1 18  East  28th  Street  New  York,  N.  Y. 


The  $titttt%%  Comb 


Designed  en  scientific  principles,  embodylnf  features  or  Strength,  DnraMHty  tad  ftenfr 


Registered  U.  S.  Patent  Office 


Made 
•Illy 


«  AMERICAN  HARD  RUBBER  CO.,  " 


MERCER  STREET 
NEW  YORK 


"H.  B."  TURKEY  RED 
BROIDERY  COTTON 

Most  suitable  article  on  the  market  for  cross- 
stitch  initials  and  designs.  A  Turkey  Red 
which  will  NOT  fade,  crock  or  wash  out. 


Trade  Hark 
Res.  U.  S.  Pat.  Office 


GUARANTEED  FAST  COLOR 


S.  E.  Howard's  Son  &  Co 


NEW  YORK  CITY 


KIRBY,  BEARD  &  CO. 


ESTABLISHED  167  YEARS 

London  Birmingham 

MANUFACTURERS 


LIMITED 

Redditch 


Velvet  Finish 

HAIR  PINS 

BLACK  and  BRONZE 

Invisible,  Straight  and  Crimped.    All  Sizes.  ( 

"SUPERIOR"    -      -    Straight  Heavy 

"ONDULEE"     -      -   Crimped  Heavy 

"FLEXOR"        ....  Heavy 

"SCIENTIFIC"  ....  Heavy 
A  Full  Line  of 

PINS,  SAFETY  PINS,  NEEDLES,   FANCY  NEEDLE  CASES,  ETC. 
Catalogue  furnished  on  request 

DIECKERHOFF,  RAFFLOER  &  CO. 

SOLE  SELLING  AGENTS 

Broadway,  at  Prince  Street  New  York 


30112064283788 


